


TES TD (EIR I RA LILLE NE 1 EM 


eee © 
oS la 
» 2 
u O 
=U 
i 
nN 
aes 
ae ~ 4 
a 


_ 
¥ 


7 
~< 


orey 


4 


1952 


SOLS AL 


NO ALI LI IDI PI’ 


“MARCH 


Ra 

ea 

SRS 
“ 


SSN 























EIRLOOM RINGS 


No. 546/77 
5 stones, high center 





No. 550/7 
7 stones, large high center 


. No. 1257/7 
In these exquisite rings we have preserved the ‘ 19 stones, large high center 








true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 


manner as the originals, cast in one piece of 14K solid gold, 
. * * ‘ . . s 
with unusually massive tops into which precious stones can 


be set with absolute safety and assurance against loss. 





Pictured here are three of a large. selection of styles in 
stock for immediate delivery. They may be purchased unset ER E O 
as shown or, upon order, complete with stones to suit the . A. § A U & a 
customer’s taste and price range. Earrings available to match. KONITE BUILDING 





Brochures showing 17 designs will be sent upon request. Cincinnati 2, Ohio 
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WHY there exists a good market for 
rings today, WHAT the jeweler can 
do and HOW he can go about 
developing his ring volume are ex- 
plained in this issue of JC-K, in a 
special section starting on page 83. 
(Sterling photo frames shown on the cover 


are from Chas. Thomae & Son, Inc., Aftle- 
boro, Mass.) 
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ith his inimitable flair bow 


the unusual, Marce has created a new 
collection of diamond - studded watc 
cases that achieve the ultimate in dra- 
matic distinction ... Flawlessly executed 
with the precise craftsmanship that has 


always characterized WBO creations ... 


WILLIAM B. OGUSH, IN 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET |\V//\| NEW YORK 23, N. Y. 
Po 
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Another leader by Harwood. 


Full expansion, massive yet delicate and 


feminine. Available in yellow or white. 


Illustrations actual size 


Sold through leading 
wholesalers only. 





usE Ow RESOURCES... 
TO SOLVE Your PROBLEMS! 


DYoy min momo hola lelg- elim celui 
items—you can get rid of your 
of-Sdfelalliremelarom elgecelUloilola mm il-tolen 
aches’ by allowing KB to supply 
you with all your ring finding 
needs. 

Our advanced methods of de- 
Telaliiremelice Mell aed <li mime lolabiin 
production give you thousands 
of styles from which to choose. 
This means more sales, consistent 
savings—bigger profits for you. 


SPECIFY K&B DIE STRUCK RINGS 
AND FINDINGS ...AND BE SURE 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —IT’S ING. 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
A DIVISION OF KARLAN & BLEICHER © 9 


(ieliendddiia ef bng/ndlags 
188 WEST FOUBTH STREET MEW YORK /4.N 
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bu simmons 


Distinctive, yes . . . Distinguished, certainly ! 
‘*‘Salesman’’ by Simmons . . . a handsome new concept of . 


craftsmanship in sterling. 
A SE R*.9$E LLI te A men’s set that will most assuredly set off the man who wears it... 
and show us the man who couldn’t wear it with pride! 
MASTE RPI ECE Order now — then watch the ‘‘Salesman’’ sell itself! 
i Be STE RI he CG = aan meh federal taxes. Order by name 


Added prestige note: that stunning design is hand applied! 
R. FL. SIMMONS COMPANY, ATTLEBORO, MASS. 















Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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Piaw ring blanks in every shape and width, 
channeled and azured rings to take any size 
diamond, rim rings for wide ornamental bands, 
fishtail and a variety of fancy rings are all in- 
cluded in our line. They are made in jewelry 
palladium and gold. Our segemental and fancy 
rings may be had in palladium-gold combina- 


tions too. 


We are thus equipped to fill your orders for 
whatever shape and style of ring you need— 
all of them requiring only the minimum of 
labor to convert them into the finished piece 


of jewelry. 
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He’s the Classified Directory Representative 
of the Telephone Company. He’ll be coming 
around to see you. 


He can prove to you that advertising in the 
‘yellow pages’ pays. He is familiar with all types 

of retail establishments in the community, has a 
good knowledge of the shopping habits of the people 
and knows a lot about their buying habits. He can 
offer valuable suggestions for helping you reach more 
prospects economically. 





Watch for the Directory Representative. He’s helped 
hundreds of dealers in many lines build their businesses. 
Let his knowledge and experience get more sales 

and service orders for you. 


FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE 
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DIAMOND RING SETS 
WITH FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices 


FROM $36.50 RETAIL 
FROM $79.50 RETAIL 
FROM $99.50 RETAIL 
FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 
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Princess Rings and a 


varied line of Diamond 






Wedding Rings, set part- 






way and all around... 
Fishtails, Channels, Double- 
Row and Wide Wedding Rings. 
















~\ We manufacture one of the most complete 


lines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 






RINGS ENLARGED 
TO SHOW DETAIL 





\ a NEWSPAPER MATS AVAILABLE 


= 





DIAMOND RINGS 


BRISTOL SEAMLESS RING COMPANY + 71 NASSAU STREET, NEW YORK 7, N. Y. 


FOR MARCH, 195? 9 














For Boys and Girls . . . 


FIRST COMMUNION S 
by CATAMORE 
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peively: to make an n outstanding gift, combing 
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- 231 PINE STREET * PROVIDENCE 3° R°1° 
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WHOLESALERS AND MANUFACTURERS 


Seamless Wedding Rings at 
t Pennyweight (dwt) Prices 


We are One of the 

Largest Producers 
of Seamless Gold 

Wedding Rings 
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with GOLDEN ¢ 
our registered trad 
mark, on request. 
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WORKMANSHIP > KE ee Ps 
PROMPT DELIVERY > 
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Series H 


Pot. No. 156712 


Series FM 


PRECIOUS METALS SPECIALTIES CO., INC. | 


11 Vincent St., Newark 5, N. J. Phone: MArket 2-4287 








Series LK 


112 
dwt. 11 gr. 














ITE FOR CATALOG SHEET ILLUSTRATING THE COMPIFTF IINF OF PREMESCO “Fit-Rita”? SALIN SHANKS 


NEW LOCAL PROMOTIONS PUT 


“Know Your Jeweler” kit | 


NOW -—a prestige-and- profit- 
building “Know Your Jeweler” 
promotion can be staged in 


your community! ‘Che Watch- 


PES PSE Ley 


makers of Switzerland will send 
this new Official “Know Your 





Jeweler” Promotion Kit (left) 
absolutely FREE to officers of 
your local, state or national 
Jewelry Associations or Guilds. 
The Kit is the result of a series [ 
of successful local promotions | 
run by local jewelers. It gives | 
Quality Jewelers in your com- 
munity the step-by-step plan | 
for your profitable campaign! 








HERE are typical “Know Your Jeweler’ 
newspaper supplements. The Watch- 
makers of Switzerland have long recog- 
nized how important jeweler prestige 
can be—for more sales, for quality sales. 
And prestige is just what you get from 
a “Know Your Jeweler” promotion. 





The kind of prestige that marks you a 





Quality Merchant—attracts quality 
traffic to buy the fine Swiss watches you 
sell and service. 
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HERE’S “‘YOUR”’ SLOGAN—FEATURED IN EVERY WATCHMAKERS OF SWITZERLAND ADVERTISEMENT: 
“For the gifts you'll give with pride—let your jeweler be your guide” 
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QUALITY JEWELERS AHEAD 
now ready for jeweler groups! 


RESULTS? More traffic, more 
sales. more business for Quality 
Jewelers! For a “Know Your 








Jeweler’ promotion tells the 








public in great detail about 
your many specialized serv- 
ices—services that non-jewelry 
| outlets can never compete with. 
Take Repair Service, for in- 
stance. The Official Swiss Watch 
Repair Parts Program helps 
you give fast, economical serv- 
ice that can't be duplicated else- 
where. And 9 out of 10 jewelers 
aoree—the Official Program has 
: brought them greater over-all 


volume! 
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THE PAY-OFF comes in prof- 


its! With up to 25% of their 





watch business in service work, 
Quality Jewelers know from 
experience how every well-done 
service job boosts prestige and 
trafhc. So let the public know 


about all your services—with a 





“Know Your Jeweler” promo- 
tion. Please remember —only 
your Guild or Association off- 
cers should send for the Official 
‘Know Your Jeweler” Kit. The 
address: The Watchmakers of 
Switzerland Information Cen- 
ter, Dept. KY], 730 Fifth Ave- 
nue, New York 19, N.Y. 





The WATCHMAKERS * SWITZERLAND 
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Westinghouse 


AUTOMATIC TOASTER 


THE Jogcter that Winks 
TO GIVE YOU PERFECT TOAST 


You get better toast with the Westing- 
house Automatic because it is the only 
Toaster that maintains a constant toast- 
ing temperature. You can even see the 
heating coils of this Westinghouse 
Toaster wink ‘“‘on’’ and “‘off’’, to hold the 
temperature at a constant level. This 
means more accurate control at all settings, 
to give you even browning, slice after slice. 

The Westinghouse Automatic also 
gives you more accurate control over the 
texture of your toast, because every slice 
(day after day—breakfast, lunch or snack) 
is toasted at exactly the same temperature. 





The big Spring gift-buying season is just 
around the corner. Be ready to show your 
customers one of the finest gifts . .. the 
Westinghouse Automatic Toaster. It has the 
looks, the features, the name—and a selling 
story that clicks with customers. You'll find 


See TV’s Top Dramatic Show... 
WESTINGHOUSE STUDIO ONE... Every Week 






WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division + Mansfield, Ohio 
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. of course, it’s electric! 


And you can even toast small slices 
with the Westinghouse Automatic. The 
lift-up feature lets you raise small slices 
an extra inch for easy removal with 
your fingers. 





THERE ARE MORE PROFITS AHEAD FOR THE RETAILER 
_ WHO TELLS THE Jggofer that Winks SELLING sToRY 


that it pays off in extra sales for Spring and 
all year long as well. Check your stock, place 
an order with your Westinghouse Distributor 
and be sure to tell all your customers about 
the Toaster that Winks. 


Give Electric Housewares ... First Choice for Every Gift Occasion 


iF as Westinghouse 


you CAN BE SURE... 
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Deal With Us 


and 


Be Secure 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SGRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 














$y) Accuracy 








KARAT ; REFINERS & SMELTERS  _ JEWELERS 
| GOLDS FOR HALF A CENTURY PALLADIUM 


| JOSEPH B. COOPER & SON unc. 
25 West 47th St. e@ Phone JUDSON 2-3095 e@ New York 19, N. Y. 
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Lighting your way 


With. ON 
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In almost every kind of merchandise you carry 
there’s usually one standout, one product that does 
much more than merely earn its keep. It turns 
over rapidly. It’s a constant source of income. It, 
and items like it, are the lifeblood of your business. 
Such a product is the ‘“Toastmaster’’ Toaster. 


The reasons why this toaster gives you top turn- 
over are easy to put your finger on. It’s of highest 
quality. So it’s presold in a big way by word of 
mouth. It’s consistently backed with national ad- 
vertising as no other automatic toaster is or ever 
has been. And it’s thoughtfully displayed and ag- 


RR O R El ad A M E R 


to toaster pro fig 


gressively promoted by more sales-minded retailers 
than any other make. 

All of which adds up to an overwhelming con- 
sumer demand for the ‘““Toastmaster’’* Toaster— 
and to retail profits that go with it! 

***TO ASTM ASTER” ts a registered trademark of McGraw Electric 


Company, makers of ‘Toastmaster’ Toasters, ‘Toastmaster’ Water 
Heaters, and other ‘Toastmaster’ Products. 


TOASTMASTER 


TOASTMASTER PRODUCTS DIVISION, McGRAW ELECTRIC COMPANY, ELGIN, ILL. © 1952 
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Retail, F.T.1. VALUE-PRICED $8.50 : 
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As lush, as extravagantly beautiful as the Queen of the f q F ryY\ 
Nile’s favorite jewelry ... this fabulous expansion watch eee —_ oo a ia 
bracelet is a masterpiece of faceting and design. Its 
raised three-dimensional effect, its heavier lug give it 
the massive look that so many well-dressed women 
prefer. J-B End-O-Matic Ends. Available in yellow only. 









Le Hroyale ike (6071) 


Retail, F.T.1. VALUE-PRICED $7.50 


This smart combination band has center expansion sec- 
tion, with richly sculptured links at ends. Constructed, 
like all J-B bands, to give many years of customer 
satisfaction. 
With patented, adjustable J-B Prest-O-Slide buckle. 
(3371) Retail, F.T.1. VALUE-PRICED $5.95 


Both bands available in yellow or white. 


Retail, F.T.1. VALUE-PRICED $7.50 


A diagonal design that keeps all its smart beauty even Sas, ; | | ai A Pla, as Fy Plead as 
when fully expanded. Designed to appeal to your many . PO ee en : 
customers who prefer a wider band. J-B End-O-Matic 
Ends. Available in yellow only. 
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“ 4 a t - ‘ “a it e wt ; - 3 - P- * 










Dixie Rose with tailored end (6064) 
' Retail, F.T.1. VALUE-PRICED $8.50 
Retail, F.T.1. VALUE-PRICED $8.50 
Available in yellow or white 


. Available in yellow, pink or white 

Shimmering spheres with the look of rich ca- | 

bochon gems. Beth bands:are full expansion. 
JACOBY-BENDER, INC. 

161 Avenue of the Americas - New York 13, New York 


- 
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é y \ P y 7, Gpldn Wis jo (6075) 
Se Stogale elie vr | a “4 A Retail, F.1.|. VALUE-PRICED $7.50 


Retail, F.7.1. VALUE-PRICED $7.50 \ 4 YY | rs (6076) with carved top 


This smart combination band has center expansion sec- Retail, F.T.|. VALUE-PRICED $7.50 


tion, with richly sculptured links at ends. Constructed, , v4 | 
like all J-B bands, to give many years of customer | oe ee Designed for the woman who appreciates quiet 


Satisfaction. nl 
. Wa elegance...two versions of the daintiest 


With patented, adjustable J-B Prest-O-Slide buckle. telescope-expansion band you can show your 
customers! The band’s graceful character is 


(3371) Retail, F.T.|. VALUE-PRICED $5.95 
Sith Seis available te yellow or white g” enhanced by beveled edges. Unique construc- 
; : Vs tion allows maximum expansion. Outer shell 
gold filled. Available in yellow or white. 
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A GOLDEN WISP IN A 
SIZE FOR EVERY WRIST! 


This beautiful display (J-B No. 261) 
shows the sweet-and-lovely Golden Wisp 
to best advantage. And it's yours FREE 









Y Dus Shea om 


_ with End-0-Matic End 
when you purchase the six bands — one 
Retail, F.T.1. VALUE-PRICED $8.50 , , 
Be RTS po a ee each of short, regular and long, with plain 
- Available in yellow, pink or white fe fae fe and carved tops. 
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ORDER FROM YOUR 
WHOLESALER TODAY! 





_ JACOBY- BENDER, INC. 
61 Avenue of the Americas - New York 13, New York 
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Never before watch ban 
fection of workmanship .. . a 
all these J-B watch bands cor 
band features a top shell of pr 
1/20-12 or 10 Kt... . proof a 
bands that are Best for You 


Dyamond (fon (6019) 


Retail, F.T.|. VALUE-PRICED $9.95 


Now for the first time...a diamond-faceted 
full expansion band that’s fashioned to catch 
the light in hundreds of highly-polished 
facets! The“expensive jewelry look, the low 
price, make this J-B expansion band the value 
leader for 52! Available in yellow or white. 


Champion (7002) 


Retail, F.T.1. VALUE-PRICED $10.95 





Here's a ridged band with a different look 
... for the Champion is made with concave 
links for an unusual effect that is both lux- 
urious and tailored. The EXTRA gold in J-B 
bands does EXTRA DUTY here... pro- 
tecting the ridges from rub-off. It’s a J-B 
extra... but at NO EXTRA CHARGE! 
Available in yellow only. 





Extra Gold to protect the top ridges at the poin 


J-B’s continuing policy of making every expansion bé 


heavier overlay of gold is a particularly important se 
C # " when you sell a watch band with a raised surface. MO 
wae 1S ’ Wyte 7 W) Y tt / means quality “wear” it counts... gives every J-B vi 
/ é y" . longer-lasting beauty. 
ast / 








IN THE MASCULINE MANNER! 


Never before watch bands with such bold, distinctive styling, such per- 
fection of workmanship ... at such low prices! And, as a sales-clinching extra, 
all these J-B watch bands contain MORE GOLD FOR MORE WEAR! Each 
band features a top shell of precious 1/15-12 Kt. gold instead of the customary 
1/20-12 or 10 Kt. .. . proof again that J-B means “Jewelers’ Best”... the watch 


bands that are Best for You in ’52! 


Extra Gold to protect the top ridges at the point of wear. 
J-B’s continuing policy of making every expansion band with a 
heavier overlay of gold is a particularly important selling point 
when you sell a watch band with a raised surface. MORE GOLD 
means quality “wear” it counts ... gives every J-B watch band 
longer-lasting beauty. 


Hhoyal Lpaumph vos 


Retail, F.1.1. VALUE-PRICED $9.50 


A watch band with a new “twist”! Royal 
Triumph’s twisted design keeps its conti- 
nuity even when band is expanded to its 
fullest! A choice selection for men of con- 
servative taste. Available in yellow only. 


Slated to be 1952's 
most-talked-about watch band! 


joleon Geb (6017) 
Retail, F.T.1. VALUE-PRICED $13.50 


Broad as the watch itself . . . this new three- 
dimensional expansion band designed for 
the man who wants the ultimate in high 
style! Previously available only as a “cus- 
tom” watch band for the most expensive 
watches, this impressive men’s bracelet 
band is now priced by J-B at volume level. 
Bring up your “ring up’ — by trading up 
to the J-B Golden Gable. Available in yel- 
low only. 


"Thar's gold 
| in them 
wey thar hills"... 
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Demonstrating the multi-stretch feature of a new Foster Fairway band attached to a watch. 


The Toston 727/R WAV 


NEW MULTI-STRETCH CONSTRUCTION HIGHLIGHTS LINE OF WINNERS 
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FOSTER METAL PRODUCTS, Inc. Attleboro, Mass. 








One of the world’s largest collections of 
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exciting array of diamond jewelry. 


From 1 Carat to 50 Carats you will find color, 





GE telomrtelematiacemeac your most exacting 


requirements — yet priced ome(a ay competition. 


Now as never before, you can enjoy our complete diamond 


facilities as a valuable adjunct to your business. ae v 


Complete selection shipped on nmiemorandum 


IMPORTERS * CUTTERS * ALL WORK DONE ON PREMISES 
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DIAMONDS AND DIAMOND JEWELRY 
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KOMFIT GRAND 


The Finest Name:in Watch Bands 


KOMFIT 


LADY KOMFIT 








GENUINE SNAKE CHAIN 







U. S. Patents 
2,015,308 
2,184,319 
2,333,048 


KOMFIT STANDARD 





KOMFIT continues to set the pace with superb crafts- 
manship and the greatest idea in instant adjustment 

the KOMFIT snap clasp. There’s no equal, either, 
for KOMFIT thinness or KOMFIT flexibility on the wrist. 


For men: the KOMFIT Standard and the KOMFIT 
Grand, for larger watches. 


For women: the slender Lady KOMFIT. 


JEWELRY'S NAME FOR QUALITY 





Two more hits in Ladies Watch Bracelets: 
Finely spun Milanese Mesh and Genuine 
Snake Chain — designed the modern Forstner 


way for elegance of style and superior wear. 


FORSTNER CHAIN CORPORATION 
IRVINGTON 11, NEW JERSEY 
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PRAISED of distinction 


ON EVERY 


HAND 
NEW, DIFFERENT 


...and with QR AN cea ae 
good reason 


Since eye-appeal is buy- 
appeal, you can confident- 
ly count on Kushner & Pines 
to help increase your dia- 
mond sales ... as we have 
for so many other jewelers! 
Every K & P mounting is 
designed to exaggerate the 
brilliance of every dia- 
mond, no matter how small. 


NINITTO RCH ATION 


Se ae nO ee © ee a, en a ae 2 MOUNTINGS 


15 WEST 47th STREET*e NEW YORK 19 


KH KNOW WN FOR os © we Oe Oe 
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When a little extra effort 
means 4 lot of extra Sales... 











HESE are the months and these“ are the 
watches which are making fine watch 


history for fine jewelers everywhere. 

If you are not participating in this Hamilton 
Plan for Profit, write, wire or call your 
Hamilton distributor today. It is not too late 
for you to make a Jot of extra sales with a 
little extra effort. 








*Hamiltons 
for Men 


CLYDE 
DARRELL 
DEWITT 
LANGDON 
NORDON 
SEC. “B” 
STEELDON 
MILTON 

. BROCK 
KEITH 
LANGE 


*Hamiltons 
for Women 


CORA 
VERNA 
JUNE 
PEGGY 
SALLY 
WENDA 
MARIE 
ELVA 

LL. #123 
Lil. #124 
L.L. #130 


a 
01/7. 
af } 


The watch America wants and 


the smart jeweler wants to sell 








HAMILTON 


WATCH 


LANCASTER, PENNA. 
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256 Liberty Street, Bloomfield, New Jersey 
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Vanity 
Display 
14%” high 
21” long 
7" déep 
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Popular 


THEVLL LOVE THIS CU 
AL TAKE 17/ 


| e year pocketbook Aucties © case of a new rsale for a 
jeweler because he buys old silver. 


Let OLD SILVER make new business for you 


Yes, there’s always a good chance to make new sales 

when you buy old silver, and gold and platinum, too — for it 
brings people into your store and also gives them money 

which encourages buying. But, make sure of getting the 

most from your purchases by sending them to Handy & Harman, 
fabricators and refiners of precious metals since 1867. 

Our reputation is your guarantee of a full value 

return every time. Try us with your next lot and compare. 


HANDY & HARMAN 


HANDY & HARMAN 


NEW YORK: /5 WEST 46th STREET, NEW YORK 19,N. Y. 

82 FULTON STREET, NEW YORK 38,N. Y. 
PROVIDENCE: 425 RICHMOND STREET, PROVIDENCE 3, R. 1. 
CHICAGO: 55 EAST WASHINGTON STREET, CHICAGO 2, ILL. 

LOS ANGELES: 3625 MEDFORD STREET, LOS ANGELES 63, CALIF. 
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NOT merely water-tight... NOT merely water-resistant...BUT... 


WATERPROOF 


AMERICAN-MADE WATCH CASES 











(Remain WATERPROOF as long as crystal is intact, 
back is properly put on and gasket is unimpaired) 


J.D. again makes watch case history with a new im- 
proved waterproof watch case. Enthusiastically 
approved by largest American movement manu- 
facturers and importers. Easy to assemble. Can be 
made to take all types of movements, including 
automatic. 





Hydraulic Compression 
Makes the Difference! 


me 


HYDRAULIC COMPRESSION is exclusive in 
America with I.D. Here’s how it works: While 
back remains stationary, slotted retaining ring 1, BEZEL: highly styled, precision-made. 
rotates on flange, compressing the flange 2. MOVEMENT HOLDER: Prongs hold 


against neoprene gasket in channel of bezel. movement tight against reflector, acting 
as shock absorber, and eliminating jar- 


This eliminates the bunching up and flaking ring. 3. GASKET of Neoprene; impervi- 
of gasket which commonly causes loss of ous to acids, water, oil, grease, etc. 


f liti ‘ h ld | 4. FLANGE BACK stamped from stain- 
waterproot qualities in the old-style screw- less steel, with precision-machined finish. 


back type of case. No need to use a wrench or 5. RETAINING RING (stainless steel). 


. ° ° Slotted for key. Precision-machined 
vise to tighten the new I.D. case. Hand-tight- heneiin, dll ab baied seek thee 


ening is sufficient to keep it waterproof. finish. With fibre pad that keeps key 
from slipping and scratching back. 


LD. WATCH CASE CQO,., inc. 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Offices and Factory: 137-11 90th Avenue, Jamaica,L.1. - JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue 
& BAS ¥4 YAS Vs\e Telephone PL 7-6373 
aN7 







~~ 7.5 ee 
ST WIS SS PN CHICAGO OFFICE: William Bart, 29 E. Madison Street 
LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 
Tested and Proved EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau Street 


WATERPROOF 5%: vate 
<> SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau Street, New York, N. Y. 


by leading independent laboratory 


‘oy. 
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Scientists in a famous independent test- ee 
& ing laboratory (name on request) sub- oe 

jected the new improved Series “C” 

I.D. Waterproof Watch Cases (as they 

leave the factory) to the most exact- 
& ing and critical tests and certified these 
S cases to be waterproof. 
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AMERICA’S GREATEST DIAMON 










































One of the most popular diamond ring styles today is the 
Friendship...and the most popular Friendship rings are 
BERLAND! Only BERLAND offers you such a complete assort- 
ment of numbers. Only BERLAND Friendship Rings feature indi- 
vidually selected stones of a quality that is truly exceptional at 
the down-to-earth BERLAND prices. Feature BERLAND Friendship 
Rings now...and reap the extra sales that these low-priced 
beauties bring! 





All rings shown available in yellow and white gold. : 
Ail rings enlarged for better detail. . 
Prices subject to change 


Use these tested mats 2= ‘rag 
; Way, ,“'uG 

to bring in customers “+ 7% a." 

Oo > 
for BERLAND (42> 

; Car =, (a Crowning Value Achievement 
FRIENDSHIP, | usS*"| 15 DIAMOND 
RINGS | | | 
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STORE NAME‘'S 



















SENSATIONAL 


N PROMOTION 


p| RING VALUE SPECIAL! 
A SURE-FIRE SALES-MAKER 


FREE! bw BERLANL 


TRAFFIC-BUILDING DISPLAY New faceted 


fishtail setting, 


omelKeliitelite rs 





This handsome, eye- { : | 26947 
catching display is 

yours FREE when you 

feature the BERLAND 

Friendship Rings shown 

here. For full details, 

see your BERLAND 

representative or write 

direct. 


Still Available: A limited number of valued 
BERLAND franchises. 
Write for complete information. 
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“Not long ago,” you can tell your customers, ‘chain jewelry was a 
sign of wealth. Back in the year 1511, King Henry VIII paid more 
for a chain of handwrought gold links than many of his loyal subjects 
could earn in a lifetime. Today you can choose your chain jewelry 
from a selection of designs far greater than Henry’s goldsmith ever 


dreamed of .. . and you won’t pay a king’s ransom for it.”’ 





Skillfully engineered machines now produce finer jewelry 
chain than the world ever saw before. Literally thousands 
of designs are available, at prices anyone can afford. The 


membership of the Machine Chain Manufacturers Asso- 





ciation is dedicated to maintain the highest standards in 


chain-making and to ensure continuing progress. 





MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASS. ©® PROVIDENCE, R. 1. © MAPLEWOOD, N. J. 





Free reprints of this advertisement are available to retailers 
for store-wide distribution. Please address: Machine Chain 
Manufacturers Association, Providence 5, R. I. 
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FORGET HER AGE... 
BUT REMEMBER HER BIRTHDAY 


earring set from the newest 


VAN DELL assortment of 12 se 


¥ Se: 


different patterns, 








JANUARY .... » +++ Garnet 
FEBRUARY . . + « « Amethyst 
MARCH .. . - Aquamarine 
APRIL ... . White Sapphire 
| ae . « Green Spinel 
ee . . - Alexandrite 
8 a aa os 6 ace oe Uy 
AUGUST .. see oo Cee 


RETAILS AT ™ seatee ae 


: OCTOBER .. . . . Rosezircon 
5 50 , NOVEMBER . Golden Sapphire 
s SE | DECEMBER . . tec ee zircon 


PLUS TAX : 
THRU WHOLESALERS VAN DELL CORPORATION ¢® PROVIDENCE 3 ° R. 1. 
ey “America's Finest Gold Filled Jewelry” 




















WALTHAM POLICY . ANNOUNCEMENT 


WALTHAM WATCHES TO BE 





DISTRIBUTED THROUGH 
AUTHORIZED WHOLESALERS 


HERE ARE THE FACTS ABOUT WALTHAM: 


1 Waltham returns to its traditional policy of distribution through 
WHOLESALERS. 


2 The management of the Waltham Watch Company is now in the 
hands of experienced watch men—this management, with their 
appointed WHOLESALERS, offers joint effort and experience that 


mean greater service to the retail jeweler. 


3 The current inventory at Waltham is all newly-styled. The movements 


are being manufactured to the most rigid timing specifications. 


4 The 1952 watch lines — now in production—are right in the center 


of the retail jeweler’s price and profit target. 


5 Waltham’s skilled labor force has tripled within the past year. 


(Some departments are now on two shifts.) 


& Your WHOLESALE DISTRIBUTOR salesman will show you the great 


new Waltham line soon. 


Buy your Waltham Watches through your 
Waltham Wholesale Distributor 


WALTHAM WATCH COMPANY WALTHAM 54, MASSACHUSETTS 


ESTABLISHED 1850 
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—the oldest and largest firm 
of its kind in the United States 
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a8 whatever it comprises. | 
. same reason, we can handle. it oe 
(no off-price nilveiilionentas for ex: 
ample). You don’t have to wait for a : 


2. meet any spe 


to their advantage. No parceling out 


small lots. We buy your entire sur-_ 
plus whatever its size. No splitting - 

it by picking and choosia ag. . With our : 

diversified. outlets, we can handle — “5 


f ind for the -- - 














particular season. We buy stocks : 
every day of the year. You lose no - 
time from regular business. You pre- 

vent many an awkward sitnation. | : 
Next time you. have a close-out, why . 
not try the simple, quick, et 
on-the-spot way? — it to Gordon <4 


Brothers! | 


Have you ever considered doing all e 
your close-out business with just one | 
firm, Gordon Brothers? More and | 
more manufacturers are ‘finding i 
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It’s a fact: Elgin spent more than $100,000 
to develop a special sales training pro- 
gram that costs you no more than a 3¢ 
stamp... or less! 


Specially designed by jewelers for jewel- 
ers to increase sales by increasing sales 
efficiency, it consists of five units—““The 
Customer Needs You,” ““Know Your Cus- 
tomer,” “What To Know About A Watch,” 


For what's new in the watch business, watch 


Eigin National Watch Company ° Elgin, Illinois 


$100,000 worth of sales training— 
yours for a 3¢ stamp...or less! 





“How To Help The Customer Choose A 
Watch,” ‘“‘How To Secure The Sale.” 


Over 2,200 Elgin jewelers are already 
reaping the benefits of this sales training: 
extra sales, without extra cost. You can, 
too. Your Elgin representative has your 
free course. Or write direct for it to— 
Sales Training Department— Elgin Na- 
tional Watch Company — Elgin, Illinois. 


ELGIN 
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Any Customer 


who simply tries on 





a Feature-Lock Ring. |. .is practically 
in the Bac! 


We've seen it happen time and 
again... as have thousands of 
America’s smartest jewelers. How a 
customers eyes light up the moment 
she tries on a FEATURE-LOCK Inter- 
locking Set. And how her minds 
made up the moment she compares 
oh do bbelesatamoclolobetsbelet-e 


| Mo) aa a =X0 4400 d-59 Mole) ams ob ele (-smmn Zell mm 40loh's 
cant shift, wont tilt, and always 
stay together beautifully—thanks to 
a tiny hidden lock that holds them 
together, even though they can be 
worn individually. 


























| 


es 


























In addition, Feature-Lock Diamond 
rings cost no more. Theres an ex- 
quisite collection to choose from, to 
retail from $75 to $2,500. Samples 
on request. Simply write, wire or 
phone your authorized FEATURE-. 
LOCK distributor NOW. 















































1—Lock swings out 2—Interlocks . 3—Keeps rings  fo- 
from secret hiding gether in perfect po- 
place . . sition! 


Feature Ring Company, Inc. 
126 West 46th Street New York 19, N.Y. 
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Big Profits from Every 


S55 


a Promotion of this 


Elegant Tea Service 
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Unbeatable Value in a Fine 
ENGLISH REPRODUCTION 


4 PIECE TEA SERVICE 


4-275—4 PIECE SET...An Everbrite exclu- 
sive that can’t be matched for quality, for 
beauty, for low, low price!... Four gleam- 
ing, highly burnished pieces silverplated on 
copper base in rich, luxurious design. Tea 
Pot is 10” high to top of insulated handle. 
Sugar and creamer 41/2” high. Tray 122” 
overall with delicate leaf design. 


Your Cost, per Set 7 5 OO 


Minimum Shipment 3 Sets 








A. Cohen & Sons Corp. 
27 West 23rd Street, New York 10, N. Y. 


Please enter our order for 4 Piece Silverpicte 


*Impressive Mat 3 col. x 10% ° available 
*Send order on your order form or letterhead 





Sets @ $15.00 per set. 


Dealer's Name 





A. COHEN & SONS CORP. 





Address 


27 WEST 23rd ST., NEW YORK 10, N. Y. 


ATLANTA OFFICE FANCY GOODS DIVISION 


23 BROAD ST., S.W., ATLANTA, GA. ” 47 W. 23rd ST., N. Y. C. 


City x 
Terms Net 30 Days—F.O.B. New York 
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Oy;iginality of styling in good taste— 
fine quality—priced modestly—value you recog- 
nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 
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packaged exclusively for jewelry stores... 


“JEWELER’S QUALITY” 
SIMULATED PEARLS 





2tG wu S$. fat. OFF 





“Jeweler’s Quality” pearl collars are among 
Marvella’s finest simulated pearl creations, 
For your spring promotions we've packaged them 
in Marvella’s distinguished Presentation Case— 
a jewelry store exclusive! * 





Illustrated are two fast-moving | 
gift collars that are perennial favorites. 
The pearls have all the superior tone and lustre 
that is Marvella...the clasp is the popular baguette 
bar with pearl drop—adjustable for every throat... 
the jewelry case is expensive-looking, velvet, lined 
with gleaming white satin. 


. y 
Mawellr ... first with merchandise and merchandising aids 


to make your jewelry department more profitable. : 


MARVELLA PEARLS Ine. © 
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for brides 
for graduates 
for Mother's Day 


ae 
Sey 


Style 520—DOUBLE STRAND 


to retail at 10.95 


Style 521—TRIPLE STRAND 
to retail at 12.75 


FED. TAX INCLUDED 


AVAILABLE THROUGH 
YOUR FAVORITE 








WHOLESALE DISTRIBUTOR. 


383 Fifth Avenue, New York 16. 
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10 ee rt HERE ARE TWO ADVANTAGES YOU 
fi tia ) CAN‘T AFFORD TO OVERLOOK. 
~~ a y » } Clark & Coombs is one of the few dependable ring manu- 


_< -. facturers who distribute exclusively through your wholesale 
f* ) ~ _/ trade. This policy assures you full profits on all ring sales. 








a Nearly a century of specialized experience in the 
manufacture of sterling silver, gold filled and 

Se rolled gold plate rings of all types, embodying 

~~ the strongest sales factor — EXCLUSIVENESS. 


These two advantages — dependable distribution 
and exclusiveness assure you a full and protected 
profit on all C & C rings. 


Oe 





K FO EMAR 
0° R THis rRA” k 


SINCE 1862 





CLARK & COOMBS 


COMPANY 


W/f, \ | | 162 CLIFFORD STREET PROVIDENCE, R. I., U.S.A. 
@ 


FoR Marcu, 1952 4l 











the engineering genius 


f ant hg only and style authority 
—— ae | that brought you the 


One _—— a NATIONALLY FAMOUS 
REMEMBER...IMITATION IS THE 
























aachra-Kox 


PAY. PENDING 





ladies and men 
" has proven it tobe... 


by time-tested 





consumer acceptance 


the bracelet — 


INSIST ON THE ONE AND ONLY 


APEX QUADRA-FLEX EXPANSION BRACELET ao — 
WITH THESE EXCLUSIVE FEATURES that builds profits, 


makes friends and 





4-Way Super- New Patented New Patented 1/10-12K Gold is | : eee 
Cushioned Spring Automatic Snapo- Automatic Uni- Filled Top. | 
Action*. matic Ends for  versalok Ends for 
Ladies. Men. / , AND YOUR 
@ Stainless Steel, Non-Corrosive Back | 


@ Shock and Water Resistant @ Fully Guaranteed 





Pot Pending CHOICE WILL NATURALLY 
MAKERS OF FAMOUS APEX WATCH CASES B E T H E W 0 | D E R F U L 
PE | 










OLD TRACK ROAD, GREENWICH, CONN. 






JL CCESSORIESTCO. AINE nae F/ 
xe % te i wos | % y) s vy 
see, : peti ora er ebay bine, DN ALLL LLL ra vt CA 


42 THE JEWELERS’ CIRCULAR-KEYSTONE 








| 





os a a Pens SS 








Literary Event 





WORLD RENOWNED SYMBOL 
OF ACCURACY 


NORMAN M. MORRIS 
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There are many watches which claim to be the best... the 
most famous... the most treasured. 

Omega has never had to invent its awards... nor 
to shout its leadership. The facts are enough. Year after 
year, Omega has set new records for accuracy at the world’s 
leading scientific observatories. 

Now a new honor — unique to watches — has been 
accorded Omega. A famous European author, Carlo Levi, 
has written a novel called “The Watch’— an Omega watch — 
which the New York Times Book Review hails as “‘the main 
literary event of the past season”’. 

As a jeweler, you will find in this book much more 
than great writing. For here is a heartfelt expression of the 
place an Omega holds in the life of its owner. 

This is the way the author puts it: 


“Tt was a very beautiful watch with a double case of the best 
make; an Omega chronometer that did not miss a second. It had 
been given to me by my father years and years ago on graduation 
day, as is the custom. 

“All such watches have a story of their own, a family and 
paternal history. They are almost always a gift, and an important 
gift, from father, grandfather or uncle on an important occasion 
at the most decisive moment of life... the watch that will follow 


us always, that will follow all our hours...” 


Again, Omega does not shout. A tribute like this 
needs only to be quoted. 


OMEGA 


CORPORATION, 655 MADISON AVENUE, NEW YORK 21 
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Take a look at your 
1952 Carvel Hall 
PROFIT PICTURE... 

















...and what 
goes into it! 










New, Unique 
Gift Promotions 


All through the year, Carvel 

, Hall helps you build extra 
profits at every major gift season. 
Mother’s Day, Father’s Day, June 
Bride Season, Thanksgiving, Christ- 
mas. Carvel Hall Cutlery, the gift that 
will become a treasured heirloom, is the 
perfect gift...the perfect sales star for 
each of these retail peaks! 


All Ads In Full Color 


Big pages and half pages in full color 
bring the beauty of Carvel Hall to your 
customers’ buying attention .. . turn 
it into buying intention! And each ad 
ties in with one of your biggest gift 
selling seasons to make timely sales all 
through your store. 


28,652,672 Consumer 
Impressions 


15 ads in the nation’s top magazines 
reach deep into your market. Better 
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Homes & Gardens, Ladies’ Home 
Journal, House Beautiful, Good House- 
keeping, House and Garden, Living, 
Guide for the Bride. Carvel Hall offers 
the greatest advertising coverage ever! 


New, Compact, Colorful Displays 


Multiply your Carvel Hall sales with a 
handsome new display, cleverly de- 
signed to offer your customers a 
demanding suggestion to buy. Holds 
your best-selling sets, yet occupies a 
minimum of counter or window space. 
Ask your supplier for details. 


Matchless Product Quality 


Your best guarantee of customer good- 
will is built into every Carvel Hall 
blade Carvel Hall’s exclusive 
Microned® process. That’s why Carvel 
Hall Cutlery is unconditionally guaran- 
teed against defective craftsmanship 
or materials. This quality protects 
your reputation. 


Lifetime Service Guarantee 


Carvel Hall assumes responsibility for 
perpetual satisfaction when your cus- 
tomers buy Carvel Hall Sets. Any 
piece may be returned divect to the 


factory at any time for reconditioning 
or replacement for a negligible hand- 
ling charge of twenty-five cents. 


World’s Finest Endorsements 


For correctness, by .Emily Post. For 
carving efficiency, by Duncan Hines. 
For guaranteed quality, by Good House- 
keeping. For satisfaction, by thousands 
of Carvel Hall Set owners who fill our 
files with praise. For profits, by Carvel 
Hall dealers across the nation. Join 
their prosperous ranks. 
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FINE CUTLERY 
by Briddeil 






CHAS. D. BRIDDELL, INC., CRISFIELD, MD. 
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of the Your NOW AVAILABLE AGAIN 


CALENDAR WATCH 


Watches Ly at (Store Nam 
e 


\ 
M E AN - The MOST USEFUL Watch Ever Designed... 
yy, Merch bwes So Much lor So Little Cae 

This is the watch special that has Merny 


created such a sensation every- AT J. 
N ASTONISHING LOW PRIcE 


where. It was SO GOOD that our 
WITH MATCHING A 


entire supply was sold out in record 
E-X-P-A-N-S-1-0-N BAND 





















time. Now this big selling, profit- 
making Medana Calendar Watch is 
available again. Be sure to place 


your order at once. 3 \ ~~ 
@ Chrome Top Imported Case, $ [ee sds 
Stainless Steel Back 18 Te yD 
@ 7-Jewel Movement | Penna 
@ Anti-magnetic and Dust- | Wo 2 Re 
4 See eS CORRECY 


resistant 


@ Full Radium Figures and 
Hands 


@ Made and Guaranteed by 
. World-famous Manufacturer 











$700 DOWN om 
$300 A WEEK | le 


CORREc? 


An a . 
wit ee tag 
. ®*Ceptionally thin 2ndsome ond 
| ¢ 


thing or ma . 
a ase 7 SCuline 
: cf Glance — ells 
@ To retail for 16. 95 Cf the month They, Stomaricaly, “OU every 
hornet! "S really soot Re week! Thee 
o , 
plus federal tax. met @ Buy oF this fabuion si” Performance. Me of 
Yious low Price ce. And 


Also available in YELLOW 
with leather strap to retail 


for $19.95 plus federal tax. (Ss TOR 
E NAME 
) 


s 
8 
s 
: . 
cm or | 
° 
y ccouns — “= er Enc ote ® 
Nome YC ! wen, 10 open Z 
a Gn Scouny 
ee " 
” Address i a } 
ry —-—. a 
° Em nN oA : 
’ Ployed en ———City_ . b 
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Powerful, sales-tested newspaper mats in 2 col. x 10’ and 4 col. x 10% =" *==- ~~... ene 
sizes (as shown) available with your order, upon request. ie. ee, - 


LOUIS AISENSTEIN & BROS., Inc. 











16 E. 40th STREET NEW YORK 16, N. Y. 
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DESIGN PATENTS PENDING 






SUIT—JANE DeRpy 
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NTIC UNLESS STAMPED ON 



























HE SACK WITH THE NAME TRIFARI 
*SIMULATED 





Ctdsutnne -Sophisticated and Gracious. Dainty pearl* petalled flowers 


with diamond-like dew drops set into a background of golden Trifanium. 
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SCIENTIFICALLY 
CONSTRUCTED 
NATIONALLY 
RL CEPTED 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE + NEW YORK 19, NY. 
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There is, or should be, a marking on 
every watch case . . . a marking that tells 
the true metal composition of the case. 

These markings are in accordance with 
the “Trade Practice Rules for the Watch 
Case Industry as Promulgated January 
30, 1948” by The Federal Trade Com- 
mission. They are there for your protec- 
tion. They are there for your customers’ 
protection. They are there for the purpose 
of ‘preventing unfair methods of competi- 
tion, deceptive practices or trade abuses.” 
Look for them — show them and explain 
them to your customers. 


ROLLED GOLD PLATE AND GOLD FILLED 
MARKINGS 


If the case is marked ‘‘Rolled Gold 
Plate”’ it means that the case is plated with 
an alloy of gold of a thickness of not 
less than 1144/1000 of an inch 
throughout after completion of all 
finishing operations. To comply with 
this specification and to insure 
proper Rolled Gold Plate quality 
throughout the finished product, 
reputable watch case manufacturers 
start with stock that has at least 
2/1000 of an inch thickness of 
Karat Gold. 

If the case is marked ‘Gold 
Filled,” it means that the case is 
plated with an alloy of gold of not 
less than 3/1000 of an inch through- 


Te —" 


oF A Goop \WatcH 


out after completion of all finishing 
operations. 

In the above markings, the karat of gold 
always precedes the marking “Rolled 
Gold Plate” and ‘‘Gold Filled.’ The gold 
alloy must not be less than 10 karat. 


Your GUARANTEE OF VALUE 


When watch cases are marked ‘‘Rolled 
Gold Plate” or “Gold Filled” you can 
assure your customers that they are of 
high enduring quality. Rolled Gold 
Plate and Gold Filled represent the finest 
in plated cases because, in the manu- 
facture of Gold Filled and Rolled Gold 
Plate, a solid layer of karat gold is bonded 
to a strong supporting base and then this 
combination is rolled under tons of 
pressure, producing a hard, compact, 
long-wearing surface of karat gold. 


HARD COMPACT LAYER | 


oF KARAT GOLD 


SuPPORTING 
METAL BASE 





CASE 


OTHER MARKINGS 


Cases having a combination of dif- 
ferent metals ...such as cases with a 
Base Metal Back and a Gold Filled Bezel 
or cases with a Stainless Steel Back and a 
Gold Filled Bezel . . . must be marked as 
to the quality of both back and bezel ina 
manner that will avoid possibilities of 
deception or confusion. 

Gold Electroplated cases of a minimum 
thickness of 1144/1000 of an inch through- 
out may be marked ‘“‘Gold Electroplate” 
followed by the gold thickness specifi- 
cations. 

When the gold covering is less than 
1144/1000 there may be no reference 
whatsoever in the marking to the precious 
metal on the case . . . it being considered 
a base metal case. Examples of Base 

Metal case markings are “Base 
Metal,” ‘‘Chromium Plated Steel,” 
‘Nickel Plated Steel,” ‘“‘Stainless 
Steel,” etc 


IF THE CASE HAS NO MARKING 


Beware! Yes, Beware!! Any watch 
case that bears no marking is in 
violation of fair trade practices as 
established by both your industry 
and your government. Have no part 
of them. Sell none of them. To do so 
is to do a serious injustice to you, 
your industry, your customers and 
your government. 


RESEARCH Division OF (FOLD FILLED AND ROLLED Gotp PLATE Manuracturers 
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Phinney-Walker DESK AND TRAVELING CLOCKS 








‘ “3 





No. PW27 30-hour traveling alarm. Smallest and thinnest 
No. PW26 30-hour traveling alarm. Simulated leather American-made clock. Simulated leather case. Silver-finish dial, 
case. Silver-finish dial, full luminous figures and hands, full luminous figures and hands. Size: 3% x3¥% x 11% . Colors: 
Size: 4-3/16" x 3-9/16" x 1%”. Colors: Blue, Tan-Pig, Tan, Maroon, Blue and Tan-Pig. 


Maroon, Tan, Retail price $8.95 plus tax 


Retail price $8.95 plus tax 











No. PW20/AL 30-hour combination clock 
and cigarette box. Gilt-etched dial with gilt- 
finish numerals. In simulated leather case, alli- 
gator finish, with gilt-finish metal rims. Case 
has three compartments for playing cards and 
cigarettes. Height 134"; Width 6; Depth 
4", 











Retail price $9.95 plus tax 








No. PW15 30-hour traveling clock. 
Attractive simulated leather case. Silver- 
finish dial with full luminous figures and 
hands. Size: 4-9/16 x 4-1/16 x 1%”. 
Coiors: Maroon, Tan-Pig, Blue and Tan. 


Retail price $6.45 plus tax 


No. PW16 Same as above in smaller 
size: 33%” x 3%” x 14%,” 
Retail price $6.45 plus tax 
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No. PW32 30-hour clock with 22-year per- 
petual calendar. Tells both the time and the 
date at a glance! Calendar is adjustable for 
any month with a flip of the finger. Square 
metal case with easel. Bright gilt finish. Silver 
finish dial with gilt-finish numerals. Height 
4”; Width 4”; Depth 1¥,”. 

Retail price $9.95 plus tax 


No. PW39 ‘“‘Clip-Clock’’. 30-hour ... a 
brand-new double-duty convenience for the 
desk. Square clock is set in strong gilt-finish metal 
clip for holding papers and memoranda; also serves 
Gs paper weight. Initials may be engraved, if desired. No. 722 As above with alarm, 7-jewel 
Gilt-etched dial with gilt-finish numerals and hands. =» = r é Semca. Size: 34%,” x 3%". 
Size:3 x2¥ge x4. % oh a. , A Retail price $13.95 plus tax 
Retail price $7.95 plus tax ~" —_.- 


Prices on West Coast slightly higher Consult your wholesaler 











{) * Clock Makers Since 1915 
/ Walker DIVISION OF SEMCA CLOCK CO., INC. 30 Irving Place, New York 3, N. Y. 


Copyright 1951 Semca Clock Co., Inc. 
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MARINE STUDIOS 


MARINELAND, FLORIDA 


THE 


deep-C-diver 


is move than just awatch{ 


The CALVERT deep-C-diver is worn by 
real divers who descend twelve feet into 
ocean water to feed the marine collection. 
In spite of “extensive abuse and regular 
immersion the watch continues to operate 
admirably”. 


The CALVERT deep-C-diver for men or 
ladies combines a fine movement with a 
case that resists severe punishment. 
Models are also available in the 
CALVAMATIC or self-winding styles in 
stainless steel and gold filled cases. 


Other models available in 7 and 17 
jewels to retail from $22.50 F.T.I. 


Nationally advertised to 20 million maga- 
zine readers. 


~ CALVERT 





WATCHES 


681 FIFTH AVENUE *© NEW YORK 22, N.Y. 
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EXCLUSIVELY 


DISTRIBUTED BY 
I. ALBERTS’ SONS, Inc. 


Boston - Syracuse 


BALDWIN-MILLER CO. 
Indianapolis 


Salt Lake City 


EDWARDS & CO. 
Kansas City, Missouri 


J. ENGEL & CO., INC. 


Baltimore 


Cincinnati - Dallas 


A. C. POSSIN CO. 
Milwaukee 


-E. W. REYNOLDS CO. 


Los Angeles - Phoenix 


San Francisco - Honolulu 


*Trade Mark Registered 



















S. H. CLAUSIN & CO., INC. 
Minneapolis - Spokane 


THE GERWE BROWN CO. 





THE JEWELERS’ CIRCULAR-KEYSTONE 

















om pe 





MANUFACTURERS OF 


-*Lappiness 


DIAMOND RINGS 


bv 
Jewelers 
Guild 
Of 
America 


t nefit $0! make the Irving icant 


Here are three Important Reasons why it will be to your set 
Company your main source for diamond rings. 





1. Our new modern manufacturing plant, with its ‘Greater facilities, is Seslgred and equipped to 
_ enable us to produce more at lower cost. _ 


2. ‘Supplying a large number of the leading credit jewelry accounts in America provides us with 
tremendous distribution which also means larger volume . . . and therefore lower overhead. 


3. There are no salesmen’s commissions involved i in the sale of our goods inasmuch as our men 
travel on an over-all company pret * basis. | ; , : 


ee an irving Klompert Company 





All this adds up to better diamond buys ior you. So hop obo 


Gaclory 
31-49 12th Street 


‘LONG ISLAND CITY 4, N. Y. 





ae J coe f / ? 


ae Ww. 48th Sirest 


NEW YORK 19, N. Y. 
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“The 
only watches 
which will stand 
terrific beating 





are INCABLOC- protected”’ 


says H. Bruce McCague, Director of Advertising and Merchandising 
and Watch Buyer, Cowell & Hubbard Co., Cleveland, O. 


“In the fast moving tempo of today, avia- 





tors, mechanics, sportsmen, athletes and 





businessmen wear their wrist watches at 





all times and expose them to violent shocks 





and jars daily. 





“The only watches we have found which 





will stand up under this terrific beating are 
INCABLOC-protected — Incabloc is the 
only shock-resisting mechanism which 











affords a guarantee of long wear and de- 





pendable accuracy, even when worn under 





active and strenuous conditions.” 





INCABLOC is used in over fifty million 
watches in all price ranges. INCABLOC 
is an important sales extra to offer your 
customers at no extra cost! 


INCABLOC keeps complaints down . . 
keeps customer satisfaction wp. 


Send for free literature, tags and other selling aids. 


THE UNIVERSAL ESGAPEMENT LTD. 


9 East 40th Street, New York 16, N.Y. 


Protects the Life of Your Watch 


incabloc 


Incabloc is advertised all year ‘round in SATURDAY EVENING POST and COLLIER’S. 
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this Electric Housewares 
Spring 1952 
SALES PLAN 


is sponsored by 





your favorite 
manufacturers — 
all members of the 
Electric Housewares 


Section of NEMA 


American Electrical Heater Co. 
“AMERICAN BEAUTY” 


Arvin Industries, Inc. 
“ARVIN” 


Camfield Manufacturing Company 
“BLUE RIBBON” 


Casco Products Corp. 
“CASCO” 


DYHOT 
Cory Corporation 
“CORY” 


Dormeyer Corporation 
“DORMEYER” 


Dulane, Inc. 
“DULANE” 

The Emerson Electric Mfg. Co. 
“EMERSON-ELECTRIC” 
Fieldcrest Mills Division 
Marshall Field & Co., Inc. 
“FIELDCREST” 

The Fresh'nd-Aire Company 
(Div. of Cory Corporation) 
“FRESH'ND-AIRE” 

General Electric Company 
“GENERAL ELECTRIC” 
General Mills, Inc. 
Home Appliance Dept. 
“BETTY CROCKER” 
Hamilton Beach Company 
Div. of Scovill Mfg. Co. 
“HAMILTON BEACH” 
The Hobart Manufacturing Co. 
“KITCHEN AID” 
Knapp-Monarch Company 
“K-M" 


Landers, Frary & Clark 
“UNIVERSAL” 
National Pressure Cooker Co. 

“PRESTO” 


National Stamping & Electric Wks. 
“WHITE CROSS” 


Nesco, Inc. 
“NESCO” 


Norwich Industries, Inc. 
“INFRALECTRIC” 


Oster Manufacturing Co., John 
Proctor Electric Company 
“PROCTOR” 


Reeves-Ely Laboratories, Inc. 
“WARING-DURABILT”’ 
Rival Manufacturing Co. 
“STEAM-O-MATIC”’ 


Samson United Corp. 
“SAMSON” 


The Silex Co. 
“SILEX” 

Toastmaster Products Division, 
McGraw Electric Company 
“TOASTMASTER” 

U.S. Mfg. Corp. 

“U.S. ELECTRIC” 
Westinghouse Electric Corporation 
“WESTINGHOUSE” 





FREE! 


Official NEMA 

Electric Housewares 
Section SPRING SALES 
PLAN, Including the 
3-color OFFICIAL 
TIE-IN POSTER! 

Send Coupon today! 


FOR MARCH, 1952 








Chicago Electric Manufacturing Co. 
“HAN P 
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ELECTRIC HOUSEWARES GIFTS FIRST CHOICE 
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FOR MOTHER'S DAY + FATHER’S DAY 
WEDDINGS + SHOWERS - ANNIVERSARIES 
BIRTHDAYS AND EVERY GIFT OCCASIN! 


24,864 retail stores tied in with the 1951 Electric 
Housewares Gift Campaign sponsored by NEMA 
Electric Housewares Section. This year it will be 
bigger and better than ever — with a concrete, down- 
to-earth, grass-roots program, complete with what-to- 
do and how-to-do-it details, including the three-color 
official point-of-sale poster... all available to you 
absolutely free! Manufacturers are tieing in, dis- 
tributors are tieing in—why don’t you tie in... 


and CASH IN! 


ELECTRIC HOUSEWARES SECTION e¢ NATIONAL ELECTRICAL 
155 East 44th Street, New York 17, N. Y. 
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Tie-in your store with nation-wide, industry-wide campaign to make 












SEND COUPON BELOW FOR YOUR FREE OFFICIAL PLAN BOOK 








ELECTRIC HOUSEWARES SECTION 


National Electrical Manufacturers Association 


155 East 44th Street, New York 17, N.Y. 


























Please rush my free copy of the official NEMA Elec- 
tric Housewares SALES PLAN BOOK for Spring 1952. 
Name 
: 
Store } 
Address , 
J 
; City Zone State ) 
' 
MANUFACTURERS ASSOCIATION 
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THE BEST AMMUNITION 
FOR YOUR 
RING CAMPAIGN 





"AMERICA’S LARGEST RING HOUSE” 


After all is said and done, the facts are 

still the same . . . Uncas sells more rings 

than all other houses combined. That’s why 
Uncas can give you rings of superior 
craftsmanship and beauty at lowest prices. 
This means greater profits for you, 

greater satisfaction for your customers. Be sure 
the rings you sell bear this Trade <tJ-« Mark, 


for only Uncas Rings stand the test of time. 
Sold only through wholesalers. 


Send direct to Uncas for Samples 


Billed thru your Jobber. 


A Yeas of leadeutup Under the Same Mfanagemen{, 


UNCAS MANUFACTURING CO. thea 


Providence 1, Rhode Island Trade Mark 
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Attractive LUXURIE Folding Gift Boxes 
Save Money and Valuable Storage Space! 











STORAGE SPACE SAVER! 


BEAUTIFUL TOP QUALITY WHITE 
ALLIGATOR LAMINATED STOCK 
OUTSIDE-WHITE LINED INSIDE! 


Handsome gift boxes are important in your business! 
Saving storage space is important! Saving money is 
important too! When you get all three important 
features—you have an outstanding BUY! 








LUXURIE folding gift box prices are surprisingly 
low! You can gain even further economies by amal- 
gamating sizes to obtain quantity prices. 


Gifts mean more in LUXURIE gift boxes! The 
LUXURIE line is designed for you! LUXURIE 
gift boxes can be imprinted in your favorite color 
with your own copy and your choice of stock cuts. 


Yes, it all adds up to this—LUXURIE folding gift , 
boxes are the best buy for the merchandiser who CO MPR ge” The small package on the right contains 

t luable storage space and monev! 100 LUXURIE folding gift boxes. The large 
wants to save valua 8 P y: stack on the left contains the same number and the same size stand- 


ard set-up boxes! 














Illustrated are just a few of the big LUXURIE line of and style to satisfy every gift box need! Write for the hand 
folding gift boxes. The complete line includes a size, shape some illustrated catalog that gives you all size listings. 


THE MARYLAND PAPER BOX COMPANY 


LEADENHALL AND OSTEND STREETS e BALTIMORE 30, MARYLAND 


Fon ---- 7 


LUXURIE Folding Gift Box Dept. 2 

The Maryland Paper Box Company EW liiwnmnnianauiinis 
Leadenhall and Ostend Streets 

Baltimore 30, Maryland 





Mail coupon 


for FREE 
SAMPLES 


and big NEW 
complete 1952 
catalog 


Gentlemen: 


[_] Please send catalog, prices and printing information. 
[_] Please send FREE sample boxes in the following sizes: 
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See our display at the Washington, D. C. Gift Show — March 16 fo 19 — Hofel Willard, Room 515 
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Brilliant beauty by Bogoff... 
scatter pins about $4, earrings about $2 
to $10, brooch about $15, bracelet 
about $20...all prices plus tax. 


AS ADVERTISED IN VOGUE 
JEWELS BY BOGOFF « 31 S. Franklin, Chicago 
366 Fifth Ave., New York ¢ 607 S. Hill, Los Angeles 
231 W. Wisconsin, Milwaukee 
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Brogan’s new Palladium line 


WEDDING HREINGS 


ENGAGEMENT RINGS 


GUARD RINGS 


PEARE RINGS 


RPEARE EARRINGS 
























Byard F. Brogan has created a completely new line of jewelry 
styled in highest fashion, and uniformly manufactured to the 
best quality standards. 


Brogan is making his new line from the newest of precious metals 
. palladium. This beautiful white metal mirrors the true 
color and natural brilliance of diamonds and other gems. Strong 
and durable, palladium holds the jewels securely. 


Brogan’s special order service, with full-color sketches supplied 
free to you, helps you develop your custom-made business. 
You can use this special service in creating new palladium 
pieces or in modernizing outmoded jewelry. 


As part of the strong and continuing promotion behind 
palladium, Brogan will supply you with counter signs, booklets, 
newspaper mats, publicity material, radio spot recordings 
and other point-of-sale aids. 


Write today for Brogan’s catalog of new palladium jewelry, 
or ask for a memorandum selection. Address: Byard F. Brogan, 
805 Sansom St., Philadelphia 7, Pa. 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 
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POT 0’ GOLD 
for you! 


A rainbow of exquisite hand made bracelets, 
featuring the fabulous expansion clasp 
that completely eliminates size adjustments. 
Designed with fork, tube and ring ends, 
bracelets are adaptable to all ladies’ 
watches. You can always depend on 
the SUPERIOR line to satisfy the 
most discriminating tastes. 


*Patent Pending 
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14 Karat Gold 
Ladies’ Watch 

Attachments 
with the 
Expansion- 


Clasp* | 


Makers of Fine Chains 


WRITE FOR CATALOG 


7 WEST 45th STREET, NEW YORK 19, N. Y. 
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REGISTERED creates sensation 


DIAMOND RINGS in Tease! 









STYLE...QUALITY...with the Emphasis on VALUE 


This is not just another “‘line’” of Diamond Rings. SELECT is 
introduced to the trade as America’s greatest VALUE . . . to out- 
sell any other line on the market, quality for quality, price for 
price. With our 75-year background and world-wide connections, 
we are in a position to bring YOU, Mr. Retail Jeweler, this oppor- 
tunity to feature a line that means bigger sales, bigger profits. 





Sales-Stimulating Features 





New Styles... Plus: Beautiful Packaging ... Realistic Pricing... Everyone who has seen it, says it 
New Displays. New Advertising and Promotion - - - Insurance is outstanding. The smartly tailored 
. . . New Guarantee featuring Quality, Registration and box containing SELECT Diamond 
Trade-in. Ring is so designed that lid turns 
Inquire about our new Low Priced right around and box becomes a 
‘©250”’ Line of Diamond Rings novel display on which ring is at 
| an angle that shows it up to 
STEIN & ELLBOGEN COMPANY best advantage. 


55 E. WASHINGTON STREET, CHICAGO 2, ILL. 
220 BAGLEY AVE., DETROIT 26, MICH. 
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COMBINATION! A DISPLAY 
with 6 of the fastest selling 





Sterling Silver identification bracelets. 
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979 K 50 eye Mone Sales Oh Cueny 
6-assorted bracelets FICO DEALER 


olate, 


D | S p a A Y A display that can be set up as an easel, 


hung on the wall or placed in your show 

872K5000 window. It’s yours with this NEW assort- 
Sug. Retail $66.25T. I. ment of identification bracelets. A beau- 
tiful two-tone, rich velvet display that 
will increase your sales. 


























8, Your Wholesale 
MILGLO JEWELRY MFG. COMPANY 


302 FIFTH AVENUE e NEW YORK 1, N. Y. 


CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 
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Leena. 


AN EXCITING ARRAY OF 
ELEGANT RING CASTING FINDINGS 
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PLATINUM STYLING |)S* 





HAND MADE LOOk 
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ARE ACTUAL SIZE. A FEW OF GLOBES LARGE : 





ALWAYS SOMETHING NEW 
961/3 





961/2 


SELECTION OF BEAUTIFUL BRIDGE 
RINGS AVAILABLE IN ALL STYLES AND SIZES RANGING FROM 10 MILLIMETERS 
TO 20 MILLIMETERS. A CATALOG WILL BE SENT UPON REQUEST. SOLD TO 


MANUFACTURERS AND WHOLESALERS EXCLUSIVELY. 
DO NOT ENCOURAGE PIRACY 


GLOBE BING GU. thocctvn ew von 


CREATORS OF ORIGINAL CASTINGS 
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PROFIT WITH THE ONLY TRULY MODERN 
LIQUEFIER-BLENDER ON THE MARKET 


backed with hard-hitting advertising the 














year round 









rc EXCLUSIVE 






Only the OSTERIZER container opens at Only the OSTERIZER agitator lifts 
both ends. Easy to empty, easy to clean. out for thorough, instant cleaning. 


PL (3 Only the OSTER- 
i IZER is threaded to 


fit standard Mason 
—— jars. Greatly increases 
convenience and ver- 


qo 
¢ _3B satility. 


_ 


Only the OSTER- 
IZER seats easily on 
motor drive — no 
keys or slots to fit. 
Full 360° seating 
range. 








Look at all the wonderful things it can do to food and drinks 


Fresh fruits and vegetables liquified in- delicious potato pancakes. Blends drinks 
stantly into vitamin fresh, healthfuljuices. — the professional way. Does all these things 
Purees beans or vegetables forsoups. Fruit and many more faster, easier and better 
for pics. Purees or chops food for babies. _ than any liquefier-blender on the market. 
Makes peanut butter, mayonnaise, salad Every home or apartment dweller is a 
dressings, spreads. Mixes cake, waffle prospect! Get your share of this big prof- 
batter. Grinds coffee, whole grain. Makes _ itable market with the OSTERIZER! 


Recommended by GAYELORD HAUSER — world-famous diet and food authority 




















Promote these steady department sales builders 
oe every item with exclusive wanted features 


OSTER Portable 
Mixer — the ONLY 
lightweight powerful 
portable mixer. Does Cz 
every food mixing 4 
job. Price $16.95.* 


OSTER Massage In- 
struments —the 
ONLY suspended 
motor action Massage 
r- Instrument. Home 
model $29.50.* De 
Luxe Model $42.50.* 








Sell 
Electric Housewares 
















... OSTER Airjet Hair , OSTER Knife Sharp- 

For Every —) dae Dryer — the ONLY “@ ener — the ONLY 
° j hair dryer with the ‘: Double-Action Elec- 
Occasion efficiency and beauty : \ NV tric Knife Sharpener 
bs of “jet” design. Price NG on the market. Price 


$19.95.* $14.95.* 


* Prices subject to change without notice, 
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THE FASTEST-GROWING ELECTRIC HOUSEWARE LINE IN AMERICA 
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heres a book that 


makes money 


for you 


READ HOW IT TURNS 
EVERYDAY QUESTIONS INTO SALES 


Again and again, knowing quickly who made a 
silver pattern, where to get replacement parts for a 
watch, or how to fill in a prized piece of fine china is 
the first step to making a sale—and making a steady 
customer. 


And you can have the answers . . . quick as the 
flip of a page . . . in the new, revised 1950 edition 
of TRADE MARKS OF THE JEWELRY AND 
KINDRED TRADES. 


This standard reference, the only book of its 
kind, and a sales-maker for jewelers for half a century, 
is now completely revised for the first time in seven 
years. It is packed with more trade marks and trade 
names than ever before—new addresses—all handily 
cross-indexed for easy finding. 


When customers ask questions, they expect you 
to have the answers. You are the authority, on silver, 
watches, jewelry and giftware of all kinds . . . and you 
want to keep that authority, by having all the facts of 
the field at your fingertips. 





TRADE-MARKS 
OF THE JEWELRY 
AND KINDRED TRADES 


new sixth edition 


$77.50 


postage prepaid 





Money back if you do not 


TRIAL OFFER » « e believe this book is 


essential to your business. 


% g 
Ay 
‘ys ¢ 
‘ % 
%, 


TRADE-MARKs 


of the Jewelry 
and Kindred Trades 


In this new edition of TRADE MARKS OF 
THE JEWELRY AND KINDRED TRADES, you'll 
have 388 pages of important information . . . illustra- 
tions and lists of more than 4200 trade marks and 
names; about 3650 watch names; 3300 sterling silver 
and plated ware pattern names— all with current 
addresses of manufacturers and distributors. In addi- 
tion, you'll have reference data on giftwares, whole- 
salers’ names and addresses, and the current state and 
national Trade Mark and Stamping Laws as they affect 
your business . . . the result of two years of work by 
THE JEWELERS’ CIRCULAR-KEYSTONE, primary 
source of data for the jewelry field. 


As more and more people buy by trade-mark, 
and more and more manufacturers clearly identify 
their products, this book becomes an increasingly valu- 
able basic tool of your trade. At a mere $7.50, it can 
pay for itself over and over by closing sales you might 
have lost with an “I don’t know.” Order it today, and 
be sure every salesman uses it daily. 


| | THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 


Enclosed find... check . . . money order for my 
copy. It is understood that if | am not completely 
satisfied, | may return it after 10 days trial, and 


receive my full money back. 


NAME 














STORE 








ADDRESS _— 
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imerican jewelers have tested and waterproof watches—combinin 
€ unique sales-appeal of SANDOZ ness of dress timepieces with 
| is confirms the experience of jewel- _utility watches. 
‘parts of the world . . . for SANDOZ 
are fine timepieces—beautiful, accu- 
pendable—the result of almostacentury S7™P9" thes will feature all Si 
tachievement by SANDOZ craftsmen. °° * 9 SOMPaign that SHRIRO, 4 
SANDOZ watch introduced in Amer- _&St distributor of Swiss watch 
RIP to create an_ ever-increasin 
rproof .. . and now SHRIRO pre- 
ing new series of extra-thin, 
oofs for ladies and men. In 
Hed, and solid gold, these 





Important to you—is the powe 


Contact SHRIRO- 








SHRIRO WATCH, INC. * 11 West 42nd St., New York 


Offices in Switzerland * Hamburg * London * Montreal * Hongkong ° Singapore * Penang 
Manila > Tokyo ° Osaka * Kobe * Djakarta * Ipoh * Kuala Lumpur * Rio de Janeiro 



















RING SPECIALTY REPRESENTATIVES: 


Phil Levy, South Central Territory 
G. T. “Curly” Thompson, Mountain States 


M. R. Lava, Midwest Territory 

















Direct Sale from 
Manufacturer to You 


Distinctive Wood 
Lapped Finish 









Specialize in 
Men's Rings Only 


Exclusive and 
Original Patterns 


Ring Specialty Co. 


250 KRESGE BLDG. - Minneapolis, Minn. 
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ASHI forecast for the future. * 


LUCIEN PICCARD ‘fashion authority watches 


LA MARQUISE—Set in this magnificent 14 kt. gold 
cover watch are 5 genuine amethysts and 6 

cultured pearls. Fine 17 jewel Lucien Piccard 
movement. Suede leather strap. Keystone $150.00. 


GRANDE BAROQUE——An exquisite original design! 
4 genuine amethysts and 6 cultured pearls set in 14 kt. 
gold case with mother of pear! dial. Suede feather strap. 
Fine 17 jewel Lucien Piccard movement. Keystone $130.00. 


Every Lucien Piccard watch is a masterpiece of design. 

The incomparable original styling, ultra-smart beauty, 
quality and value will create great demand for 
these masterpieces. Watch for your Lucien Piccard 
salesman . . . or write direct for complete information. 


precision made since 1837 
€P) FordallolaMilaii Mel miele lon 


precious heirlooms of tmorrow 


A. BLUMSTEIN wc. 
ev Uunufacturing peweters 


37 WEST 47 STREET e NEW YORK 19, N. Y. 


EMPRESS EUGENIE — Fine filigree 14 kt. gold L'ELEGANTE —— 19 diamonds and 56 cultured 
case. 17 jewel Lucien Piccard movement. Suede pearls in 14 kt. white gold case and bracelet. 17 jewel 
leather strap. Keystone $110.00. Lucien Piccard movement. Keystone $280.00. 
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Ufoldstecn: bfewen vigil 


THE WORLD’S NEWEST... FINEST TRIBUTE 


ro tHE DIAMOND! 


THE BRILLIANTLY DESIGNED 


Z. 90d Mounting 
























. Ad Sh a ring mounting 


fashioned to do justice to the glory 

of the diamond . . . a masterpiece 

of originality that will be admired for 
itself alone! It’s a brand new style 
creation in diamond ring mountings and 
will prove to be a real stimulant to 


diamond ring sales and profits. 





Enlarged to Show in Detail 
the Masterful Craftsmanship and 


Elegance of “Tapestry” Mountings. 


. 3% Sold Through Authorized 
\ + ao Wholesale Distributors 





REPRESENTATIVES 
PATTY (A. W.) COHEN 


A. B. GRODMAN 





CHET MANDELBAUM 


IRWIN GOLDSTEIN 


130 WEST 46th STREET 
NEW YORK 36, N. Y. 
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ONE OF THE WORLD'S 


4 


FINEST TIMEPIECES 


wo FESS 











VULCAIN 


DUSTPROOF 
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Average jewelers 


experience. Your y VE ve | i ns ¥ 
record may be fig be _ wen / o_O a 2 iy | A " Vi W a i % T W A T ¢€ i 
6 sales out of 10 © tet NW flee 


demonstrations, 
8 out of 10, or 
more. 


sa 
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GOLD-FILLED, STAINLESS 
STEEL BACK 





There is no other watch like the Cricket — combining 
the accuracy found only in the world’s finest watches, 
with a precision alarm mechanism that can be set to 
ring minutes or hours ahead. 


Worn by many famous statesmen, actors, professional 
men, world travelers, executives... indispensable to 
all busy men. Its price makes it a natural for anyone 
who wants a fine timepiece...an unforgettable gift. 


Today — show the Cricket, ring it and prove to your- 
self how easily you can turn a shopper into a high- 
profit customer — 7 times out of 10! 
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GOLD CAGE 


Lady’s Swiss import. 
Antique design gold 
eover on delicate 
square 18K gold 





ee ee $300 
(F. T.1.) 

VULCAMATIC 
Men’s flat watch. 
Water resistant, 
self-winding, in gold 
filled case. .....-. $86 

(F.T. 1.) 
In steel case. .... $71.50 cat 

(F. T.t) | — 
Plus a complete new line Write for promotion material and prices to: 
of 18K gold Swiss imports VULCAIN WATCH COMPANY, INC. 630 FIFTH AVENUE, NEW YORK 20, N. Y. 
from $120 to $500 retail. WEST COAST: HUBERT A. WOOD, 649 SOUTH OLIVE STREET. LOS ANGELES 14, CAL. 
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| Sell the Rings that People Want! 


by 





Shiman 


OF NEWARK 





No. 5202 
Ladies 10K 
Cultured Pearls 
(also in 14K) 





People always want “something beauti- 
ful — something new” .. . Year in, year 
out, Shiman gold rings satisfy the cus- 
tomer by their style, crafts- 





No. 5201 No. 5203 
Men’s 10K Men’s 10K 
Synth. Ruby or Spinel 32° 
(also in 14K) (also in 14K) 








manship and value ... . and 


they satisfy the jeweler by | ...by Graduate House 


their consistent sales and Rétened Blea thee Baten yen the 


consumer confidence... ask traffic of high school and college 

students, your jewelry customers 

y our wholesaler to show you of tomorrow. Sell them today. 

the newest in America’s Exclusive designs and excellent 

, ‘ values have built loyal trade fol- 
Outstanding Gold Line... ho te ua 











Shiman 


OF NEWARK 
since 1906 





OF NEWARK 





No. 5204 

Ladies’ 10K 
Eastern Star 
(also in 14K) 


Emblematic Rings by Craft bring you 
the extra sales that make the difference 
... Sales that bring customers back again 


for more .. . authentic de- 
signs in delightfully artistic 
styling ...in a wide and fas- 
cinating variety ... in excel- 
lent craftsmanship .. . in 
good value. It will pay you 
to feature America’s Fa- 
vorite Emblematic Rings... 





OF NEWARK 
since 1840 


Executive Offices and Factory: 109 MONROE STREET, NEWARK 5, NEW JERSEY 
NEW YORK: 15 MAIDEN LANE e CHICAGO: 29 E. MADISON STREET 
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Hi ustration shows: 
“Tru-Fit”—self-adjusting, 
. gold spring 


built-in 14 Kt 


e Greatest Profit 
Potential 


e Stimulates Demand 
for New Diamonds 


e Creates Additional 
Sales in Remounts 
and Trade-Ins 


° Fills Urgent need far 


_Diamond Ring that 
. really Fits! 
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NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 





“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised 
Second Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 


Selling points on karat quality, rolled gold plate and 
electroplated articles are backed up with the authority of 
the printed word, compiled by experts in these fields. 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. 


In one comprehensive volume, THE JEWELERS’ DIC- 
TIONARY contains an invaluable wealth of information— 
indispensable to the jeweler, watchmaker, gemologist, 
advertising man; in short, to anyone seeking information 
pertinent to the jewelry and allied fields. 


AUTHORS 
Dr. Frederick H. Pough 


Curator of Gems and Minerals of the 
American Museum of Natural History 


100 E. 42nd St., 


John J. Bowman 
Director of 
Bowman Technical School 
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C. M. Hoke ; 
Consulting Chemist ; 
Jewelers’ Technical Advice Co. 
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Check or money order must 
accompany all orders. 


DO NOT SEND CASH 
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New York 17, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


Ee ee is enclosed 


i 
— 
- 
= 
me 
= 
= 
= 
= 
~ 
- 


ne eS is enclosed 





Size 62" x 934” 








$6.00 


Post Paid 


HARD COVER BOUND 
IN RICH BLUE CLOTH 
WITH GOLD STAMPING 


ORDER TODAY 


FOR IMMEDIATE DELIVERY 
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Here are the gems all America has been hearing 
about .. . the nearest thing to nature’s own Star 
Sapphires and Rubies, but priced within reach 
of the average man and woman ... and yet 
affording you a good profit. Distinctively 
mounted by Goodman & Co., the Linde Star 


Sapphires and Rubies. attract attention and 





sell themselves . . . they are stones whose 


intrinsic value remains constant. 


GOODMAN & COMPANY 


Makers of Fine Jewelry Since 1904 
42 W. WASHINGTON ST., INDIANAPOLIS 4, IND. 
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Great new Artcarved | 








Once again, Artcarved’s exciting new cam. 
paign in LIFE and LOOK is making real 
news! These striking ads feature famous 
movie stars—and that means they'll win 
more attention than ever from your cus- 


tomers, and more sales and profits for you! 


Watch for these new Artcarved ring ads. 
Tie in with them in your window displays 


and local ads to get more profits than ever 
from your Artcarved franchise. 
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advertising campaign 





stars and Artcarved rings 















WILLIAM 
LUNDIGAN 
SUSAN 
‘ HAYWARD __..- 
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Put the power of Artcarved’s national advertising on 
wedding rings to work for you! These top-quality 
wedding rings share the spotlight with diamond rings 
in every Artcarved national ad, making them prof- 
itable to display . . . easier to sell! 


Teeg,, 


Now! Artcarved Wedding Rings 
are Lifetime-Guaranteed! 


This outstanding sales advantage is featured in Art- 
carved wedding ring ads in LIFE and LOOK! It can 
be a deciding factor in wedding ring sales—the one 
assurance every customer wants to know about! Be 
sure to tell your wedding ring customers about the 
Artcarved* guarantee—and you'll make more sales, 
more easily! 
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J. R. WOOD & SONS, INC. | i? 
straDe MARK Res. 216 EAST 45TH STREET, NEW YORK, N.Y. PHU 
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that-a-way, 


The fact is, profit gallops off when a middleman 
comes in. For the jewelry item you buy indi- 
rectly must sell at a shorter mark-up. And 
nothing can put a profit in your pocket if the 
mark-up isn’t in the price. 

This holds true in every line, watchbands 
included. It must be nationally-advertised 
fully enough to make it famous. Kreisler is. 


It must be dramatically packaged. Kreisler is. 


pardner! 


It should be realistically priced. Kreisler is. 
And that price must hold a full mark-up for 
you. Kreisler says, Amen! 

With no middleman to muddle the mark-up, 
because it’s the direct line, Kreisler is the profit 


line in watchbands! 





Kreisler is on TELEVISION year-round with 
“TALES OF TOMORROW ’”’ 


the thrilling adult science-fiction show. 








Krister 





9015 Bergenline Ave., North Bergen, N. J. ¢ 
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Sales Office: 630 Fifth Avenue, New York 


tT 










































































DIAMOND DIGEST 


A TIME FOR ACTION 
(Part 1) 


A recent article in the New York 
Times revealed an amazing fact: that 
more than one half of the retail 
business in the United States was done 
by only 400 retail organizations with 
about 40,000 store units. The fact 
that such retail Goliaths exist and 
that their number is increasing must 
give the retail jewelers of America 
cause for thought. 

Here's why: whether we like it or 
not, these large retail organizations 
sell everything from pots and pans to 
men's shirts. Take the super-—market, 
for example. Its variety of 
merchandise is almost unlimited. It 
Carries on its shelves articles that 
can be found in drug stores, 
haberdasheries, shoe stores, hardware 
stores —— and last, but not least, 
jewelry stores. 

So far as the jeweler is concerned, 
however, there is one item that no 
Super-market or the like will carry on 
its shelves —— a diamond. The diamond 
is still the province of the jeweler. 
It is what distinguishes him from all 
other retailers, and it is also his 
greatest source of profit. 

Doesn't it make sense, then, that 
the diamond phase of his business be 
given more attention than ever before? 
The progressive merchant will not wait 
until the last moment to strengthen 
this vital link in his operation. He 
will continue, even more forcefully, 
to promote diamonds wherever and 
whenever possible, and he will make 
such promotion pay. Those who haven't 
met with success probably have failed 
to build up public confidence in their 
name and in their store's reputation. 

It is never too late, however, to 
rectify this. Sound advertising will 
foster public confidence. It will also 
assure a customer that he is not 
buying just any diamond, but one whose 
value is backed by the integrity of 
the retailer himself. 

What better way is there to insure 
the greatest possible value to your 
customer than to buy your diamonds 
from a strong source such as Arnstein 
Bros. & Co.? For nearly three- 
quarters of a century it has been our 
privilege to serve leading merchants, 
who can always be certain that the 
diamonds they want are available at 
lowest market prices. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS' 


elt bers times are out of joint,” 


said the melancholy Hamlet to 
Horatio, and we suspect that if old 
Bill Shakespeare were wandering 
through the streets of Toledo, Ohio, 
last year he would have been moved 
to repeat Hamlet’s words. 

Seems that a conscientious news- 
paper reporter went sleuthing one 
afternoon and noted that 30 assorted 
clocks in the business district of 
Toledo were, for the most part, ahead 
of the times. Nineteen clocks, this 
clock-watcher noied, were running 
fast while four were slow and one 
wasn’t running at all! Though he had 
a bad time of it all, he did admit 
that the non-running clock gives the 
right time—at least twice a day. 

Only six clocks were right on the 
button. Two of these clocks belonged 
to jewelers. 
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i's 18Kt gold tea service made by 

Tiffany & Co. in 1897 was re- 
cently placed on display in the main 
hall of the Museum of the City of 
New York, Fifth Avenue at 103 
Street. 

The unusual set was originally pre- 
sented to Samuel Sloan, president of 
the Delaware, Lackawanna & West- 
ern Railroad by the officers and em- 
ployees of the railroad to commem- 
orate his 80th birthday and 30 years 
of service as president. 

The set consists of four pieces: a 
tea pot, a cream pitcher, a sugar bowl 
and a large oval tray which has an 
inscribed testimonial. 


FOR MARCH, 1952 


POUT oo 


“JEWELERS 





JEWELERS 


| 
<= 
‘ 





coll Bee 
== i) 


CIRCULAR-KEYSTONE 


The service, beautifully modeled 
and decorated with delicate tracery, 
was bequeathed to the Museum by 
Katherine Colt Sloan, daughter-in- 
law of Samuel Sloan. 

We wonder if the Museum would 
be interested in our silver baby spoon 


which... 
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A‘ some point in a ball game you 

invariably see the catcher walk 
out from behind the plate and stroll 
out to the pitcher’s mound. Then a 
long conversation ensues. What they 
talk about is always a mystery to the 
fans. 

Equally as mysterious is what oc- 
curs during these frequent Korean 
armistice talks. The U.N. and Red 
China delegates are in conference 
usually for hours on end. Yet, it 
seems that all we read about are 
occasional flaring of tempers, name- 
calling and accusations. Analogous 
to the catcher-pitcher situation we 
feel like we’re in the left field bleach- 
ers wondering just what is going on. 

According to the Journal Suisse 
d’Horlogerie, during many meetings 
the U.N. and Red delegates face each 
other without uttering a word for 
long periods of time. In fact at one 
meeting the silence lasted all of two 
hours, which we suppose constitutes 
a record of some sort. 

During one rather prolonged si- 
lence period a loud buzzing sound 
startled everyone. Everyone, that is, 
except Admiral Joy, chief U.N. dele- 


gate who calmly reached down with 
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his right hand and pressed a button 
on his left wrist. The usually stoic 
faces of the Communists took on an 
astonished expression. This broke the 
silence and was considered something 
of a moral victory for the U.N. team. 

Following the meeting the U.N. 
delegates made a bee-line to head- 
quarters to buy some Vulcain Cricket 
watches so as to ring the bell when- 
ever there was a silent period during 
future meetings. 

However the Red China delegates 
have conditioned themselves to this 
secret weapon of the cold war and 
no longer show any astonishment at 
the alarm wrist watches. 


© © 
PEAKING of alarm wrist watches, 


we are reminded of an incident 
which occurred last year in the Sen- 
ate caucus room where the Senate 
crime committee was meeting to in- 
vestigate gambling in Kentucky. 

On the spot, as well as in the spot- 
light, was Judge J. P. Goodenough of 
Kenton County, Kentucky, who was 
defending himself on charges that he 
was lax in suppressing gambling. The 
judge was indignant and launched 
into a long oration. 

After some time had elapsed the 
gathering was startled by a buzzing 
sound which seemed to emanate from 
the judge’s quivering left wrist. 

The judge blushed and turned to 
Senator Kefauver and explained that 
he was wearing his “speechmaking 
watch.” It goes off, the judge said, 
when he speaks too long. 
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Longines is the only watch in 
history to win 10 Grand Prizes 
and 28 Gold Medals in important 
competitions at World’s Fairs— 

Longines is the only watch in 
history to win First Prizes at the 
four Government Observatories 
Washington, Kew Teddington, 
Geneva and Neuchatel — 

Longines ws correctly called The 
World’s Most Honored Watch. 
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Senator Kefauver was very im- 
pressed and thought it would be a 
fine thing for all Senators to be 
equipped with such watches. A still 
further improvement might be to 
have someone other than the wearer 
set the watch. 
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HEN we were still playing with 

our toys and marbles actress 
Sarah Bernhardt was _ inspiring 
French audiences—and they're not 
too easily inspired. The “divine 
Sarah” died in 1923. 

Recently we heard that the jewels 
and stage trappings which Sarah 
Bernhardt wore in the plays she made 
famous have been discovered. A. M. 
Julien manager of the Sarah Bero- 
hardt Theater in Paris discovered 
this treasure while checking on the 
condition of the theater’s roof. 

Hidden among the rafters of her 
old theater were six dust and cobweb- 
covered trunks. Opening them, 
Julien found imitation pearls and 
diamond pendants, necklaces, coro- 
nets, tiaras, rings and brooches. 

Julien is now busily consulting 
theatrical libraries and old friends 
attempting to identify each piece of 
stage jewelry. When these pieces 


are cataloged they will be put on 
exhibit in the theater’s foyer. 

This would be an excellent op- 
portunity for an alert Parisian 
bijouterie to promote an effective 
tie-in. 
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HERE’S been a tug-of-war over 

sparklers between DeBeers and 
Canadian-born Dr. John T. William- 
son, Tanganyika mine owner. Wil- 
liamson, it is reported, refused to re- 
new his agreement to sell his dia- 
monds through Diamond Trading 
Corp., the DeBeers selling agency. 

The Williamson-DeBeers contro- 
versy has hardly caused any tremors 
in London’s diamond circles. Many 
diamond men have shown a curious 
interest in Williamson’s challenge but 
none have expressed any fears that 
diamond prices will be adversely 
affected. 

In the present world market, it is 
felt, Williamson’s diamonds are un- 
likely to have any effect on prices. 
The Canadian’s annual production 
runs somewhere in the neighborhood 
of eight million dollars which is only 
a fraction of that handled by the 
Diamond Trading Corp. It is also 
believed that Williamson will not at- 
































“Can | demonstrate one of our waterproof watches 
for you?" 
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tempt any price cutting since he 
would, in effect, “be cutting off his 
own nose’ —an action which would 
be strictly out of character with his 
previously evidenced shrewdness. 
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Pp the interest of expediting the 

mailing of JC-K, a new auto- 
matic wrapping machine was re- 
cently put into operation. Experi- 
ments with various types of wrapping 
paper have been made on this 
machine. Unfortunately, we have 
received reports that some copies of 
JC-K have arrived with the jacket 
wrapper practically off the maga- 
zines. 

A few subscribers did not receive 
their copies of the February issue; 
no doubt because the wrappers had 
been torn off in the mails. This 
situation, it is hoped, is now cor- 
rected by the use of a more suitable 
type of paper for the addressed 


wrappers. 


© © 
T HE majority of jewelers prob- 


ably consider their wedding ring 
business as a one -to-a-customer 
proposition. So did H,.Starkman of 
Ernest Jewelers, Somerville, N. J., 
until he was sold otherwise by a cus- 
tomer. 

This customer, at the time of his 
wedding, purchased a bride’s wed- 
ding ring and a gold charm bracelet. 
Well, nothing unusual here. But each 
year this chap shows up at the Ernest 
store and buys a new wedding ring 
on which he has inscribed the anni- 
versary year. The “old” wedding 
rings, it seems, are then attached to 
the gold charm bracelet. The cus- 
tomer recently purchased a white 
gold ring for his fifth anniversary 
and he confided to the jeweler that he 
plans to continue his ring purchasing 
program for years to come. 

Starkman has carried the ball on 
this unique idea and has succeeded 
in selling it to a number of other 
customers. 

Just goes to show there’s a lot of 
unmined gold in “them thar hills” of 
rings. Want to know how and what 
to do about it? Read and study the 


_more than 30 pages devoted to rings 


in this issue. This presentation repre- 
sents the first “beok” devoted ex- 
clusively to the merchandising _ of 
rings. Just another industry service 


presented by JC-K. 
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-Piace Rolish Set 





a . \ = 1847 Rogers Bros. Pickle Fork and Relish 
. . Spoon plus Duncan and Miller relish dish 
— ee * in popular Teardrop pattern. 
_—_— f% $2.95 Retail. Regular $5.00 value! : 
i» <) COSTS YOU +] TT sex 
— — Traffic magnet? Listen! In preliminary 


Sales tests, a New Haven, Conn. dept. 
store writes: “35 sets sold one rainy day!” 
Another store: “6 sold within 45 minutes 
after opening!” “One sale led directly to 
sale of 52-piece set in Daffodil pattern...” 








———— 


» up set sales! 


52-piece service for 8 $=7 450 
‘1 America’s Finest Silverplate: 74 








Every Relish Set sale should plant the seed for a complete 


set sale. 
There’s a special set of newspaper mats to help you do 
it! Ask your “1847” man or write direct to Advertising 


= Dept., 1847 Rogers Bros., Meriden, Conn. 


AMERICAS FINEST SILVERPLATE 
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WH Yrinese 


Rings are and always have been the primary piece of jewelry; necklaces, bracelets, 
etc., all came later. The ring (an unending circle) has through the ages been applied 


as a symbol of continuous and unending love or authority. 


H Y PopuLAR? 


They have been historically associated as positive symbols, representing 
evidence of authority, achievement and social position through the centuries. 
They continue as an important factor in the wardrobe of the well-dressed 


man and woman. 


W H Yoan THEIR POPULARITY 


BE EXTENDED? 


The desire for one (or more) rings is latent in almost every person. 
As this desire exists it only needs to be cultivated. This calls for constant 
promotion at the manufacturing, wholesaling and, in particular, at the 
retailing levels. This further priming of an already established market 
will accelerate sales to a point where the increase in the wearing of rings 
will become evident to the public and this will then assume the pro- 


portions of an irresistible style trend. 


H Yan YOU IMMEDIATELY 
INCREASE RING SALES? 


You can start today without investing great effort or money because 
the desire exists among the public—and the basic stocks are already in 
your store. Just a few simple steps taken by every jeweler can guarantee 


success in increasing his ring sales. The following pages support this 


reasoning. Read them carefully. 
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A RING prospect is anyone with whom 
you come into personal contact in or out of your 
store. This is no generalization. 

Here are but a few examples of situations existing 
in jewelry stores every day, which present opportuni- 
ties for ring sales. Every jeweler will recognize these 
and hundreds of others as soon as he conditions him- 
self to thinking of rings—rings—trings. 


. The Frustrated Shopper 


The woman customer who 
says, “I am looking for a gift 
for a man who has every- 
thing.” Here is where you can 
point out that rings offer a 
variety in price, type and de- 
sign which give the shopper 
complete freedom of choice 
and assurance of a highly 
personalized selection. 

The same situation exists in those cases where the 
gift seeker is a man, for women’s rings are even more 
varied in design, type, color and price. 





. - » The New Member 


The induction of a new member. As you witness 
the induction of a new member into your lodge or 
society or see one who is being advanced in the so- 
ciety, there stands before you an anxious prospect 
for an emblem ring. 


. The Baby-Gift Seeker 


The person in search of a gift for a baby. Fre- 
quently they are stymied in their mind because other 
friends have already presented the traditional silver 
cup or rattle. Here is an opportunity for the sale of 
a baby ring. 


. The Sophisticated Teen-Ager 


Such a sale also plants the precedent for further 
ring sales as the child grows. Signet rings and colored 
stone rings are flattering “adult-type” gifts in which 
all children and teen-agers delight. 
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. The New Father for the New Mother 
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The father of a new born 
child. When you hear or are 
told of a new family arrival 
by the proud father there is 
an opportunity to suggest a 
colored stone guard ring as 
a gift for the mother. This is 
a unique idea that has been 
snapped up whenever sug- 
gested. Blue stones for a boy; pink stones if it’s a 
girl. Mother and daughter and father and son rings 
make ideal gifts for either of the parents or any teen- 
ager. A natural for Mother’s, Father’s and Children’s 
Day promotion. 








. Those Seeking a Different Presentation 


The committee that is looking for an appropriate 
presentation gift. When you hear that a testimonial 
dinner or ceremony is to be held honoring someone 
for achievement in business or otherwise, there is an 
opportunity to suggest a suitable ring as an appropri- 
ate presentation gift rather than an inscribed scroll 
or such piece which will be put away, lost or de- 
stroyed. 




















Eg | 


i mis 


~, 
SCs (ft tT L 
(it / “ho } 
tad Cee 

















THB JEWELERS’ CIRCULAR-KEYSTONE 

















prospect 


... The Anniversary Gift Seeker 


The man looking for an ap- 
propriate and different wed- 
ding anniversary gift for his 
wife. What a natural to re- 
peat the highlight of the 
wedding ceremony with a 
beautiful colored stone ring 
to signify continued affection. 





... Those Looking for Achievement Awards 


The sales manager or contest manager. When you 
know that a local manufacturer gives prizes in sales 
contests, write or visit the sales manager and tell him 
how everybody wants a ring, how its conspicuous 
position on the hand gives the recipient an oppor- 
tunity to casually speak of his achievement. Point 
out how the ring, constantly before the prize winning 
salesman’s eyes will be a steady reminder of his “posi- 
tion” and an inspiration for him to maintain it by 
further accomplishments. 


Everyone in the “Class-Ring Set" 


All young people. With young people now visiting 
the jeweler more and more because of their interest 
in silver flatware and their increased ownership of 
watches, there exists real opportunity to cash-in on 
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their desire for rings. Once actually desiring a ring, 
they can suggest them at home as desired gifts for 
either their birthdays, Christmas or as rewards for 
scholastic achievement. Friendship rings have long 
been popular among the young people; today they’re 
at their height. 

What’s more, this association with many members 
of the high school set gives the jeweler a post position 
for securing class ring business. 

And what an opportunity for a jeweler to associate 
his name with the thought of rings during the period 
immediately preceding the time when these young 
folks will come into the market to replace friendship 
and class rings with engagement and wedding rings! 


. Those Seeking Novel Athletic Awards 


An athlete or athletic team. 
When the members of your 
community are pridefully en- 
thusiastic about an athlete or 
athletic team—what an op- 
portunity for a substantial 
sale of special rings! 





Everyday. In fact, every time you speak to a cus- 
tomer you are speaking to a ring prospect. Keep this 
in mind when people come to your store for the pay- 
ment of an installment, for a visit to the repair de- 
partment, for the purchase of a piece of flatware or 
some small item. Each of these “unimportant” visits 
represents an opportunity for you to promote rings. If 
you merely show those people, who have the obvious 
leisure to spend an extra five minutes with you, the 
new rings you just added to your stock, you have 
planted the thought of additional rings for herself 
(or himself) and the excellent gift possibilities which 
they offer for the next gift-giving occasion they will 
be facing. 


AND YOU COULD ADD MANY MORE! 
87 
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existing desire for Rings 


THE ROMANTIC BACKGROUND OF RINGS AND STONES 


Through your presentation of the rings weave an interesting running commentary, “ro- 
mancing” rings in general and various stones in particular. Certainly you should be 
familiar enough with the stories of the birthstones of the month to recite them glibly. 


THE GENERAL PHYSICAL CHARACTERISTICS OF STONES 


You should have handy, in compact printed form (which you can refer to at first. 
and later present extemporaneously) the general physical characteristics of the various 
stones. 

The information which the average customer wants—and that which will further 
interest him in rings is not such scientifically technical matter as the refractive index 
of a stone, its number on Moh’s scale, the fact that it is a synthetic corundum (sounds like 
a grinding wheel) or that it is doubly or singly refractive. (This is valuable information 
for the jeweler to have for his protection in buying.) However, here we are concerned only 
with a prospect who is looking for a gift, or for a piece of personal adornment; not a labor- 
atory specimen for study or chemical analysis. (More on this later.) 


THE STYLE FACTS 


. on rings provide the jeweler an opportunity to answer many unasked questions 
which are in the minds of most customers. 


Tell your customer that it is present-day good taste for men to wear rings—with 
any stone—or in the form of signet or emblem rings. 


Women should have rings of several types for use on different occasions—and of 
different colors for use with different costumes. 


Suitable children’s rings add to the appearance of the well-groomed child and reflect 
prestige on the parents. 

What is good taste to wear—and when? Such information you should have yourself 
—and transmit to the customer. 

Having thus been provided with information which he must have before he will buy, 
the customer’s further considerations should be kept within the area of his or her personal 
taste in the matter of ring design. By this time the sales person should have recognized 
from his customer’s reactions, the particular type of ring design most likely to set 
the sale up for closing. That is, of course, if the ring stock is complete, so the customer 
has had full opportunity to see something in line with his or her personal taste: heavy, 
medium weight; plain or fancy, elaborate or ornate style. 

In order that the jeweler can organize his stock and provide himself with a system for 
mentally cataloging the types and design groups for smooth handling of a customer, we 
present later in this section a variety of ring types and more or less standard represen- 
tative examples of plain, decorative and fancy mountings in each type. 
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of Rings and stones 


has [etd iewelers lor cenluries 


by JAMES R. McCARTHY 


| Rome bred brilliant 
generals, great poets and thinkers. More important to 
us today, however, are the old Roman jewelry merchants 
whose astute sales and promotion methods firmly im- 
planted the unshakable desire for rings which people 
still retain today. Actually, the ancient jewelers’ methods 
of merchandising might well be the envy of the modern 
American jeweler—with all his present impressive array 
of advertising, television, radio and sparkling windows. 

A brief look at the ancients is a big help to us at this 
time when the jewelry industry is embarking on its all- 
out, continuing year-round program to stimulate the sale 
of colored stone, signet and emblem rings for men, 
women and children. For, there is a definite continuity 
of purpose linking the boys of antiquity with the new 
dream of the industry which the JIC is helping to bring 
to realization. 

That dream is to revive certain ring-wearing customs 
which, by neglect, have lost their significance in present- 
day America. This deterioriation in the importance of 
rings is relatively recent, going back hardly more than 
forty years. Let us examine the background of the ring; 
the customs, traditions and romance which have been 
built up around them over the centuries. Let us see how 
these factors can be applied to the sale of rings—or a 
ring—today. 

To the old Romans, jewelry meant but one thing: The 
Ring. They had adopted ring wearing from the Greeks, 
Etruscans and Chaldeans but they did new, important 
new things, with it. Instead of a casual fashion, the 
Romans developed the wearing of the ring into a custom 
—a custom almost as rigid as the old Roman law itself. 
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It did not matter to them that only men wore rings 
(women had to be content with other ornaments) or that 
betrothal or wedding rings were as yet virtually un- 
known. Nor were they discouraged when gold was too 
rare and expensive for general use. 

First of all, they (and by “they” we mean the mer- 
chants, not the politicians) created iron rings and be- 
stowed them on returning conquering heroes as a mark 
of individual honor. Soon every adult man in Rome 
wouldn’t think of appearing in public without his ring. 
Indeed, even the law recognized the new popular custom. 
It forbade the wearing of rings by criminals and slaves. 
(Women, of course, had no status whatsoever). 

Then the sagacious Roman jewelers stepped up sales 
by popularizing rings on different fingers for different 
professions—the index finger for merchants, the third or 
ring finger for students, the thumb for doctors—a custom 
carried on to this day in several Latin-American coun- 
tries. Then the Roman jewelers promoted rings for 
different seasons—heavy rings for winter, light rings 
for summer. 

Now, up to this time rings, while heavily engraved, 
were not set with any gems. So the Romans (who were 
avid enthusiasts about anything related to the calendar) 
thought up the natal or birth stone. Since the birthday 
was one of the most solemn events in the life of an indi- 
vidual, the natal ring was the most important part of 
the attire. These rings were richly set with precious stones 
and, incidentally, their “stones of the month” closely 
parallels the list used today. This certainly is an indica- 
tion of the vitality of the custom and its sales value today. 

(Please turn to page 132) 
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REFERENCE GUIDE TO THE STONES OF THE MONTH 


\\ to Present the Facts on 
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Stone of Colors — Visual — Wearability Usual Shapes Astrological | Flower of 
Month Main ones in italics | Characteristics and Cuts Significance Month 
Faceted—Octagon, “Constancy” er 
Deep Red Clear, —_ _ “" Cushion, Oval and and “Fidelity” Camation 
JAN Garnet ' transparent able. Goo ; or 
° purple, brown wearing qualities Round. Zodiacal sign: Reems 
green, Unfaceted—Cabochon| Aquarius P 
—_ Faceted—Octagon $69 eset ard? rs 
Pure Violet Clear, Very durable. ‘ashi Sincerity’ Violet 
FEB. | Amethyst m . ; transparent | Can stand hard — Oval and Zodiacal sign: or 
Shades to nearly save. . ‘sees .: 
calesionn. ; —_— Unfaceted—Cabochon rae Primrose 
Aquamarine Light Blue Clear, Relatively hard Faceted—Octagon, 
to sea green. transparent and durable. } Cushion, Oval Round. “Courage”’ Jonquil 
MAR. or Green. with Unfaceted—Cabo- ; ; a 
‘ Opaque Very durable chon, Buff and Flat, Zodiacal sign: Daffodil 
Bloodstone Red Spots Plain and Intaglio Aries 
White Clear, si Brilliant, Emerald, ““Tnnocence”’ Sweet Pea 
APR. | Diamond Also most transparent, ee ae Marquise, Baguette | Zodiacal sign: or 
all other colors. brilliant. ey ‘and fancy shapes Taurus Daisy 
Clear Hard. Reason- | Faceted—Emerald, —. and Lily of Valley 
MAY | Emerald Green transparent able care —— 7 rt ie aie yA or 
necessary. Jnfaceted—Cabochon a , 
Gemini Hawthorne 
White Opaque, Soft. Normal 
— pink, rose, black iridescent. care necessary. Round, baroque “‘Health’”’ and 
, ée : 99 
Green —daylight.| Clear. Very hard and Faceted—Octagon Longevity Rose 
JUNE | Alexandrite ‘Foial It transparent lurabl | E ld, R ) ~~ 
in Red ~artificial lt. ransp durable merald, Round Zodiacal sign; | Honeysuckle 
M sane White Opaque to Relatively soft Unfaceted— Cancer 
oonsto to light blue. translucent and not tough Cabochon 
Clear, Faceted -Emerald | 
JULY Ruby Red Purple red transparent. | Very hard; next Cushion and Round | — eee a 
to lighter shades. a to the diamond. ee yen macal sign: | wor Lily 
~ Sabochon , 
Soft Green Clear, Not too hard. Faceted—Emerald. ‘6 . 
AUG — to dark green. transparent | Requires some care] Unfaceted—Cushion, Hanpiness” Poppy 
e A tl Ss " ° ue” or 
. Red to Reddish Opaque to Tough and will wr panty erage 1 Zodiac al sign: Gladiol 
Sardonyx t | t : | ull an at, Oval, Virgo ola 
Brown ransiucen withstand hard use Plain and Intaglio. & 
Clear F'aceted—Cushion “cy -s Aster 
' ear Think- 
Blue Also in all transparent. | Very hard; next Round, Emerald: ing”. Zodi or 
| SEPT. Sapphire srincipal colors Stars to the diamond. Unfaceted—(Stars) “. _— Morning 
| pt (translucent ) Cabochon — Glory 
Opaque. Fragile, requiring | Unfaceted— 
Opal White, Black red. iridescent special care. Cabochon, Cushion “Hope” Calendula 
OCT. or Zodiacal sign: or 
Tourmaline Gr een and most Clear, Fairly hard. Faceted—Octagon, Scorpio Cosmos 
principal colors. trarsparent Normal care Cushion, Gval Round. 
Topaz, or | Brownish Yellow 
NOV Topaz most principal Clear, at I ri lll“, ges a san: . Chrvs:an- 
7 Quartz colors except aie nenen Hard a tough i Tn fegitetian themum 
(Citrine) green, colorless. — a — 
Tour ; Azure Blue to ; Relatively soft, Unfaceted— 
quoise greenish blue. Opaque susceptible to wear} Cabochon, Buff, Flat 
or 
Unfaeeted— “Dp, —* — 
DEC Lapis Lazuli yes - a flecked Opaque Soft Cabochon, Buff, es wd Narcissus 
°. with gold. Flat. Plain, carved. a «™ 
Capricornus Holly 
or BI 
ve colorless and] Clear ; “Hb: 
sie : ar ‘ Faceted—Brilliant. 
Zircon all principal transparent, pred ie gg canal , 











the Characteristics of Stones 
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REFERENCE GUIDE TO JEWELRY STONES—OTHER THAN BIRTHSTONES 
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COLORS VISUAL | | 








USUAL SHAPES 


























STONE | Principal Shades in Italic | CHARACTERISTICS WEARABILITY | AND CUTS 
| “a 
Amber | Yellow, to reddish brown | Transparent to Soft | Unfaceted—Cabochon, bead j 
| translucent plain or carved 
Catseye | Greenish yellow to green | Translucent. to trans- Hard and durable Unfaceted—Cabochon 
(Chrysobery!) | parent and chatoyant 

















Hard and durable 




























































Chrysobery! | Yellow green, yellow, | Transparent | | Faceted—Emerald, round, 
(Clear) | brown | | | cushion 
| j —— = siaiaiataiaiaieiiaiaatiaaias 4 
— | | Y | 
Coral | Red, pink, white Dull and translucent | Soft | Unfaceted—Cabochon plain or 
| | carved 
RED | a : ai DR : ye inv 
Hematite | Black Opaque | Soft but durable Unfaceted—Octagon, cushion, 
: | | antique cushion. Plain or 
| carved. 
Jade | Green, raany other colors | Translucent to opaque | Relatively hard. Normal Unfaceted—Cabochon, plain 
| and white | care or carved 
on . , i “ os + . 
Spinel _ Red, orange, blue, pink, | Clear, transparent | Hard and durable Faceted—Octagon, cushion, 
(Natural) | violet | antique cushion, oval, round 
| cae j 
Tiger’s Eye Yellowish brown. Other | Opaque, chatoyant _ Relatively hard | Unfaceted—Cushion, antique 
(Quartz) colors by treatment | | cushion, generally carved 
Titania Light straw, yellow, blue | Clear, transparent | Relatively hard, but | Faceted—Round 





and green | brillant care advisable | 


(Syn. Rutile) 


POPULAR SHAPES OF COLORED STONES 


OOULIO 


ANTIQUE 
ROUND OCTAGON CUSHION CUSHION 
Faceted Faceted Faceted Faceted Faceted 


or or or or or 
Unfaceted Unfaceted Unfaceted Unfaceted Unfaceted 


SYNTHETIC STONE ALTERNATE TO THE 
NATURAL GEMS 


In addition to the official birthstone list of natural 
stones, a large portion of the business is represented 
by the synthetic stones and by the imitations. 

Some of these synthetic stones are man-made re- 
productions of the natural gems (identical in chemi- 
cal composition — ruby and sapphire); others are 
reproductions in appearance only (violet corundum 
for the amethyst or green spinel for the emerald). OVAL 
These synthetics are important in that they extend the 
price range of colored stones so that every prospect 
will find a ring to fit his budget. 

Following are the synthetic stone alternates. 

















January..Deep red corundum July.......... Red corundum UNFACETED CUTS (Side View) 
(Garnet) (Ruby) 
February... .Violet corundum August..... Soft green spinel 
(Amethyst (Pride! LS oD oe 
March..... Light blue spinel September... .Blue corundum 
(Aquamarine) (Sapphire) CABOCHON BUFF TOP FLAT TOP 
April......White corundum October...... Rose corundum 
(Diamond) (Pink Tourmaline) oOo. 
May...........Green spinel November. .Golden corundum and elnel | Mme ices 
(Emerald) (Topaz) 
June.......Green corundum December. .Light blue spinel CAMEO INTAGLIO 
( Alexandrite) . (Zircon) 


o 


And Dont Forget 


Read the technical and merchandising articles in JC-K; 


(Index of articles published in 1951 on page 148) 
Get books on gems and gem lore from your local library; 
Read the literature sent out by stone dealers; 


Know more about the rings you sell from the material sup- 
plied by the ring manufacturers. 












Color: 
Color range is from light blue to sea green. The 
blue variety is the most valued. 


Visual Characteristics: 

Clear, transparent stone. Low in brilliancy but 
its main selling point is its clearness and delicacy 
of coloring. 


Wearability: 


A relatively hard stone that is durable and will - 


resist scratching under normal wear. Although of 
the same family as the emerald (beryl) it is not as 
brittle nor as susceptible to fracture as its precious 
sister gem. 


Usual Cuts: 


Usually emerald cut. 


Astrological Significance: 
Stands for courage. Special talisman of ocean 
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AQUAMARINE 


cam paign. 


travelers, assuring successful voyage and a safe return, 
Also claimed by legend to renew married love, de. 
velop forebearance and cure laziness. 


Romantic Background: 

Ancient Egyptians, Greeks and Romans prized 
aquamarines very highly. Many of the museums 
throughout the world exhibit specimens of old intaglio 
engraving in these stones. In America, the aqua. 
marine owes its first burst of popularity to President 
Theodore Roosevelt’s daughter Alice, of “Alice-Blue- 
Gown” fame. At her wedding in 1906, Vice-President 
Taft presented her with a beautiful heart-shaped 
aquamarine. Soon the world market was unable to 
meet the demand for these stones. 

More recently the Duke of Windsor presented 
his Duchess with a matched aquamarine set. Presi- 
dent Franklin Roosevelt was presented with a large 
aquamarine of rare quality by the Brazilian Govern- 


ment. 





BIRTHSTONE WINDOWS 


Each month Jewelers’ Circular-Keystone will present a 
feature article containing promotional material for your Stone 
of the Month campaign. In addition to background material on 
the specific stone or stones, there will be shown a suggested 
newspaper ad, material for radio commercials and a suggested 
window display. This month, a separate article on page 97 is 
devoted to a window display to help you initiate your promotion 
campaign on rings and colored stones. On the opposite page (96) 


is another article telling how to plan your year-round display 


NEWSPAPER AD 


This suggested newspaper ad is a reproduction of an 
ad mat prepared especially by Metro Jewelry and 
Optical Service, 80 Madison Ave., New York, producers 
of a syndicated service providing ads for jewelers. 
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the stone of the month 


- There Are Two 





BLOODSTONE 


Color: 
Green chalcedony spotted with red jasper. 


Visual Characteristics: 

An opaque stone. Best quality has a rich, dark 
green color and red spots that are small, uniform in 
size and well distributed. 


Wearability: 

A hard, tough variety of quartz and normal use 
in no way affects its looks. As its appeal is surface 
interest only, it can be easily repolished if hard wear 


dulls its surface. 
Usual Cuts: 


Cushion or cabachon cut, often with intaglio 
carving. 


Astrological Significance: 
Stone of wisdom, courage and strength. Posses- 
sion is supposed to bring the wearer health and 


AQUAMARINE 


ANNOUNCER: Friends! We bring you a special 
fashion flash from CITY Jewelers! Many women, 
this season are stressing the importance of one 
really striking piece of jewelry in their wardrobe, 
and when that jewelry includes your birthstone it 
has one hundred per cent added interest! The 
aquamarine, birthstone for March, is the fashion 
choice of many smart women because of its 
flattering beauty and because its radiance com- 
pletely expresses the present important look of 
femininity and delicacy. It is interesting too, that 


strength, mentally and physically, to guard him from 
deception and to give him the respect and considera- 
tion of his companions. 


Romantic Background: 

Legend has it that when the Roman soldier 
pierced the side of Christ on the Cross with his spear, 
the drops of blood fell on green stones beneath the 
Cross and stained them with red. Ever since these 
stones have been called bloodstones. However, the 
background of these stones goes further back into 
history. The Egyptians wore jasper jewelry of all 
kinds as long ago as 5,000 B.C. Down through the 
years it was a favorite with the Hebrew and Syrian 
peoples. Stones used for rings in ancient times were 
cut signets, composed of the heads and figures of 
men and beasts and were used as symbols. The wide 
use of this stone can be seen in Old World churches, 
museums, palaces, made into cups, statues, small vases 
and bases of inlaid tables and altars. 
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BLOODSTONE 


ANNOUNCER: CITY Jewelers say there are many 
legends about the bloodstone, the birthstone for 
March . . . a favorite holds the stone to be of 
Holy origin. I+ tells how the crown of thorns on 
Christ's brow caused drops of His blood to fall upon 
and stain a stone of pure green jasper, lying at 
His feet. Thus, the bloodstone has been known 
as the amulet of Christianity. This story is one 
of many that should give all our listeners who wear 
a March birthstone ring a new interest and 
pleasure in possessing this legendary jewel. As a 
matter of fact, there is always a special pleasure 


RADIO 
COPY 





this blue-green jewel, so like the sea water for 
which it is named, is supposed to give safety to 
ocean travellers, and in a romantic mood, to 
renew married love. Do come in to CITY Jewelers 
and see the beautiful aquamarines included in 
this magnificent collection of birthstone jewels. 
There is a wide selection of styles and prices. 
CITY Jewelers are at........ eres in 
Your City! 








that goes with owning one's birthstone; that's why 
the gift of a CITY Jeweler’'s birthstone ring is 
always a happy suggestion. If you have an Easter 
gift in mind, by all means let CITY Jewelers show 
you their spectacular collection of birthstone rings. 
It is one of the finest and largest collections in 
the entire country, and covers a complete price 
range. CITY Jewelers are at...... Main St....... 
in your City! 









TO PLAN A YEAR-ROUND 
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by VIRGINIA DIXON 








Reneted diteines af ston Wan: rings are seldom omitted from the 
for a rectangular (left) or average jewelry store window, most jewelers fail to take 
a circular shadowbox (below). advantage of the many possibilities offered in the display 
and promotion of their colored stone and other rings, 
No other line of merchandise in the store offers so much 
in the way of promotion opportunity as do rings and 
colored stones, each with their extensive backgrounds of 
legend and lore. 

Jewelers who have recognized the promotion possi- 
bilities of these lines have capitalized bountifully from 
their efforts, not only in attracting public attention to 
their store windows but from the standpoint of increased 
business as well. 

Now, the jewelry industry as a whole is turning its 
cooperative efforts toward a year-round promotion of 
rings and colored stone jewelry. With this nation-wide 
emphasis on these lines, jewelers must re-evaluate their 























Left: An arrangement of rings thinking and recognize that rings and colored stone 
which makes use of the space jewelry are interesting and desirable to the general public 
on a column or narrow panel and that given the attention they deserve, can and will 





in the store or in a window. ae 
result in increased sales. 


There are so many important occasions through life 
which seem most appropriately symbolized by the gift or 
presentation of a ring and every one of these occasions 
can be dramatized in a window display of one kind or 
another. Tiny baby rings which may be baby’s first 
gift of jewelry—rings for older children to mark birth- 
days and milestones in the school career—the class ring 
given at graduation time—signet and emblem rings mark- 
ing membership or advancement in a fraternal organiza- 
tion or in business—friendship rings, boy-to-girl gifts 
without the serious intention of the engagement ring— 





Small self-contained ring dis- costume rings which might be treasured husband-to-wife 
play units for the counter or remembrances—birthstone rings, the truly personal ring 
window use. The circular one f h f th . he the tata § 
above, has a copy card in cen- giit ... each one of these groupings can et e asis - 
ter; tray display at left has an entire window display or a small grouping which is 
an upright copy card in frame. part of a larger window setting. 


By studying the historical background of rings and 
colored gemstones you will amass a wealth of material 
which can be used for both windows and advertising 
as well as “talking” material for your sales people to use. 

(Please turn to page 152) 
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TO USE YOUR WINDOWS 
TO INITIATE YOUR 


RING SELLING 
CAMPAIGN 


The present industry-wide ring promotion planned for year-round 
effort means that as far as display is concerned, rings should be featured 
in the jeweler’s window all the time. Ways and means of doing this are 
discussed on the opposite page. 

In addition to this regular month to month promotion, an occasional 
dramatic display with a full window devoted to rings and colored stones 
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will be needed to give the campaign pulling power. Certainly the 


individual store, starting a year-round campaign on rings, should signal 
the beginning of the effort by means of a full window display 


For the small store with only one or two windows it may seem rather 
drastic to devote all, or the major portion, of the display space to rings 
for even a very limited time, but the attention value of such a display 
occasionally in contrast with the usual mixed merchandise justifies this 
periodic, temporary concentration. 

For the larger store with a number of windows, one window might 
well be continuously devoted to rings—with frequent changes of back- 
ground and arrangement of course. 

(Pleast turn to page 150) 


























Use 
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by WINIFRED PARKER 


Illustrations by Dorothy Burke 


Rings are important jewelry fashion. 

Rings are suitable for everyone, re- 
gardless of age or sex. 

Rings are independent of style de- 
tails in clothes. 

Women want variety in their ring 
wardrobe. 

Women’s rings emphasize delicacy—- 
size—radiance. 

Children’s rings follow grown-up 
trends. 

Men’s rings feature streamlined set- 
tings. 


HERE used to be a time when it was 
the style for both men and women to drip rings from every 
finger of each hand—perhaps we should say droop, for it 
must have been almost impossible to support the weight of 
so much metal. Even the thumbs were decorated, and it was 
considered smart to wear as many as three or four rings to a 
single finger, sometimes three to a single joint! The glove- 
makers were probably frustrated by this ostentatious, ten- 
fingered display of glitter (maybe that’s how the mitten was 
originated), but imagine how jewelers must have enjoyed 
their ring sales. 

No! Not even for a jeweler’s profit will we suggest that 
all ten fingers should ever again be decorated with rings 
simultaneously, but we do insist that style, intelligently used, 


can be one of your most powerful sales stimulants for build- 


ing ring sales. Style will sell rings! 

What makes a style, you may ask, and why is it that people 
should have gone all out for rings, during one period, and 
seemingly have only a mild interest in them today? Well, 
style always grows out of people’s desire for a certain thing, 
and of course that desire must be encouraged and stimulated 
by outside sources if it is to become established by general 
acceptance. For a decade, perhaps longer, no industry-wide 
effort has been made to stimulate a desire for colored 
stone rings in particular, and the fact that any have been 
sold is tacit proof of a deep and abiding love for them on 
the part of the public, a desire that refuses to die though 
given little encouragement from any outside source. 

I was talking with one manufacturer about this last 
week, and he said: “Colored stone rings? [’m promoting 
other things. No one is asking for rings.” “Asking,” he 
said! While looking at the line of another manufacturer 
I noted with surprise some colored stone guard rings, for 


I had no idea he made them, and he said: “They are 
(Please turn to page 146) 





amethyst framed in cultured 
is popular treatement of birthstone. 


Blue enamel forget-me-nots on 
gold band stresses pretty deli- 
cacy in ring for a small child. 


Star sapphires and rubies are favor- 
ites for both day and evening wear. 


High among masculine style 
favorites are initial rings, 
either stone set or signet. 





Simulated stone in simply styled 
gold setting is a feminine favor- 
ite for tailored birthstone ring. 


Cluster rings combining pearls and 
diamonds (above) and sapphires and 
diamonds (below) create magnificent 
color radiance with high-style look: 
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Miscellaneous 
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Pearl 





Dinner 


Guard 


Hi-Style 





This is a simplified catalog of ring types and styles. organized and confident sales procedure. For, once 
It is presented here as the basis for building a well- having sensed the customer’s area of interest—plain, 
balanced inventory. A good selection in each of the faney or ornate—attention can be concentrated in 
categories—plain, fancy and ornate—is essential. It that area, and the sale completed. 
equips the salesperson with the material for a well 
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LAUD other jevelers have pro 


The March jade display 
was dramatized with a 
Chinese pagoda and tree 
units and featured both 
jade and diamond stones. 








For the wedding window, 
a bride stands on a gold 
and white stairway. Dia- 
mond jewelry is shown in 
the daytime and cultured 
pearl jewelry at night. 





This unusual spring dis- 
play features two pixies 
dressed in purple felt 
and velvet. Amethyst gem 
jewelry is the highlight. 
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S, KIND & SONS, Philadelphia, Pa., is one 
jewelry firm that capitalizes on the inherent public in- 
terest in gemstones. They do this by a year-round 
program of window promotion which features each 
birthstone the first two weeks of every month and other 
gemstones in between these displays. These promotions 
throughout the year have paid off for this firm with a 
steady customer demand for colored stone jewelry. 

Mrs. Adele McAllister, well known and talented de- 
signer and creator of Kind’s displays, attributes a large 
part of the success of these gemstone promotions to the 
fact that every display is created with the idea of en- 
hancing the beauty of a particular gemstone in a man- 
ner that will appeal most to fashion-minded women. 

Color is the first thing anyone notices about a window 
display. So, of prime importance is a color scheme com- 
plimentary to the gemstone and suggestive of the season. 
The most dominant shades in the current fashion picture 
are used by Mrs. McAllister to suggest that the gems 
shown are just right for the latest ensemble. A luxuri- 
ous effect is created by the use of lush silk fabrics, draped 
over carefully arranged platforms. 

Kind’s main window, which is eighteen feet long, is 
used to display watches, diamonds, karat gemstone 
jewelry and “fashion” (or costume) jewelry. About an 
equal amount of space is allotted to each type of mer- 
chandise whether the display is divided into sections by 
curtains or used in one full length unit. The color of 
the particular gemstone to be featured is always used as 
the keynote attraction. Diamonds, watches, and selected 


Coral silk velvet is used here because it is fashion's newest 
evening shade and also enhances the beauty of the Opal gem. To 
the display designer, opal is a dancing gem, hence the ballerina. 
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by ANNA ROBBINS 


fashion jewelry look well in any display created for the 
gemstone, and so the same decor is used throughout the 
window. 

When the diamond jewelry is removed from the cen- 
ter of the display at night and replaced with gold jewelry 
of lesser value, this jewelry is selected with an eye to 
color harmony and appropriate design so that the pic- 
ture is no less attractive to the night window shopper. 

(Please turn to page 154) 








Background of this display of scarab jewelry was circle cov- 
ered with gold jewel cloth representing sun, worshipped by 
ancient Egyptians. Real peacock feathers are used as a trim 
around sun. Copy in gold on black tells the story of scarabs. 





Mermaid is central figure in this display of pearl jewelry. The 
base and shells are done in pastel blue, green and coral. Mer- 
maid is covered with gold net, sparkling with colored sequins. 
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SS NEARLY A CENTURY OF 
SB snl GOES INTO EACH 


SCHOOL RING 
FROM BARR'S 


*Made by expert craftsmen 
with the finest materials . - - 
is each school ring from Barrs. ¥ 
Selections are complete and. 
all rings are guaranteed for a 
lifetime of normal wear. 
A—seal on onyx OF birthstone 
base. Graduation date, 
B—Heavier ring with seal on 
your choice of base ss $11.75 
C—Collegiate-type ring — 
pirthstone center..---- $16. 

ALL PRICES PLUS TAX 


PROMPT DELIVERY 


to Serve You- 


































Seven Stores 


MVALERS « SHLVERSMITHS 
1112-12 Chestnut 5600 Gommeniere. 
23 Seuemme® S'. 4559 Frankiord Ave. 


Ave. 
Broadway: Camden 
ree Scholastic Catalog 
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7 now _ CHOOSE YOUR 
SCHOOL RING 
from BARR’S 


@ Largest selection of styles . 
@ All rings lifetime guaranteed 
—SS=SSSSS @ Prompt deliveries 

—— @ Original and exclusive designs 
= = @ Free school key with each ring 


A—Exclusive new style with seal on 
onyx. Enameled dates on sides .$12.75 














Clo cesssevcces 


C—Birthstone center. Collegiate type 
ring with school name on el. 
10-kt. GOld .....eeeeeerees $16.95 up 


Others from $6.75 - Prices plus Tox 
Get Freé Scholastic’ Catalog 












SIX STORES TO SERVE you 
1112-14 Chestnut 4650 Frankford 
28 South 69th St. 5th and Olney 






5600 Germantown 7333 Frankford 


BARRS 


JEWELERS © SILVERSMITHS 













other jewelers have prove 


by ANNA ROBBINS 


| A LONG range program dedicated to “win- 
ning over” the youth of today for tomorrow’s business 
is not only intelligent, it is, in the long run, downright 
profitable. Today’s high school youths stand at the 
threshold of their spending days and their earliest inde- 
pendent purchases make the deepest impressions on their 
minds. The personal treatment given by a retailer can 
establish confidence and make them customers for life. 

Take the case of Barr’s Jewelers and Silversmiths 
Philadelphia, a progressive firm which has been for the 
past few decades investing heavily in a long range we 
gram to become the preferred jewelers of the youths of 
each generation. 

For the first three years it was in operation the pro- 
gram could not show a profit. Nevertheless, the company 
held firm in its belief that the ultimate outcome would 
be successful. Today, the department concerned with this 

youth program” has grown to such proportions that 
many competitors wonder “how Barr’s does it?” 

Over 100,000 school rings purchased from Barr’s are 
being worn in the Philadelphia area and the number of 
accounts resulting from these sales runs into big figures. 

Barr’s reasons that the children are at the beginning 
of their spending days. They have, at the time of their 
original contact with Barr’s, no established buying habits. 
There is less competition in obtaining their business 
since those merchants with an eye to only immediate 
profits concentrate their efforts on potential customers 
who have control over more money. 


PROGRAM IN OPERATION OVER 20 YEARS 


Over twenty years ago, when Barr’s first initiated this 
program, many children of high school age were reluc- 
tant to come into a jewelry store. They were embar- 
rassed by the usual need to ask for credit and felt certain 
it would not be granted. However, through the education 
program of Barr’s and other jewelers, these feelings have 
been reduced. Now there are different values, not so 
much in the merchandising as in the outlook of the 
younger generation. 

. The right procedure of selling school rings is most 
important in reaching these young potential customers. 
since it is most often their first purchase of “real jewelry.” 
Years ago Barr’s decided against selling class rings by 
the then most common means of approach—-selling 
through the school authorities. One of the main objec- 
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tions to this procedure was that the — _ mn 

ith the jewelry store. The chil ren Pp ~ 
naman: teacher and received the ring in class. _ 
we drat preferred not to be bothered with the 7 
mae and the responsibility, Barr’s — : a 
ing was enthusiastically accepted by the school a 


ADVERTISES IN SCHOOL PUBLICATIONS 


Barr’s searched for and found a potent meget 
reaching high school students: re i be Be is 
ti icati d by nearly 

lications. These publications, read 
ese of the desired groups, make a direct a = 
entire potential market. Barr’s spends $300 “ on 
each of most of the school publications be a a 
' » $9. 
i , a total expenditure of between 39, , 
re thee jewelers consider such per nua mye 
charitable donations, but not Barr’s, who make 
sc l. . . 
greeters these investment-advertisements are —_ 
proven selling points. The heading hen Se 
: “Philadelphia headqua 
in the field. One reads: Phile 
scholastic jewelry”; another “Choose from the largest 
selection of school rings.” | 
aioe in the body of the ad there may be - nee 
to send a 48-page catalog of — — SS eee 
ial school emblematic 
tains both pictures of oflicia 
and suggested styles not yet rer seis row a 
is 
A direct appeal to the school spiri aygiiraer 
individually for a specific schoo 
each ad is prepared indivi : = on 
icati i witness this line from a typ 
publication. For instance, pape ert 
l ad: “Many styles designed ex : 
ni (High School) are _— sin pooper 
en pos 
lers.” This type of appeal has be —— 
on rs start of the program because when a0 _ 
tered the school ring phase of the business they oug - 
number of dies from another ware mews going ou 
duced the initial 1 ‘ 
business. The purchase re mek. 
ad enabled the company to guarantee prompt — 
on jewelry to students in a number of local ~ ~. ee 
F oon as a 
Today Barr’s has dies made up as s —— 
When the decision 1 
insignia has been decided upon. 
me grt firm informs the faculty and — - 
son and by ads, that they are prepared to make .- _ 
rompt delivery and back the purchase with a lifeti P 
ns “We are your official jewelers” is the impre 
: (Please turn to page 157) 
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All Styles Available for 
all Phila. Schools © Colleges 
Reading from Left to Right: 


STYLE MF: School seal on genuine onyx or sardonyx. 
10-kt. gold. Date on the sides .. 


STYLE 702: Seal on oval 
ed dates on the sides. E 
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, the thinking behind the whoie 
idea of an overlooked and neglected market for rings and 
colored stone jewelry, the latent desire of the general 
public for these items is evident. Factual proof of this 
desire and the results to be gained when a jeweler uses 
the opportunity to exploit it is given by the experience 
of a Louisville, Ky., jeweler, William Kendrick. 

Kendrick doesn’t have a large store as some jewelry 
stores go today, but it’s up-to-the-minute in its design 
and appointments. His merchandising techniques are as 
modern as his store, however, and his advertising pro- 
cedure is comparable to businesses many times his size. 
A strong believer in the power of advertising, Kendrick 
is one of the most consistent and extensive retail jewelry 
advertisers in Louisville. In addition to his weekly half- 
hour radio program, he uses both city newspapers for 
full-page black and white as well as color ads, sometimes 
taking as much as an entire eight-page section at one 
time. 


Full page ads in color used by Kendrick in Sunday rotogravure section. 
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“We have found that the Sunday rotogravure magazine 
section is our best advertising medium,” Kendrick says. 
“Because of finer reproduction possible in this section 
it is possible to present the featured merchandise to the 
prospective customer in its best detail.” 

This type and volume of advertising has been used by 
Kendrick’s in the promotion of its silver lines and the 
store’s “Silver Budget Club.” For the past several years 
the store has built up a sizable volume in sterling flatware 
and hollowware from both over-the-counter sales as well 
as mail order customers. The latter business comes from 
all parts of the state as well as from neighboring states. 
It is brought in by means of a mail coupon used in 
every Sunday advertisement. Since Kentucky has only 
one major Sunday newspaper, it is possible for the store 
to blanket the state with its advertising. 
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1nd Caan be profitable 


Three years ago Kendrick decided to use the same type 
of advertising procedure to feature exclusively a line of 
jade jewelry. The store’s first display consisted of a 
$450 ring, necklace and bracelet set, and a few other 
selected pieces. Sales volume for the year represented a 
nice addition to the “extra business” column. 

Adding to his line of jade jewelry and continuing to 
give the line regular promotion, Kendrick doubled his 
sales the second year and last year saw another 100 per 
cent increase. 

Today, Kendrick stocks an extensive line of jade 
jewelry. “This is warranted,” he says, “not only by the 
demand which has been built up but also because with a 
few pieces it is impossible to give the proper customer 
buildup.” 


(Please turn to page 151) 























S irr JEWELERS of Hartford, Connecticut, 
are doing an outstanding piece of work in their volume 
selling of emblem and fraternal rings. Every retail 
jeweler will appreciate their success story, especially 
when he can use the same successful formula to bring 
business into his own store. 

Savitt Jewelers are noted for lively publicity items 
that are apt to leave their customers pop-eyed but pleased, 
such as a window full of lemons, each stuck with a foun- 
tain pen, under the slogan, “You can’t write with a 
lemon, so you'd better get one of our pens!” The public 
has loved such stunts, and the sales response has been 
terrific, but this frolicsome activity is not so frolicky 
as it appears. It is the result of studied planning by a 
man who is nationally known for his advertising achieve- 
ments. 

Bill Savitt has received two awards from the Brand 
Names Foundation for promotion of standard brands; 
he has received a United States Treasury Award for the 
sale of Savings Bonds; and the National Award of the 
American National Retail Jewelers’ Association for war 
effort advertising. A great deal of basic thinking goes 
into all of his promotional efforts, and he has been selling 
emblem and fraternal rings by developing a theme of 
dignity and prestige. 

These rings symbolize dignity, Savitt believes, by the 
very nature of the organizations they represent. They 
symbolize the dreams and ideals of men who have joined 
these organizations in order to better serve their fellow 
men. All of us know the tremendous scope of the char- 
itable and humanitarian work done by these organiza- 
tions, big and small. We know the support they give to 
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EMBLEM RINGS 








The successful ring merchandising formula of 
Savitt Jewelers is primarily based on the theme 
of dignity and prestige which are, in many ways, 


associated with emblem and fraternal rings. 


hospitals, orphanages, scholarships, civic activities, etc., 
but we sometimes forget the common, day by day work 
that requires generous personal giving. 

During war time, for instance, members of a certain 
organization completely manned a hospital which wa: 
desperate for lack of help. During their free time, 
anonymously, and without pay, they kept elevators run- 
ning, tended furnaces, and did all sorts of menial work. 
This was no brief stint either, it went on for several years, 
and no one on the outside ever knew the night elevator 
operator was president of an important bank by day, 
nor that the furnace-man was a busy lawyer! Last week, 
in a certain city, 600 members of another organization 
donated blood in a single day as their contribution to a 
present need! And all of these things are done without 
fan-fare, and without desire for public recognition. 


It is natural that men who make up such organization: 
should feel a deep pride in being part of such work, and 
it will help jewelers to do a better job of selling these 
particular customers if they keep in mind the funda- 
mental things symbolized in their emblems. 


Because emblem and fraternal rings are associated 
with prestige, Savitt Jewelers have found that quality 
rings sell best. This holds true, they say, although their 
customer market allegorically ranges all the way from 
cabbages to caviar! They have found that weight is a 
predominant feature in a man’s rings, and that simple, 
tailored designs are the most popular. While this is true, 
there is still a strong demand for lavish rings, and the 
most important factor in building ring sales is—assort- 


ment! 
(Please turn to page 178) 
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Big plum In 
ple—for you! 


and to help you get it 


biggest promotion ever 
for table lighters! 





@ Despite ever-climbing sales of table lighters, year 
after year, only 17% of U.S. families* own a table 
lighter! This means that 83% have yet to acquire their 
first table lighter — through self-purchase or gift. 
Yes...a profitable market...wide open for you! 





Here’‘s how Ronson is stepping-up the 
demand through national promotion in: 


1. Ronson’s “Star of the Family,” featuring Peter Lind 
Hayes and Mary Healy and outstanding guest per- 
formers, over 39 CBS-TV stations, coast to coast. 


2. Hundreds of TV spots in key cities. 


3. Hard selling ads in Life, New Yorker, Saturday Evening 
Post, Look, etc. 


4, Dramatic publicity through press, radio, TV, stage 
and screen. 
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Ronson Gloria. Table lighter 
in polished and satin 

silver plate. $12.25 

plus fax, 


Ronson Crown. Table lighter 
in heavy silver plate, 

Danish modern design. 
$12.25 plus tax. 
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w 83% ‘~~ 


of U.S. families 


= own no table 
Fy lighters 
= 


Here’s how you can get a bigger share: 


1. Spotlight Ronson Table Lighters in your windows and 
cases. 


NO 


. Feature them in your ads. 


3. Offer lights to your customers with a Ronson Table 
Lighter. 


4. Read new handbook “Tested Words that Sell Ronson 
Lighters”... write us for copies for your salespeople. 


5. Make sure you can offer your customers the widest pos- 
sible variety of models. Your Ronson Distributor will 
gladly take your order today. 


ONSON 


WORLD'S GREATEST LIGHTER 


RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 








ONSON TABLE LIGHTERS 


Ronson Mayfair. Pair of 
matching table 

lighters in heavy silver 
plate. $18.25 plus tax. 





Ronson Diana. Table lighter 

in polished and satin silver 
plate, sterling silver monogram 
shield. $9.50 plus tax. 


ONSON ~AMERICA’S FAVORITE, 4 TO 1, OVER ALL OTHER LIGHTERS COMBINED! 


#% According to independent nationwide survey. Majority of these table lighters are Ronsons. 
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RINGS IN GENERAL 











Consistent promotion and merchandising effort on ‘ 
rings has developed a substantial new source of 
profit for Baird-North, Providence, R. I., jewelers, 
and the increased customer traffic has jumped sales 


in many other departments of the store as well, — 


All age groups from children to grownups are 
represented at Baird-North's ring counters. 


B asro-Norrn, Inc., a leading jewelry store 
in Providence, R. 1., has been going after ring sales ag- 
gressively for several years—and getting them. Jack 
Ronson, store manager, says: “Our ring department is 
paying off beyond anything we dreamed. It has become 
one of the best paying departments in the entire store!” 

The development of Baird-North’s ring business has 
been the result of deliberate effort, and they have care- 
fully studied its effectiveness. They are satisfied that they 
have, not only a substantial new source of profit in rings. 
but are sure also that increased store traffic through ring 
promotions has jumped sales in many other departments 
as well. 

This jewelry store, like many others a few years ago, 
was faced with the problem of getting more business, 
and Ronson decided that rings offered the best opportu- 
nity. He recalled that stone rings used to be one of the 
most important departments in every jewelry store, and 
came to the conclusion that ring sales had slumped only 
because rings were no longer being promoted effectively. 
Looking coldly at the ring situation, he decided that 
jewelers had become too caught up with the money angle, 
and had forgotten that most people buy jewelry because 
of sentiment. Here we are, he thought, trying to sell 
people a hunk of metal with a certain carat weight of 
stone stuck in it, because it costs a low number of dollars 
and what they are looking for is something to express 
an emotion. Right then and there, he decided to get 
away from hard, cold dollars and romance the purchase 
of rings. 

Gift-giving occasions through all twelve months of the 
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year were planned for, and Baby Week, Valentine’s Day, | 
Mother’s Day, Father’s Day, Graduations, Anniversaries | 
and Weddings, all came in for extra selling activity di- | 
rected toward the purchases of rings, and the sentimental + 
value of rings. | 
A great deal of their success is felt to be due to the in- © 
dividual approach to each customer group, and in keep: © 
ing ring sections completely departmentalized both within | 
the store and in their ads. In each of their ads, the ap- 
peal is always directed to a specific type of customer, as 7 
in the following examples: BABY IS KING .. . and here | 
is a wee precious gift to cherish for years; HONOR THE © 
GRADUATE ... with an alluring Ballerina ring, the daz- 7 
zling birthstone makes it especially her own; ESPE-" 
CIALLY FOR THE PIGTAIL SET .. . little sub-deb/ 
rings, “Gosh—mommy, a ring just like yours!’ ; A LAST-— 
ING RING FOR THE MASTER MASON .... symbolic of 
the dignity and permanence of his fraternal affiliations; | 
SAY YOU LOVE HER 365 DAYS A YEAR ... for’ 
mother, a genuine cameo ring that speaks of love and _ 
praise for her alone; TWO FAVORITES ... the Favorite} 
Graduate and your Favorite Dad, a lifetime presentation. © 
Windows, too, Baird-North believes, should tell a com- 
plete story, and appeal to one particular income group. | 
“You must decide before dressing the window whether | 
you are appealing to people with a three to five thousand 
dollar income, or whether you intend to get the attention | 
of the twenty-five thousand dollar income group . . . and 
the whole window should talk that way. Your window | 
then becomes a silent salesman, and will not only entice 
(Please turn to page 181) : 
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DIAMOND IMPORTERS 











“Show them a shining bright Easte, 
with silver" was the theme of Lay. 
tons’ window displays last _yegr, 


by W. B. STODDARD 


Easter is Opportunity for Jewelers 


To Stress Gift Angle for All Lines 


in increasing emphasis on the jewelry 
store as the headquarters for gifts in the community has 
been and can only be brought about by the jeweler capi- 
talizing upon every gift occasion. One of these is Easter. 
This dress-up occasion, while it is not one of the jeweler’s 
biggest promotion events, is nevertheless one that can 
mean extra sales for him. Many jewelers use this oppor- 
tunity to feature various items of their merchandise—all 
of it, however, keyed to the gift theme. Here’s some 
pointers on how jewelers in various parts of the country 
promoted Easter in their stores last year. 

A gift for people of all ages was the theme of J. Herbeit 
Hall’s Easter silver window. This Pasadena, California. 
jewelry firm featured a row of silver flatware patterns 
along the top of the display window. In the center, 
fastened to the glass, was a variety of serving pieces. A 
colored card advised, “Easter gifts for gracious living.” 
Off to the side was a plush yellow rabbit and at the other 
end was a duck garbed in check gingham smock and 





A wide assortment of wrist watches was offered as appropriate 
Easter gifts by Bromberg & Co., Birmingham, Alabama, jewelers. 
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Duvals, Gainesville, Florida, used a rabbit with oversized ears 
to attract attention to its varied display of silver merchandise. 


cap. Surrounding the rabbit were silver gifts for dif- 
ferent age groups. One card, for example, read “Easter 
belongs to your little one. Here are useful and thought: 
ful gifts for little men and women in sterling silver—last- 
ing reminders of aunts, uncles, grandparents, and god- 
parents.” 

A large selection of wrist watches along with conven- 
tional Easter symbols were arranged in the display win- 
dow of Bromberg & Co., Birmingham, Alabama. Green 
silk curtains formed the backdrop and decked the floor 
of the window. Several ladies’ diamond watches ranging 
in price from $100 to $500 were displayed. 

The Duval’s window display in Gainesville, Florida, 
proved to be a traffic-stopper. A rabbit, with oversized 
ears two feet long sniffing the fragrance of spring flowers, 
was set on a peach-colored mound. It was surrounded 
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to give or mail to your customers 
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We shoald like to | a Order 1000—free! Or, order several thousand, and get your 
mw FOR, 100, our new 
pec tive of first thousand free. Enclose 75¢ for each additional thousand. 


diamond bracelets. 
clips. ag 0 
any @ | 
es ie To help you sell diamonds . . . these handsome new two- 


moderately priced, and color folders are offered free, as part of the all-out diamond 


because they are an : 
in diamonds, they make advertising and promotion effort 


thrilling lifetime gifts. : . P . 
- They feature diamonds for all gift occasions, give 


important facts about diamonds, invite customers into 
your store. 


They’re sized for bill enclosure use, and counter dis- 
tribution, and space is provided for imprinting your 
name and address. Order 1000, free. Enclose 75¢ for 
each additional thousand. Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th Street, New York 17, N. Y. 


TIE EIN WITH THE ALL-OUT PROMOTION—KEEP DIAMOND SALES COMING YOUR WAY 


De Beers Consolidated Mines, Ltd. 
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by circular plaques which displayed a variety of patterns 
of silver flatware, a silver tray, and a complete coffee 
service. Small silver articles were scattered through the 
window. 

To the feminine sex Easter means new bonnets. Julius 
Goldstein & Sons, Inc., Mobile, Alabama, appealed to this 
female interest by featuring a large hat made of paper 
and trimmed with pansies. The floor was covered with 
billows of*net in all colors of the rainbow. Ecclesiastical} 
jewelry was featured: rosaries, medallions, etc. 

During the pre-Easter season two tables were placed 
each night in front of the large glass doors of Lawtons, 
Orlando, Florida. On one was a rabbit in a dress suit 
holding a big carrot surrounded by a number of silver 
flatware patterns. On the other table was a variety of 
crystal. On the floor there were three open chests of flat- 
ware. In addition, Lawtons featured silver for Easter 
gifts in its window displays. A card read, “Be proud 
always—show them a shining bright Easter with silver.” 

Distinctive newspaper advertising is excellent for sup. 
plementing window displays. Many jewelers have found 
that an outstanding ad emphasizing one type of mer- 
temned deudinc, of chandise can be most effective. For example, last year 
Jacksonville, Florida, Bernard & Grunning, New Orleans, ran an ad that fea- 
ao eer ae ih tured a diamond ring surrounded by a “shower” of fall- 
newspaper advertising. ing diamonds. The catchy ad had the heading, “April 

Showers of Diamonds.” 

Underwood Jewelers, Jacksonville, Florida, advertised 
three diamond rings ranging in price from $250 to $2,250 
with the heading “Eastertime—forever remembered with 
the gift of an Underwood diamond. Easter, day of faith 
and hope—one of the most glorious occasions to symbol- 
ize your future together with the gift of a fine diamond.” 


A big Easter bonnet made of paper and trimmed with pansies was 
used to draw attention to an ecclesiastical jewelry display. 


The Easter theme was carried out in the ad by using a 
background of spring flowers. 

Jacobs Jewelers, Jacksonville, featured several striking 
designs in costume jewelry under the heading, “This 
Easter give her something that will be as lasting as your 
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Silver gifts for people of 
all ages was the theme of 
this Easter window display 
by J. Herbert Hall, Calif. 
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511 Fifth Avenue, New York 17, N. Y. 























Reputation Does Make a Difference! 


Store reputation is indisputably the most potent and 
valuable selling force that a jeweler can have. Howeve;, 
this is not something that comes over night; it must be 
earned, and over a period of years, by a cumulative effort 
of fair and honest dealing in the merchandise sold and to 
the customers to whom it is sold. This is one of the grea!- 
est assets owned by many fine retail jewelers. It is in fact 
the greatest asset the jewelry industry has, one which a 
relatively few unscrupulous merchants use to fatten their 
own pocketbook at the expense of their more honorable 
contemporaries. Once earned a jeweler’s reputation is 
something to be cherished for it is on this factor that 
the future value of his business depends. 

There are many outstanding examples of the truth of 
this statement in the retail jewelry industry today; stores 
that through the years have built and maintained a repu- 
tation for fine merchandise at honest prices. These stores 
today are reaping the benefits of their reputations with a 
business that reaches far beyond their normal trading 
areas, as far as their good reputation is carried. 


QO: such business is that of George T. Brodnax, 
Inc., of Memphis, Tenn. Established in 1897, the Brod- 
nax store today occupies its own seven-floor building at 
the busy corner of Main and Monroe. The store’s motto: 
“A Gift in a Brodnax Box Adds Much to the Gift and 
Nothing to the Price,” is more than just a slogan; it is a 
sales message that reaches out and is acted upon by 
customers in all of the 48 states and from several foreign 
countries as well. 

This fact is borne out by Brodnax’ continuing custom 
of sending out each year a catalog that goes to 100,000 
people in 48 states, Alaska, Puerto Rico, Cuba, Canada 
and Latin America. According to Ira W. Pvron, vice- 
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A prospective customer 
for a watch in Brodnax' 
finds a wide variety of 
fine watches uniformly 
set in tailored trays. 














Brodnax Store Hours: 
™ Thursdey 9:30 te S . eS 





FAMOUS 
WATCHES 


O hae 
ulstanding in Beauty and Performance 


At Brodnax ve) 
you may find 
fi ) one of the faraest 
isles b oe hart be found anywhere in Amence Cr: 4 
—. . & HS? alphabetically ar ica. Liste 
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available at Brodnax 


Bulova 7 
Croton Longines 





Concord Lucien Piccar Patek Phillippe 
Elgin Le Lecoultre , Rolex 
Girard Perregaux Mido toe 
Gruen evade ao Geneve 
@mil mega — 
ae Perreaux Wittnauer 


Wyler 
Brodnax’ Selection of Stainless Steel, gold plated 
$27.50 to $950.00 
Beautifully Styled Diamond Watches 
$71.50 to $3000 and more 


(prices include federal tax) 


” fe Beyiag @ Weteb, The Store 
. ] Sebind the Sele Ig Impeorteat. 


L Pvoonax — 


Ads featuring dependable watches 
have added to Brodnax’ reputation. 


and solid gold watches 








president in charge of advertising, this catalog not only 
is extensively used by these out-of-town and out-of-coun- 
try customers, but it also serves as a handy guide for 
selection by customers in the immediate Memphis area 
who place their in-person and telephone orders according 
to this catalog without even seeing the merchandise 
beforehand. Yes, reputation does make a difference. 


Under the guidance of its president, Albert R. Erskine, 
the store continues to carry out a progressive merchan- 
dising policy that has been established over the years, 

(Please turn to page 177) 
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4 a 8 You can confidently count on the House of Winston to precisely 

I fulfill your stipulated requirements as to weight, quantity, 

' quality and color of the diamonds you need—promptly and 

at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 
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rare jewels of the world 


fy HARRY WINSTON 


7 EAST Sis: STREET, NEW YORK 


OWNERS AND CUTTERS OF THE JONKER AND VARGAS DIAMONDS 


THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR CITY. 












Creating jeweled paintings 
before the very eyes of 
the public never fails to 
attract a large audience 
for ‘artist’ August Klamt. 








He ‘Paints’ with Gems... 


Hu. you ever considered taking up paint- 
ing—that is, painting brilliant pictures with vivid spar- 
kling colors worth many thousands of dollars? Well, skill, 
imagination and dexterity as well as a supply of precious 
stones are required for this fascinating artistry. 

An exhibition of jeweled “paintings” may be seen in a 
window of The Bailey, Banks and Biddle Co., one of 
Philadelphia’s well-known jewelers, founded in 1837. 

A shining, silvered mirror, frosted on one side, forms 
the background. Its smooth surface is superior to the 
roughness of velvet or paper. This mirror is placed in 
the center of the window and the artist stands behind it. 
In this position he faces the passersby and works on an 
upside down version of his designs or pictures. Proceed- 
ing without an outline on the mirror, he carefully picks 
up the various sizes of stones with tweezers. This protects 
them from dulling through handling. Slowly and with 
utmost care, the “artist” creates his picture in stones. 

Local residents are reminded that Lincoln’s birthday 
is approaching when they see a bust of Lincoln formed 
of sapphires, onyx, glittering diamonds and pale aqua- 
marines. The stern lines of the famous face—the high 
forehead and aquiline nose—are faithfully reproduced. 

During the Easter season, crowds invariably gather to 
admire the cross of golden topazes and pale amethysts 
highlighted by the fire of diamonds. 


A favorite painting, one that inevitably attracts base- 
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by DOROTHY R. WATERBURY 


ball fans, is the figure of an important ball player. It is 
composed of sapphires, diamonds, rubies and onyx and 
is a true facsimile of the player. The dark shadows on 
the suit leg are cleverly defined by small sapphires and 
onyx. Fine lines of tiny stones create the illusion of action 
and readiness to “play ball.” 

August C. Klamt is the “artist” and he has designed 
these jeweled pictures for over 16 years. He began work 
at the age of 14 as an apprentice at Tiffany’s, New York. 
His training included sorting, weighing and grading 
precious stones. With this came the study of metals and 
designing of settings. Precision, color values, and un- 
usual combinations were an important part of this minia- 
ture engineering. 

“Do many young people take up this work today?” 
he was asked. 

“No,” Klamt replied, “it is exacting and takes great 
patience. Today, young people think that rapid progress 
is the important thing.” 

In explaining how he works, Klamt remarked that he 
does not count the number of stones to be used; instead 
weight, that is the number of carats, is the determining 
factor. 

“This is the way the stones are kept,” he stated, indi- 

(Please turn to page 182) 
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SERVICE 
TURNS DIAMONDS 
INTO DOLLARS 


No magic used here. We have the diamonds . . . you 
have the customers. Our prompt, dependable service 
turns these diamonds into dollars for you. We've been 
doing it successfully for over fifty years. Try our service 


—and you'll know why. 
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‘Budget-Price’ Promotions Bring 


New Customers and Bigger Sales 


seen 


; special-price promotions are an 
important part of the integrated sales effort at the three 
M. J. Sass jewelry stores in Springfield, Mo. 


Budget purchasing represents over seventy-five per cent 
of the total volume at the store. The firm rarely fails to 
realize fifteen or twenty new accounts from its three 
weekly price promotions, which feature a variety of mass- 
appeal merchandise. 


‘A large portion of our trade is with families on slim 
budgets who buy on small payment plans,” said M. J. 
Sass, a veteran of twenty-five years of retail jewelry ex- 
perience. “There are 15,000 names in the credit files of 
our main store in downtown Springfield. We have 
sharply pruned this register to include 7,000 accredited 
accounts who have a record for prompt payment. 


“To keep these accounts active, and to usher in new 
credit business, we lay heavy stress on direct mail and 
newspaper special items, which, because they have been 
purchased at reduced prices from manufacturers and 
distributors, are offered at sharp discounts.” 

“In pursuing this program,” he added, “we have set 
up certain definite policies which eliminate the ill-will 
which can result from such tactics. In the first instance, 
we feature merchandise which is not usually carried in 
regular stock, so an order offered at a discount one day is 
not marked up at its regular price the next. 
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Manager Sass tells staff how 
to stress current promotional 
item. Special-price emphasis 
is keynote to building volume. 





by GRIER LOWRY 





“We select only popular, top-line merchandise for 


the promotion. Everything is pitched to quality. We 


oF 





(Please turn to page 179) 
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Sass store is located in a busy downtown business section. 
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SY 140 dias. $3000 







W1982 
109 dias. $1500 













for those who desire the finest. 








A magnificent collection of specially 





priced platinum and diamond watches 


FW 2062 54 dias. $1100 





with guaranteed jewelled movements. 
Available on consignment for 


your special requirements. 


Raymond Abrahams 
551 Fifth Avenue, New York 17, N.Y. VAnderbilt 6-0457 
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Mrs. Richards, behind counter, 
shows a customer the gift dis- 
play selected by a bride-to-be. 
The customer is then urged to 
buy an item outright or to con- 
tribute a set sum on a purchase. 


by MAYDEL MASSEY 





Cooperative Purchasing Plan 


Aimed at Follow-up Sales 


I, Is the belief of J. M. Eller, jeweler and 
watch repair shop owner of Mexia, Texas, that one 
jewelry store should handle all the merchandise wants 
of a customer from the cradle to the golden wedding anni- 
versary. To accomplish this, Eller initiated a merchandis- 
ing plan which results not only in single jewelry sales but 
in follow-up sales as well. This planned program is 
responsible for the store’s present high volume of silver, 
china, crystal and giftware sales. 

His plan, though lacking a specific name, might be 





J. M. Eller, left, originator of the cooperative purchasing 
plan, is seen in the watch repair department of the store. 


122 


When the bride-to-be makes her pattern selections, 
the store cooperates by setting up a counter display 
featuring these items to stimulate purchases by 


friends and relatives. 


called “cooperative purchasing.” It is a plan calculated 
to please the person for whom the gift is intended, as well 
as the purchaser, and to make it convenient for all con- 
cerned. 

The plan begins by urging, either through sales talks 
or advertising, that his youngest customers start collec: 
tions of favorite sterling and jewelry items. An excellent 
time to suggest this is high school graduation time, when 
many youngsters are about to acquire their first watch 
or valuable piece of jewelry. 

“Why be content to sell the young graduate just one 
item, usually paid for by parents or close relations?” 
asks Eller. “Why not make it possible for every person 
planning to give a graduation gift to select something 
which is sure to please and sure to keep your customer 
coming back year after year?” 

The plan is aimed more toward the ladies. Most girls, 
by the time they have reached the age of high school 
graduation, have settled in their own minds what pattern 
of sterling silver they most want to own. This is the 
time to sell them a start on their silver. 

“Once the girl makes her selection we do the rest to 

(Please turn to page 174) 
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Mrs. Morrison, owner, selected 
this novel front which permits 
passers-by to view the store's 
interior from the street. The 
design combines both the open- 
front idea with the modern eye- 
level jewelry window displays. 


‘Leave it to the Girls’... 


After 30 years of successful operation in one location, the female adminis- 


trators of this jewelry store felt uneasy about moving to a new address and 


a modern store. However, time has proven the ladies did the right thing. 


 _— THE PREDOMINANCE of men in the 
jewelry business, members of the “gentle” sex fare rather 
well for themselves, too. Take the case of Mrs. Laura D. 
Morrison, owner of Morrison Jewelry, Great Bend, Kan- 
sas. Not only does she own the store, but women over- 
whelmingly predominate in the administrative and sales 
positions. 

One lone, but apparently very content, young man is 
on the sales staff and he specializes in watch and diamond 
sales. With this man, however, the male sphere of influ- 
ence in this mid-western jewelry store ends. Mrs. Morri- 
son prefers a lady to assist brides in their choice of silver, 


Over 1700 people came to view the 
new home of Morrison Jewelry on the 
first day of the opening and they 
were impressed with what they saw. 


124 


glass, and china. Only a woman, she feels, can be en- 
thusiastic and understanding about another woman's 
wedding. Then again, Mrs. Morrison believes that young 
male customers are more disposed to be influenced by 
the judgment of female sales personnel. 

Assisting Mrs. Morrison in administrative duties are 
Miss Irene Kell, store manager, and Miss Valeria Kell, 
both of whom are sisters to Mrs. Morrison. Members of 
the sales staff include Mrs. Muriel Shaffer and Mrs. 
Dorothy Unruh. 

Mrs. Morrison and her late husband, Clarence E. Morri- 

(Please turn to page 175) 
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Dallas 
311 South Akard St. WD Lagniate or 
eA BAUMGOLD 
220 West Sth St. + 
— 62 WEST 47th STREET, NEW YORK CITY, N. Y. 
oie Brothers. Ine. 
M | Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 
Melee Plant: 





305 East 45th Street, N. Y. C. 
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‘““Keepsake Much Easier to Sell,” 
Reports Jeweler Carl Durham 


Carl Durham 
: Durham’s Jewelry, 
ena neln xo? Safford, Arizona 
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Jeweler in Safford, Arizona, Reaps Volume 
fom Extensive Area by Featuring Keepsake 








Only Keepsake Offers You 
All These Big Selling Advantages 


V Saleability—Nationally Adver- ¥ Keepsake prices are nationally 
tised by the biggest campaign in established. 
d- ings. . ' 
PD V Exchange privilege is assured if 
V The strongest Guarantee in the turned in later on a Keepsake of 
trade . . . gives every Keepsake cus- greater value. 


tomer written proof of quality. VG i eae 
uaranteed by the Good House- 


oY The words “‘guaranteed regis- keeping Institute. 


tered perfect gem’’ appear on the 
Keepsake Tag. 






<e > Uma Or 


F beanie’ by = 
Good Housekeeping 


wor as Adveatisto ree 







Some new Keepsake Franchises will he available in certain areas. Your inquiry is invited concerning the 
availability of a Franchise in your area. 
A. H. POND CO., INC., SYRACUSE 2, N. Y. 
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|. "Pageant,"’ a Telechron electric wall clock for 
kitchen use. It is color styled in flame red, sun- 
shine yellow, mint green, and azure blue. It has a 
large wide-angle vision crystal for easy reading. 


2. Introducing a new Gruen bracelet watch from the 
“Caressable” series. Shown here is the “Caressable 
Deluxe" in its attractively designed display box. 


3. No wires, no electricity, no winding are fea- 
tures of this Swiss clock. One ordinary flashlight 
battery of I'/2 volts winds the clock every 3 minutes 
by impulses. Aristo Import Co., N. Y. $90 Keystone. 


4. Brettons "Long and Short'' assortments of watch 
bands are designed to go with watches by Hamilton, 
Bulova, Gruen and Elgin. Address all inquiries to 
Bruner-Ritter, Inc., 630 Fifth Ave., N. Y. 20, N. Y. 


5. Trylon treatment of markers and hands is carried 
through in four-faceted crystal as well as in both 
the endpieces and the Hadley expansion band. From 
Elgin National Watch Co. Priced at $69.50, F.T.I. 


6. The unique feature of the "Enhance" watch band 
by Flex-Let is the design of the ends which make a 
close fit with either ring or bar-type watch ends. 
“Enhance” retails at $10.95, federal tax included. 


7. Goldenair-style Admiral watch bracelet by M.F.G. 
Watch Band Co., N. Y. Designated Goldenair No. 501, 
it features an open link design. Each bracelet is 
individually packaged in a lucite cover gift box. 
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WHY YOU PROFIT 
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aCEC FRANCHISE 


MORE WITH A . 





Mr. Jones—Jeweler .... {% carat $200.00 





Mr. Smith—Jeweler .... carat 8200.00 


Mr. Kelly—Jeweler .... % carat 8200.00 


By this time the customer is confused... 
has lost faith in the diamonds she has seen 


and questions the integrity of the jeweler. 


_$ Oo —-— 1 eS ™= = S&S co 


But Mr. Smart, a Multi-Facet Jeweler makes a sure sale—beeause the diamond HE shows 


has identity—40 extra patented girdle facets that are functional and easy to demonstrate. 


PLUS... 


@ assurance of quality 





@ creater appearance of size DULL UNCUT GIRDLE 





@ oreater fire and brilliance K 
e beautifully styled, more secure setting ; \ 
QS 


@ protection against chippin /  S N 
racimceiiae | PSS 


~ — R 


MULTI-FACET GIRDLE 














Multi-Facet Diamonds are sold by franchised Jewelers. Write today for details 


and booklet showing complete line of Multi- Facet Solitaires and Matched Sets 


THE MULTI-FACET COMPANY 666 FIFTH AVENUE, NEW YORK 19, N.Y. 
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1. A smart, new cover bracelet watch designed by A. 
Blumstein. This unusual Lucien Piccard bracelet 
watch is encased in white gold, set with diamonds. 


2. "Fieldston" is appropriate for either contem- 
porary or modern rooms. Cabinet in mahogany finish, 
base is in black. The dial is in mat silverplate. 
By Seth Thomas, retails at $35, not including tax. 


3. A self-winding Eterna-Matic man's pocket watch 
with an unusual transparent back. It has a brushed 
stainless steel finish. Retails at $71.50, F.T.I. 


4. "Python," a three-quarter inch wide watch band 
by the Marvel Jewelry Mfg. Co., Providence, R. I. 
Smartly boxed, it retails at $10.95, tax included. 


5. Designed for men of action, this Speidel Ident 
bracelet has removable nameplate for easy engrav- 
ing. It is priced at $17.95, federal tax included. 


6. The "Explorer," combination jeweled compass and 
wrist watch, tells time and direction. Priced to 
retail at $5.95. By Bradley Time Corp., New York. 


7. A sports watch featuring the continental trend 
to leather attachments is this Lady Elgin. Move- 
ment is encased in a 14-karat gold filled case, 
fitted with high curved crystal. Priced at $71.50. 
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have done it!” 


IMPERIAL could 











THE WORLD'S 
FINEST CULTURED 
PEARLS are also 
AMERICA’S 

MOST PUBLICIZED 
CULTURED PEARLS 


From coast to coast—from Canada to the Gulf—and through Continental Europe, NEWSPAPERS, MAGAZINES, 













TELEVISION STATIONS, RADIO NETWORKS and NEWSREELS are publicizing this fabulous $100,000 IMPERIAL CULTURED 
PEARL GOWN and paying tribute to Imperial Pearl Syndicate for donating it to the cause of THE DAMON RUNYON 
MEMORIAL FUND FOR CANCER RESEARCH . . . 100,000,000 people will see it, hear about it, or read about it! ... Worn 
by Gloria Swanson, Nina Foch and other prominent stars at special showings, this celebrated gown is helping 
to raise huge sums of money for this important work ... After a nation-wide tour, the pearls will be stripped 


from the gown and sold, with the entire proceeds going to the Fund. 


A limited number of showings are available to 
retail jewelers. It will attract thousands of people to YOUR STORE. 


Write or wire immediately for details. 





IMPERIAL PEARL SYNDICATE | % seu «tou #— 


it will t 
World's Largest Importer of World's Finest Cultured Pearls aati, ted y ou to become 
an Imperial Cultured 





CHICAGO: 5 North Wabash Avenue, DEarborn 22844 © NEW YORK: 607 Fifth Avenue, Plaza 98-1076 
DETROIT: 914 Michigan Theatre Bldg., WOodward 2-1300 © LOS ANGELES: 607 So. Hill St., TUcker 6159 Pearl Jeweler. 
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! Romance of Rings 


(From page 91) 


At first, the ring was worn only on one’s birthday and 
to wear it any other way was almost a sacrilege. Not to 
wear one was considered dishonorable. 

Wait a minute! That’s not all. With gold becoming 
more plentiful, jewelers prevailed upon the lawmakers 
to permit slaves to wear only iron rings while freemen 
could wear gold rings as a mark of citizenship. What 
happened? Everybody who previously wore an iron ring 
got rid of it for fear of being mistaken for a slave and 
bought a gold ring. And since gladiators and heroes 
were now without a distinctive mark, they were provided 
special colored stone rings—and the art of elaborately 
chased rings with precious gems was given another boost. 
Meanwhile, men of noble birth had no distinctive ring 
so the jewelers conceived special family crest, signet and 
emblem rings. The appeal of this was such that soon 
every social-minded person in Rome began ordering 
family crest or signet or emblem rings. 

Today, we are inclined to think of the Romans simply 
as innovators of customs, creators of traditions. But there 
is one very important fact to keep in mind: they inno- 
vated and created because they were primarily concerned 
with selling rings. 

The alert merchandising and promotion ideas of the 
Romans paid off, not only for them but for jewelers 
throughout the ensuing decades and centuries. By the 


lime we come to the Middle Ages we find the jewelers 
had learned the historical lessons of their trade so welj 
that they improvised new merchandising ideas of their 
own. They turned to superstition at a time when super- 
stition was prevalent throughout the world. 

They began to attribute to various colored gems cer. 
tain powers. The emerald, for instance, was said to be 
an enemy of all impurity. The topaz freed men’s minds 
from passion and sorrow. The agate was good agains 
poisons. The sapphire not only was an antidote for 
poison but “pacified all enemies. The opal was believed 
to be wonderful for eyesight. The carnelian protected 
a man against witchcraft. Jasper preserved men from 
drowning. The turquoise preserved men “from falls and 
bruises.” The coral (worn in a ring) prevented night. 
mares. 


SUPERSTITION STILL A FACTOR IN 20TH CENTURY 


Superstitions? Certainly—and they persist in varying 
degrees in all parts of the world to this day. We may 
laugh at them, but let us not overlook the point that in 
an age when superstition was rife, the jewelers applied 
it to the merchandising and promotion of rings. Those 
jewelers may or may not have been superstitious, them- 
selves—but they weren't dumb. 

Indeed, as we move out of the dark of the Middle Ages 
and into the sixteenth century. we find a new generation 
of jewelers improvising on the same idea. There were 
rings to cure epilepsy (a piece of an elk hoof set in a 
ring). to prevent rabies or hydrophobia, to ward off 
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insomnia and nervousness, to stop hemorrhages, to pre- 
vent or cure cramps—cramp rings were popular right 
into the nineteenth century—and for every medical aid 
conceivable. 

Don’t laugh at that, either! It wasn’t so very long ago 
—during the present century—when rheumatism rings 
were sold in the United States and, in fact, were in con- 
siderable demand. If the younger generation of jewelers 
doubts this it is only necessary to scan ring manufac- 
turers’ catalogs hardly more than twenty-five or thirty 
years old and find them offering supplies of rheumatism 
rings which, to quote one advertisement, “generates, with 
the heat and moisture of the finger, a mild current of 
electricity which stimulates the circulation of the blood, 
dissolves the acidily of the blood and removes rheum- 
atism”—price, $5.00 a dozen, wholesale. 

Even the various types of rings aiready cited don’t 
entirely reveal the ingenuity shown by jewelers through 
the ages in merchandising their wares. We are hardly in 
sympthy, of course, with the famous “poison” rings worn 
by the Borgias, by such warriors as Hannibal and others, 
for use in case of capture. But those depressing circlets 
had their charming opposites — “perfume” rings — in 
which the hollow bezel of the ring stored perfume instead 
of poison. 

There also were such unusual types as “memorial” 
rings and “posy” rings. Memorial rings often were 
struck off to honor some hero, such as England’s Nelson; 
in fact, many of the queens of England bequeathed such 
rings to their faithful retinues. But a more pleasant 
vogue was the “posy” ring. This was popular from the 


Middle Ages until the middle of the nineteenth century. 
Most of such rings had “posies” or poems or mottogs 
inscribed on them. Some of them were amusing, |p 
1753 a man named John Thomas of London, who already 
had been married four times, became engaged; for the 
occasion he had inscribed on the girl’s engagement ring 
this legend: 

“If 1 survive, 

I'll make thee five.” 

To cite a few others at random: 
“The sight of this, 
Deserves a kiss.” 


“As long as life, 
Your loving Wife.” 


“In thee a flame, 
In me the same.” 

What happened to all these types of rings and ring. 
wearing customs? The answer of the modern jeweler is 
apt to be that this sophisticated age could not accept the 
cramp rings, the epilepsy rings, the hydrophobia rings, 
the poison, perfume, memorial or even posy rings. There- 
fore, your modern jeweler very likely will explain, it is 
ridiculous to attempt to perpetuate in this day and age 
the superstitions which served the jewelers of old so well. 

A sound observation—but there is one significant flaw 
in it. The modern jeweler—the jeweler of the past three 
or four decades—not only ignored the rings of super- 
stition, which was understandable, but he became in. 
different to the merchandising of the rings of sentiment 
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(half pearls) 


£1. LEVKOV 


565 FIFTH AVENUE at 46th 
NEW YORK 17, N. Y. 
TELEPHONE: PLaza 3-9727 
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THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


LE (OULTRE 


GAVE YOU ONE OF THE MOST POWERFUL 
ADVERTISING CAMPAIGNS IN THE INDUSTRY 
IN LIFE MAGAZINE! 


_ 
Reaching almost 24 million readers in every issue—eight 
separate weeks, preceding your greatest selling periods, found 
; 7 e full pages of exciting news about The Most Exceptional 
ATMOS—Perpetual motion in a clock! Exclusively Watches and Clocks In All The World in LIFE magazine. 


LeCoultre! Runs silently, accurately, powered only LeCoultre will be back in LIFE in 1952—more powerfully 
by unfailing daily changes of temperature. ATMOS, than ever! But that is not all—to bring you more and more 
in its handsome case of crystal and gilt, inspires profit-building customers, LeCoultre advertising will be seen 
desire for possession. 9} x 8} x 6} inches. $175. in other leading national magazines. 
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LECOULTRE WRIST ALARM. Only LeCoultre LECOULTRE FUTUREMATIC—The Watch of Tomorrow! Ex- 
makes a complete line of fine specialty watches, clusively LeCoultre! 100% automatic, it has no winding stem! 
: smartly designed. Both sight and hearing clinch Cannot run down, can’t overwind. Engineered to be the most 

the sale of a Wrist Alarm to an absent-minded man. accurate automatic watch in the world today. With a LeCoultre 
Precision made to highest accuracy standards. Gold- exclusive back-setting stem, it may be set to the exact second. 


filled, $99.50; moisture-proof, $110; 18K, $235. Hand-finished gold-filled case, $99.50; In 14K gold case, $165. 






LECOULTRE CALENDAR MOONPHASE. An- LECOULTRE MATCHING WATCHES. Nobody but LeCoultre 
other exciting example of LeCoultre precision and can offer a full and complete line of dramatically matching 
improvement of design in specialty watches. All the watches for “him” and “her” in smartly created twin styles. 
facts of time at a single glance—second, moment, “Sultan” and “Sultana” offer one of these new and captivating 
hour; day, date, month and phase of moon. Hand- choices that clinch the “double sale’ you may always make, 
finished goldfilled case, $99.50; 14K gold, $150. where otherwise you make only one. Gold-filled case, $71.50 each. 
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—the colored stone rings, the natal or birthstone rings, 
the signet rings and the emblem rings. There may be 
no room today for superstition, but there is plenty of 
room for romance, custom, tradition, sentiment, beauty 
and prestige. 

He might have these rings on his shelves or in stock—~ 
sometimes—but he allowed the public to become indil- 
ferent to customs and traditions that had sound merchan- 
dising and sale possibilities. Look through the jewelry 
consumer advertisements placed in the past three or four 
decades by retailers and manufacturers, study their mer- 
chandising methods and their window displays and their 
in-store promotion during the same period. What do you 
find ? 

You find that the romance, glamor, sentiment and 
prestige of colored stones, of signet rings and of emblem 
rings—all of which the Romans had built up and suc- 
ceeding generations of jewelers had perpetuated—were 
almost non-existent. All those emotional factors were 
reserved for engagement and wedding rings. As for the 
others—the colored stones, the signets and the emblems— 
the average jeweler’s attitude seemed to be a paraphrase 
of Gertrude Stein: “A ring is a ring is a ring.” 


PROFIT BY EXPERIENCES OF THE PAST 


It might be well, therefore, to take a closer look at the 
historical methods of merchandising colored stones, 
signet and emblem rings to discover where the modern 
jeweler may be losing out in not attempting, at least, io 
profit by the experience of the past. 


Consider colored stone rings, for example. Although 
we have seen that the first stone rings of the ancient 
Romans were created only for men, jewelers of later con. 
turies popularized them as prized possessions for women. 
To make natal rings more attractive to women, mer- 
chants popularized the idea of having a flower presented 
with the ring—the Flower of the Month. They also pre. 
sented with such rings, a Horoscope of the Month, a 
Sentiment of the Month. Rings containing small, colored 
stones also were presented to children on their birthdays, 
The attitude of the jewelers of old was: everybody was 
born, therefore everybody has a birthday, therefore 
everybody should have a birthday or natal ring. What- 
ever happened to that custom? 


SIGNET RING A MARK OF AUTHORITY 


Now, consider signet rings. Until about three decades 
ago signet rings were extremely popular among all ages 
of men, including boys in their teens. It carried the 
appeal of dignity, prestige and personal identification and 
that is because it had a most honorable and impressive 
past. 

Once—as a seal—it was the ring of authority. It was 
the most honored ring on a man’s finger—not only with 
kings and noblemen but average men of business and of 
the professions. From the middle ages on it bore family 
crests or initials. Some signet rings today still carry the 
family crest. One of the most famous was a heavy, gold 
circlet set with a bloodstone upon which was engraved 
the family crest of the Roosevelt family. It was worn on 
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of Fine 


PRECIOUS STONES 


a 
Rubies, Star Rubies, Sapphires 
Star Sapphires, Emeralds, Catseyes 
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Loose or in exclusively designed 


Platinum Diamond mountings 
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610 FIFTH AVE., Rockefeller Center, New York 
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e Inquiries for special orders invited. 


e 33 years of service to leading jewelers. 
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Here is a quality Star for a discriminating 





BEAUTY OF 


HAVE 


clientele available at a modest cost. 


ENHANCED 


inde iin 


Many of the country’s finest manufac- 


these beautiful Stars. 


turers of quality mountings have devel- 
oped completely rounded lines of rings, 
bracelets and cuff links mounted with 


Place your orders 


through them. Bring your stock up-to- 


date. Today! 





Distributor 


580 FIFTH AVENUE . 


Telephone: COlumbus 5-2656 


NEW YORK 


19, 


WINSON 


N. Y. 
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“LINDE STARS 
Can Take the Lead in Your Ring Parade 






Mysterious stars moving in the deep Indian blue dome of sapphire, 
and in the fabulously rich Burma red of ruby set these loveliest 
and most fascinating of gems apart from all other ring stones. 

LINDE Synthetics are “naturals” around which to build your ring promotion 
...as gifts for women who love the unusual, for men who insist upon quiet 
elegance...asroyalengagementstones, and as birthstones for September and July. 

Stars are in the news ... sales of LINDE Star rings more than doubled 
last year. The manufacturers listed on the next page will be glad to 
show you how to get your share of this profitable market. Ask them for 


newspaper mats and envelope-size folders. 
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“LINDE” Stars appropriately mounted in rings and other 


jewelry are available from these famous manufacturers. 


New York City 


Samuel Abramson 

Baden and Foss, Inc. 

Coronet Jewelry Mfg. Co., Inc 
Fidelman-Danziger 

J. & H. Flyer, Inc. 
Goldstein-Gerson Co. 

B. and E. J. Gross Co., Inc. 
Harry Guise 

H. Hailparn and Co. 

Oscar Heyman and Bros., | nc; 
B. F. Hirsch, Inc. 

ide Jewelry Co., Inc. 

Kahn and Company 

Morris Kaplan and Sons 
Knight Mfg. Co., Inc. 

Kritzer, Stern and Klein, Inc. 
Malenka-Saga Co., Inc. 
Modern Classics by Mossalone 
R. Pearlman, Inc. 

K. Polishook & Son Corp. 
Rosenthal and Kaplan 
Rothman and Schneider, Inc. 
David Sarkin, Inc. 

Skalet Manufacturing Co.. Inc. 
J. Schliff and Sons 
Untermeyer, Robbins and Co., Inc; 
Wilberg Jewelry Corp. 


Buffalo 


Benstock Ring Mfg. Co., Inc: 
Bock-Lewis Co. 

Peisachow Jewelry Co., Inc. 
M.A. Reich and Co. 

Star Ring Mfg. Co., Inc. 

B. Tanenbaum & Co., inc. 


Chicago 

Hirsch and Oppenheimer 

B. Leader and Sons 

J. Milhening, Inc. 

Rubenstein Brothers Jewelry Co. 
Wendell & Co. 


Cleveland 
Grof Manufacturing Co., Inc. 


Dayton, Ohio 
Henry F. Shelow 


Detroit 


Traub Manufacturing Co., Inc 


Indianapolis 
Goodman and Co. 


Los Angeles 
Aelred's 


Newark, N. J. 

Church and Co., Inc. 

F. and F. Felger, Inc. 

Jones and Woodland Co., Inc; 
Larter and Sons, Inc. 
Shiman Manufacturing Co, 


Philadelphia 
Byard F. Brogan 


Pittsburgh 
Helm and Hahn Co. 


Toronto, Ontario 
Libman and Shaw 
Lorie Limited 


tp Jredble Dye 


Star Sapphire and Star Ruby Comparison Chart 





LINDE" SYNTHETIC 


NATURAL 








Basic Chemical Composition 
Physical Form 

Crystal System 

Hardness 

Color of Stone 


Coloring Agent 
Color of Star 
Couse of Star Effect 


Type of Star 
Specific Gravity 
Refractive Index 
Dichroism 

Melting Point, “F. 





Aluminum Oxide 

Single Crystal 

Hexagonal 

9.0 

Silky Blue or 
Silky Red 

Metallic Oxides 

Miiky 

Silky Oriented 
Inclusions 

6 Rays 

3.99 
1.76—1.77 

Strong 

3700 





Aluminum Oxide 

Single Crystal 

Hexagonal 

90 

Sitky Blue or 
Silky Red 
Metallic Oxides 

Milky 

Silky Oriented 
Inclusions 

6 Rays 

3.99 
1.76—I.77 
Strong 

3700 


The Term “LINDE” is a trade-mark of Union Carbide and Carbon Corporation 
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are distributed by 
MAX DURAFFOURG 

GhM Company 
976 Fifth Avenue 
New York 19, N. Y. 

x 
CHARLES F. WINSON 
GEMS 

580 Fifth Avenue 
New York 19, N. Y. 
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the little finger of the left hand of the late President 
Franklin Delano Roosevelt. 

The signet ring goes back to the beginnings of ring 
history. It antedates virtually all other rings. Originally. 
it was a means of identification. We think of it today 
mostly in terms of male identification. Actually, through 
many centuries, it was worn by children and women as 
well. Early in the Middle Ages women began to wear 
them. One of the most famous of these rings was the 
signet ring of Berteildis, a wife of Dagobert I (602-638). 
Until her time queens did not wear signets. She encour- 
aged other noble ladies to wear them and soon the 
fashion filtered down to the lower ranks and signets were 
worn by all women who could afford one. 


BRIDAL RINGS EVOLVED FROM THE SIGNET 


As a matter of fact it was the signet ring for women 
that evolved into the betrothal and wedding rings. A 
signet ring, when presented to a girl betrothed, originally 
signified that she was destined to be in charge of the 
household goods of her future husband. If presented to 
a bride it meant she could pay her grocery and butcher 
bills merely by impressing the signet upon .the bill— 
papa took care of the rest... . “He gives a gold ring,” 
wrote St. Clement, “not for ornament, but that she may 
with it seal up what has to be kept safe. as the care of 
keeping the house belongs to her.” 

As for men’s signet rings they always carried a certain 
amount of prestige. The Greeks created the signet ring 
as a seal and through the centuries it was regarded as a 





“seal ring.” Alexander the Great used two seal rings, 
one his own, the Great Seal as King of Macedonia, the 
other the seal of Darius III, which Alexander used after 
he had completed his Persian conquests but felt he had 
still more worlds to conquer. 

During the Hellenistic period many types of stones 
were used on which inscriptions and initials were en- 
graved. One of the most famous signet rings of history 
was that worn by Elizabeth, the Queen of England. She 
presented it to her favorite at the time, Robert Devereux, 
second Earl of Essex, and informed him that so long 
as he had this ring and showed it upon necessary oc- 
casions he was to be free from any danger or distress. 
Later the Queen went back on her word and consented 
to the Earl’s death. in spite of the ring. But then, you 
couldn’t rely much on Queen Elizabeth’s word, since she 
previously had failed to honor a pledge implied in one 
of the signet rings she gave Mary Queen of Scots. She 
double-crossed Mary, in spite of the signet. and sent her 
to her death. 


ACHIEVEMENTS RECORDED ON RINGS 


Famous personages of the past always saw to it that 
objects of special significance were engraved in their 
rings. Pompey, the great general, had placed on one 
of his rings emblems of his three victories in Europe, 
Asia and Africa. After his murder, the Roman senate 
refused to credit the news of Pompey’s death unti! 
Caesar produced before them Pompey’s seal ring. Julius 
Caesar's own ring bore a representation of an armed 























GUARD RINGS 


in all genuine birthstones 





and in eight different styles. 


Large selection of genuine ruby, 
sapphire and emerald guard 
rings in stock. Also with syn- 
thetic and imitation stones. 
Memorandum Selections gladly submitted. 


Ast for circular 


REPRESENTATIVES 


CHICAGO—Louis N. Rose, 29 East Madison St. 
MID-WEST—Herman Epstein 


PACIFIC COAST—Slaudt-Cannon Agency 
315 West Fifth St., Los Angeles 


¢e DIAMOND PLATINUM 


¢ DIAMOND PLATINUM 


e SINGLE STONE 






(228 East 45th Street 


WEDDING RINGS 
DINNER RINGS 


ENGAGEMENT RINGS 


New Designs are constantly being added 
to our already vast array of styles. Our 
fine quality craftsmanship speaks for itself. 


7 Serving the: Seweiry Trade since i 920 : 
New York 17, N. ¥.. 


Members of Ameri — Gem Society a... Pied 
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CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS * 


LEONARD ROSENTHAL, 


CULTURED PEARLS 


eFine quality pearl necklaces at all prices. 


CULTURED PEARLS * CULTURED PEARLS ° 


eUndrilled cultured pearls. 


e Graduated assortments. 


610 FIFTH AVENUE 
NEW YORK 20, N. Y. 


CABLE ADDRESS: LEOROSTHAL 


eSTYVdd GIYNLING © STYVAd GIAYNLINGI » SIYVAd GIYNLING « SIYVAd GIYNLING 


“CULTURED PEARLS © CULTURED PEARLS »° 


CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS 
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Venus; Alexander the Great had one with a portrait of 
himself; many Greeks used seal rings with a portrait of 
Helen; the inhabitants of Heraclia, a Hercules. In 1810 
a poor laborer’s wife found upon the surface of a mill 
adjoining the churchyard in Stratford, England, a gold 
ring bearing the intials W.S. It is believed to have 
belonged to William Shakespeare. 

The significant fact about all this is that the jewelers of 
other ages did not allow the public for one minute to for- 
get the importance of the signet. They had no advertising 
agencies or publicity representatives but they used every 
subtle means at their command to stress to the public 
the importance of signet rings to the great men ana 
ladies of the land. They saw to it, also, that the ring 
styles and customs accepted by people at the top filtered 
down into the consciousness of the average man and 
woman. They made the signet ring an object of glamor 
and romance and prestige. Human nature and human 
vanity did the rest. 


SYMBOLS OF AUTHORITY 


The emblem ring is another example of the ingenuily 
and resourcefulness shown by the jewelers of old. His- 
tory tells us, of course, that kings and other rulers of the 
past had their private royal jewelers. To these artisans 
the modern jewelry industry owes very much, indeed, for 
the emblem ring. They thought of rings as symbols or 
emblems and so conceived, first of all, coronet rings for 
their royal bosses. These rings, with the crown, the 
scepter and the Great Seal, became symbols of authority. 

Then, as the records of heraldry show, when the kings 








decided to honor certain individuals, they made they 
knights or members of a high royal order—and here 
again the royal jewelers showed their adroitness. They 
now created rings symbolic of the honor of knighthood 
bestowed upon subjects of the king. One of the oldes 
and most famous is the Most Noble Order of the Garter. 
instituted by King Edward III of England in the yea; 
1344. | 

There are other famous ones. ‘To mention a few: The 
Most Ancient Order of the Thistle, originated in Seot. 
land; the Most Illustrious Order of St. Patrick, organized 
in Ireland in 1783; the Order of St. Stephen, the Military 
Order of Maria Theresa in Germany; the Order of the 
lephant in Denmark; the Order of Malta (or Knights 
of St. John) in Jerusalem, and the Order of the Knigits 
Templar. 

These royal rings were the inspiration for all the fra. 
ternal, lodge, fraternity, sorority, and class rings worn 
by hundreds of thousands of men and women in America 
and elsewhere in the world today. New organizations 
arose, not necessarily with royal sanction, but each of 
them had their special emblem ring. 

In the nineteenth century social, fraternal and insur. 
ance “knighthoods” began to spring up in England and 
on the European continent and spread to the United 
States. With them the emblem ring burst into overwhelm. 
ing popularity. There were special emblem rings for 
the Moose, the Masons, the Elks, the Knights of Malta, 
of Pythias, of Columbus, of the Maccabees, of the 
Knights Templar of the U. S., of the Odd Fellows, the 
Red Men, the Eagles, Woodmen of the World, Indepen. 











CHATHAM 


EMERALDS 


FOR THE FIRST TIME true Synthetic Emeralds are available in sizes from 


l4 carat to 4 carats in emerald cut and cabochon. 


This new Synthetic Emerald will satisfy the most exacting customer. The stone 


is IDENTICAL WITH THE NATURAL EMERALD in every respect at a 


fraction of the cost. 


Full page color spreads have appeared in Collier’s and Fortune. The discovery 
was also written up in an article in the Reader’s Digest. National publicity is 


coming in the Jewelry Industry Council’s colored stone ring campaign. 


These Synthetic Emeralds are grown by Carroll F. Chatham in a process produc- 


ing crystals which we cut into finished stones. 


The crystals are not mass produced and cut stones necessarily are limited in 


number. 


Sole American Source for Cut Chatham Emeralds 


JAMES A. DRILLING COMPANY, Inc. 


2 West 46th Street 
| Luxemburg 2-1426 





New York 36, N. Y. 
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can up your ring sales 


The finer design and craftsmanship characteristic 
of Church rings (in fact, a// Church jewelry) 

are recognized even by the layman whose interpretation 
is richness, beauty, quality. 

This assures not mere acceptance, 

but decided preference, which, in turn, 

means far more customers will actually buy, 

far less will “just look”. 

In addition to rings illustrated, 

the comprehensive Church line includes 

other stone, signet and emblem rings 

for men and women, and a variety 

of children’s rings. 

Remember... to UP ring sales and RING UP 
sales, stock rings by Church. 


#2688 14K. Onyx & 
Diamond ring 


#5060 10K. Onyx ring 
e #2865 14K. Opal ring 
#8014 10K. Signet ring 
#2810 14K. Amethyst 













ring 

#5100 14K. Syn. Ruby 

ring 

Plan now to increase #2889 14K. Eastern 
your ring sales the year Star ring 










#2000 10K. Onyx 
Applied Masonic & 
Diamond ring 


’round 






Obtain and use the material 





being prepared by the Jewelry 









Industry Council. 


MEMBER 


fad CO MPA N Y 
MANUFACTURING JEWELERS 
2 Garden Street alee iets 
Newark 5, N. J. Member American Gem Society 
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A beautiful selection of 


18 SYNTHETIC STONES $18.00 


in a handy Sales-Making Box 


Selection includes I] Sapphires and 7 Spinels in 10 x 8 m/m Octagon 
—All stones available for SPECIAL ORDERS in any color, size and shape. 


Synthetic Topaz Sapphire exclusively with us. 


HENRY 


LAPIDARY, INC. 


73. WEST @7°" St. PHONES: PLAZA 7-4815 
NEW YORK 19, N. Y. PLAZA 7-4816 














dent Order of Foresters, the Royal Arcanum, the Ancient 
Order of Hibernians and the Owls. 

Soon college fraternities and sororities, even high 
school fraternities and sororities adopted emblem rings, 
The first college fraternity on record to do so was the 
“Flat Hat Club” at the College of William and Mary, 
Williamsburg, Va. Thomas Jefferson was among its first 
members. Out of this evolved the Greek fraternity, Phj 
Beta Kappa, after which “Greek letter societies” sprang 
up in colleges and universities in the United States almost 
as fast as football teams. With the spread of college co. 
education and women’s colleges, sororities followed and 
also adopted emblem rings. 

Then the graduates of colleges, with a nostalgia for 
the companionship of school days, formed graduate 
“classes” and adopted class rings. 

In the days when these various organizations—the 
fraternal orders, the fraternities and sororities and the 
college class groups—were young, jewelers were on the 
job turning out emblem rings for them. The more astute 
made it a point to find out the names and addresses and 
members and to acquaint them with the prestige of 
emblem rings. 

The custom of wearing rings—and the desire to wear 
them—is not a dead issue today by any means. There 
are many jewelers who are doing outstanding jobs ot 
ring merchandising and proving that despite the seeming 
lack of interest by the general public, the latent desire 
to own and wear rings needs only the stimulus of the 
right appeal by the jeweler. 

Take a look around your store right now. Any cus- 
tomers? Probably there are. Maybe he or she isn’ 
standing in front of your ring counter; in all probability 
he or she isn’t even thinking of rings at the moment. 
But. are you? That’s the importat question. By merely 
showing the customer the rings you have and presenting 
them with enthusiasm you may activate his or her sub- 
conscious desire to own a beautiful ring that will result 
in a sale. The least you can do will be to impress upon 
the customer’s mind that you do have a good selection of 
rings and are ready to fulfill his desires now or in the 
future. Try it! You may be pleasantly and _ profitably 
surprised. 


- 


The Lost Signet Ring of King Solomon 


A Memphis clerygman has an inspiration, a jeweler is 
highly skilled, and there you have the ingredients of a 
fascinating story about one signet ring that has stirred 
the imaginations of a southern metropolis. 

After ten years of research, plus the aid of a prayerful 
meditation, Dean Israel H. Noe of St. James Episcopal 


Left: The front or seal view of the huge ring which 
is said to be a recreation of King Solomon's lost 
signet ring. Right: Side view of ring. 


Church in Memphis. succeeded in “restoring” a jewel 
which he is certain is a replica of the lost ring of King 
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HERE’S THE | WELCOME NEWS| YOU’VE BEEN WAITING FOR... 
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This should prove the most exciting debut of the season! Because 


here you have the only lower price watch band group with all these 


big sales advantages: 


1. GUARANTEED ONE YEAR! Not only promised — but proved! No 
questions — no quibbling — if anything goes wrong FLEX-LET makes it good! 
Our bond is as good as our word: “Rarely a repair — never, but never, a 
repair charge!” 


2. BRAND PRESTIGE! This new group bears the FLEX-LET name — 
nationally advertised, nationally accepted, nationally respected! 





3. FINE CRAFTSMANSHIP! Characteristic of the FLEX-LET line of 
higher-priced watch bands! 


4. DISTINGUISHED DESIGNS! Beautiful without being bizarre — 
distinctive, yet with mass market appeal! 


S. GENEROUS MARK-UP! You enjoy the same high percentage of 
profit as on all other FLEX-LET merchandise! 


6. EXTRA VALUE FOR YOUR CUSTOMERS — EXTRA VOLUME 


FOR YOU! Here’s the low-priced merchandise that many of your cus- 
tomers are looking for — made to high quality standards that all of your 
customers want. It’s logical that these superb values come from a house 
where fine craftsmanship and top-grade engineering are established produc- 
tion habits. Once you see these watch bands you’ll know why they 

assure extra value for your customers, extra volume for you—-NOW 

when you need it most! 











UALITY AND 


CRAFTSMANSHIP 


IN THIS PRICE RANGE! 


Now for the first time— 

a “telescopic” type watch 
band, beautifully designed 
and of truly fine crafts- 
manship, at a price far 
below comparable watch 
bands in this fashionable 
style. Links engineered to be 
absolutely pinch-proof. We 
sincerely believe this is a 
really tremendous value! 


STYLE NO. 245 

La Belle, 

ladies’ expansion 
watch band, 1/20-10K 
gold-filled top 

and back. 

To retail at 


5.95 





Exquisite modern design of 
classic simplicity, superb 
workmanship — appealing 
to luxury-loving women 

of all ages. Destined to be 
an instant best-seller! 


STYLE NO. 202 

The Superb, 

ladies’ expansion watch 
band, 1/20-10K gold-filled 
with stainless steel back. 


To retail at $6.95 Tl. 
THE 


Spartan 4.95 


Smart styling and 

sturdy construction. 
Your answer to the 
demand for a really 

good men’s band ata 
timely, popular price! 
STYLE NO. 132 

The Spartan, 

men’s expansion 

watch band in stainless 
steel. Corrosion-resistant, 
practically indestructible. 


FLEX | To retail at $4.95 
eglg WATCH BANDS 


RARELY A REPAIR...NEVER, BUT NEVER, A REPAIR CHARGE! 
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in line with the new fashion trend 


PLEALE] presen 


the integrating expansion watch band 



















The only ladies’ expansion band specially designed to integrate watch and. band 
into one continuous circle of beauty. @ Unique close-fitting ends bring the sculptured gold design 
of this band right into watch... creating a brilliant fashion bracelet. @ Sure volume-builder 
in a growing vogue for truly integrated watch-and-band! 


STYLE NO. 271 THE ENHANCE, ladies’ expansion watch band, 
1/20-12K gold-filled with stainless steel back. Special gift and display box. 
For the first time a band of this type at so low a price! 7 0 95 TL 







Now—more than ever ( 
it pays you to feature ie 


_/ EXPANSION WATCH BANDS 
IDENTIFICATION BRACELETS 
BEAU BRUMMEL MEN’S JEWELRY 







FLEX-LET CORPORATION : 580 Fifth Avenue, New York 19 «+ FAcToRY: East Providence, R. |. 








Solomon, the Israeli king who lived some 3000 years ago. 

When Dean Noe was certain he had all the necessary 
data he called upon David Stegbauer, a local jeweler 
noted for his craftsmanship. Stegbauer was assigned the 
difficult task of re-creating the fabulous ring from Dean 
Noe’s instructions. 

For two years Stegbauer devoted many hours each 
week to the ring. “I did all of the preliminary work,” 
Stegbauer said, “working with wax, plaster of paris, stone, 
lead and silver before I was ready for the work of the 
finished ring.” 

There was a great deal of minute details that had to be 
perfected. In all, Stegbauer had to make four lead mod- 
els, three silver models, and a large number of wax and 
plaster models. “The top,” Stegbauer remarked, “‘had to 
be made five times to get all the details perfect.” 

When the lead model satisfied the jeweler’s artistic 
values, it was sent to Felix Kinsley, Sr., of St. Louis, Mo., 
to be cast. Litwin & Sons, Cincinnati, was called upon to 
do the cutting of the genuine stones and the finishing 
work. Special engravings were done by a New York con- 
nection of Litwin. 

The finished ring, after 12 years of cooperative efforts. 
was presented to Dean Noe recently. 

According to the clergyman, in the symbolism of the 
beautiful ring is contained all of the wisdom and knowl- 
edge of the world. The center of the ring has the Hebrew 
word for Jehovah. It has also a six-pointed star of David 
within another six-pointed star. One point of the inner 





star is deep red, symbolic of love, and another is blue for 
justice; together they depict the love and justice of God. 

A one-carat diamond at the top of the outer star repre- 
sents the all-seeing eye and symbolizes the omniscience of 
God; the single carat represents His unity. 

Another part of the ring symbolizes the omnipotence 
of God and refers to the Sonship of God. This is repre- 
sented by four stones: the jacinth or zircon, the jasper or 
opal, the chrysolite and the sardonyx. 

The ring has a great many symbolic meanings and 
Dean Noe says it would require several lectures to explain 
all of the symbols. 

This glittering 18K gold ring, costing more than 
$5,000, weighs nearly a half pound and is adorned with 
10 precious stones. It has, indeed, captured the imagina- 
tions of Memphis residents. The story of the Signet Ring 
of King Solomon was given prominent play in Memphis 
newspapers, which helped to arouse public interest. 

The publicity gained by David Stegbauer is of inesti- 
mable value. In addition, the publicity has greatly 
aroused interest in signet rings—all because of the crafts- 
manship of a jeweler and the inspiration of a clergyman. 





Plains Jewelry, Cheyenne, Wyoming, has placed a read- 
ing rack on the premises with several easy chairs sur- 
rounding the rack. The store finds that many customers 
who have to wait while the jeweler is busy with others, 
find pleasure in reading or glancing through trade maga- 
zines, such as JEWELERS CIRCULAR-KEYSTONE. 
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Starred for sales success in every season. : 


Beautifully designed authentic ring creations 


gold tops, synthetic stone points. Shown left— 
six brilliant diamonds—$126 keystone. Shown 
right—brilliant center diamond with circular 
black enamel band—$54 keystone. 
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STAR RINGS 









. set with 14K yellow gold shanks, white 


Write for rings on 10-day approval. 


Manufacturers since 1865 
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How to Use Style 


(From page 98) 





| pretty, aren’t they? We don't bother to push them, by 
_ somehow they remain a steady seller, year in and yeg, 
out. I don’t know what we'd do without ’em.” In Spite 
of such apathy toward ring promotion, people have cop. 
tinued to buy them, and rings are still an importan, 
factor in the world of fashion. 


STYLE INDEPENDENCE OF RINGS iS POPULARITY FACTop 


Rings are so personal, and the love of them so strongly 
| established through many centuries that jewelers cay 
recommend them as a fashion suitable for everyone, 
regardless of age or sex, and in good taste for all o¢. 
casions. Babies, girls and boys, men and women, all cay, 


ALL INLAID and should wear rings to smarten their appearance and 
AND ENCRUSTED : add to their feeling of personal beauty. 
Rings, too, more than other forms of jewelry, are 
STONES independent of style details in clothing. -A woman js 
always a prospect for a ring, because she need not con. 
sider whether necklines are high or low, sleeves short 
or long, waistlines up, down. She considers only the style 
of the ring itself, for the hand is always exposed and 
provides an important vehicle for the expression of her 
personality. 

Another strong point to be considered in the style inde. 
pendence of rings is their adaptability to many different 
type costumes. This is especially good to remember when 
selling a very expensive ring. Naturally we would not 
recommend a delicate cluster ring to be worn with active 
sport clothes; it should be consistent with the costume, 
mood or occupation of the moment. But apart from that, 
each woman’s taste is her own, and fashion approves 
her individual choice for color and style harmony. For 
instance, to wear with the same formal gown, one woman 
may choose a stunning ring of ultra modern design; 
; another woman may choose a beautiful antique heirloom 
ring, and either will be perfectly correct. Of course no 

smart woman will ever allow a ring to date her by wear- 








ing a has-been style that is instantly recognized as of a 

EVERYTHING period perhaps 20 years before. She will always see that 

FOR her ring is in accord with the prevailing fashion mood. 

Women often depend on their jewelry as well as their 

; STONE RINGS clothes to transport them from one mood to another, and 


because they are delightfully inconstant (some people 
believe this is to keep men from being bored), you have 
an opportunity to sell them many different type rings. 
All women want variety in their ring wardrobe ranging 
in fashion mood from quaint, modern, antique, lavish, 
tailored, elegant! 


| STRESS STYLE IN RINGS FOR INCREASED SALES 
| The present general fashion mood stressing femininity 
| and loveliness is expressed in every phase of ring design, 
and this should be one of your strongest selling tools. 


Women’s rings emphasize femininity through delicacy, 
Importer of Precious, Semi-Precious and designs are airy and light. Size is important, = 
the trend is toward bigness with plenty of sparkle an 

and Synthetic Stones radiance, but always with a feeling of delicacy. Many 

10 WEST 47" STREET - NEW YORK 19, N. Y. rings achieve their magnificent proportions with huge 
stones in simple settings and sometimes these individual 
jewels are lavishly outlined in pearls or diamonds; clus- 
ters combine multi-jewel radiance of every description; 
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and some high style rings climb upward like fragile 
towers almost a full inch above finger level. In spite of 
the attention given to size, however, the result is always 
a look of delicacy. 

Children’s rings follow the grown-up trend in a mini- 
mized degree, and in styles suited to their particular age 
croup. Again there is a feeling of delicacy, and a nice 
choice of colored stones, even in baby rings. Babies 
can now have delicate blue-enamel forget-me-nots shin- 
ing atop sunny gold bands, a full choice of birthstone 
colors in tiny heart-shaped stones. or brilliants. the 
stones grow in size to suit each particular age, even 
teeners. There is a marked interest in both color and 
design. 

Men’s rings are less restrained than they were a few 
years ago, and massive effects are achieved without bulkv 
heaviness. There is a streamlined look to settings of plati- 
num, palladium, or gold, and colored stones are used with 
handsome effect. Sapphires and rubies, sometimes side- 
set with a small diamond, are considered in excellent 
taste with business suits; initialed black onyx, set with 
diamonds are popular on the mass market. Catseyes, star 
sapphires, and star rubies are high on the masculine style 
list of rings, and all the old favorites are evident such as 
crested, initialed, emblem decorated, etc., but definitely 


styled with less bulk. 


HIGH STYLE RINGS NAMED FOR SIMPLE SOCIAL RITUALS 


Rings, like everything else a woman uses to decorate 
her person are invariably chosen to add to her persona! 
beauty, and the style factor almost always grows from 





simple experiences in living. High style rings, for in- 
stance, are always wanted by women who's social activi- 
ties bring attention to their hands. It is interesting that 
our fancy rings have taken their names from simple 
social rituals which have been considered smart at one 
time or another, and, of course, we continue with all of 
them to some degree. When it was fashionable to give 
long, formal dinners, consisting of eight or ten courses, 
and women’s hands moved gracefully in candlelight, 
fancy rings were called “dinner rings.” When it was con- 
sidered custom to serve coffee away from the dining 
table, and this became an after-dinner ritual, women 
called their fancy rings, “coffee rings.” When bridge 
became a fad, and all over the country feminine hands 
fluttered above card tables, fancy rings became known 
“bridge rings’; and those who clung to the custom 
of a tea-time hour, called their rings, “tea rings.” Today, 
the smart social custom is considered by many people to 
be the cocktail hour, and our fancy rings are called, 
“cocktail rings.” So style terms are born and linger, 
and if you will study your customers and discover their 
social interests, you will have another strong point for 
selling style plus beauty. Women are eager for both. 


PROFIT IN RING PROMOTIONS 


Every retail jewelry store has a ring department which 
can be expanded by strong, integrated promotional pro- 
grams, and the trade-up on rings is greater than almost 
any other merchandise in your store. It is limited only 
by your own sales ability, and the ability of your cus- 
tomer to pay. You may sell one customer a simple little 





























customers. 
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ating students by the hundreds of thousands, while many more thousands , 

of Catholics graduate from public schools each year. | 
Supply this huge market with a new type of graduation gift, one in aie 

tune with a way of life, a gift that will last and be cherished for a lifetime, _ oe 

Fidelis Rosaries. If you haven’t seen the Fidelis rosary line, write to us, for 

we stock many rosary combinations. to meet the fancies of all your e 


fer the Gaduale.. . 
Til DELIS roser ee . 


Graduating time is gift time. Private Catholic schools are now 3 




















You cannot Feature a Finer Rosary than oe 
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gold-filled ring, and another, a fabulous creation of Then cisplay your new jewelry ensembles dramatically jn 





diamonds; platinum, and Oriental pearls. This trade-up a conspicuous window spot, and we think you'll hay 
is also possible in colored stone rings where you have the another sound means of attracting style-minded aan 
added appeal of a personal birthstone. The other day, tomers. . 2 
for instance, | compared prices in several stores on blue 

sapphires, the September birthstone. In one store I saw Background Material on Rings and Stones 


some simulated birthstone rings in 10K gold selling for 
as little as $10, and in another, a high style cluster of 
sapphires and diamonds, ticketed at $5,950, and there 
were fine fashion rings running through the entire price 
bracket between these extremes. 


rhroughout the year JEWELERS’ CIRCULAR-KEystong 
publishes many articles on rings and stones. Successfy 
merchandising and promotion ideas used by othe; 
jewelers, the latest news of fashions. gemological and 
technical articles on the various gemstones, all furnish P 


Dorothy Dignam, well-known feature writer on dia- . ; : 
5 7 library of information which can equip you with sellino 
5 5 


monds. made a valuable suggestion when we were dis- La eek Ae 

cussing the style merchandising of rings. “Almost all "lds be “. af — “iden worn | 
jewelry is now promoted in sets,” observed Miss Dignam, JEWELERS’ Seated eal ataiai dur; | ‘ae ™ a 
“The ensemble idea has caught on in every branch of Bc a a ioe me Me past year, 
fashion—women like ensembles—! think jewelers could 
increase their ring sales by selling ensembles for the 


Check your file of back issues. Sorry, but we won’t be 
able to supply any back issues or tearsheets. 


°° 
hands! ADVERTISING New Edition of Gem Identifies. 
, _ge , : ‘ ‘ _ oor Ba Bi tion. May:138 
| agee with Miss Dignam. | think the idea of jewelry "ae aa Siac een Jewelry Benchwork. Aug :230 
. < Ss < ,° ° —= 
- Heraldic Designs. 0:41? 
ensembles for the hands has unusually strong style appeal: Sales. March :197 a a Sie 
, _ . ii Diamonds Are Their Own Best 
Why not begin harmonizing sets of rings with bracelets ysalesmen. | May :102 : DIAMONDS 
, . rc : lamone ads le-In with ; 
and rings compatible with watches and watch attach- eatiedt Seman, hoelhiate (See also “Display”—‘Fashion” 
ments. You can assemble sets for men, women or teen- Restyling Offer Attracts Sum- as ~~ “Pro- 


mer Business. June:12] 


agers. kven though no ring and bracelet ensembles are Public | Education Program em en in the Dunes. Feb: 
available as such, a jeweler can put them together from meager ae Billboard Diamond Promotion 
his own stock right before the customer. Match a diamond ——Myiran of irthstoxs Ae A al 
ring with a diamond bracelet; a sapphire cluster ring ——, a os ee ee 


Hard Hitting Ad Program tor 


with a sapphire and diamond bracelet: a golden topaz 1 
Small Town Ups _ Diamond 
Sales. March :197 


ring with a gold bracelet—there must be innumerable 
hi ° ° : | Beat hi ; ¢ Jewelry Making Techniques. Diamond Display Answers Typi- 
combinations in your own show case at this very moment! April :152 cal Gections. IMaerchi1% 


KAZANJIAN 


Specialists in 


FINE PRECIOUS 
COLORED STONES 


STAR SAPPHIRES 
(Black — Blue — Gray) 


STAR RUBIES 
EMERALDS 
RUBIES 
PEARLS 
CATSEYES 
eo—e 


DIAMONDS 
AND DIAMOND 
JEWELRY 


e-—e 
Complete selections in all 
price levels. 
Gem Stones Appraised and 
Estates Purchased. 

© 6 


We maintain a constant search for the 
choice in Diamonds and Precious Colored 
Stone Jewelry. Purchases of second-hand 
jewelry from stores, executors gnd trus- 
tees of estates in amounts from S100 to 
$100,000 or more are solicited. 


KAZANJIAN BROS. 


i Importers & Cutters 

Home of the Black Star Sapphire of Queensland — = ee we oe 
’ : os Angeles 13, Calif. 
World's Largest Star Sapphire, 733 Carats | Telephone: MI 9803 
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*& Dest Sellers 
. J by s. SCHARF 


These handsome designs can be 
made with any Fraternal Emblem. 
* 

CALL YOUR JOBBER OR MANUFAC- 
TURER FOR PROMPT ATTENTION 
* 

SEND FOR OUR CATALOG 





‘ = 1 = | 3 
RSENS 


THE HOUSE OF Wene Yraternad ; g cuncodry 


All our rings are diestruck. 
5. SCHARF 
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7O4ET available 


with colored stones. 





71 NASSAU STREET NEW YORK 7, N. Y. Telephone REctor 2-0060—0061 
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LOUIS LEIGHT, 392 Fifth Ave., New York City 
SAM FREED, 36 South State St., Chicago 
ARTHUR WEINGARTEN, 704 Market St., San Francisco 


FELCH & CO., INC., Providence 7, R. |. 
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Ring Display 
(From page 97) 


The sketched display which illustrates this article, 
offers one suggestion for an effective all-ring display. 
Merchandise is shown in three groupings—one of ladies 
rings, one of rings for men and a third for children’s 
and baby rings. The groupings are dramatized with 
circular background panels on each of which a pair of 
paper cut-out hands appear to be opening a gift package 
containing an appropriate ring. Gayly-wrapped ring 
boxes are suspended by ribbons from the window ceil. 
ing and merchandise is arranged on circular panels and 
elevations. Copy is lettered on a paper scroll to the right, 

To make the circular background panels, cut circles 
from beaverboard or very heavy cardboard—about 16 to 
18 inches in diameter for the ladies’ and men’s hands 
and about 10 to 12 inches in diameter for the child’s 
hands. Cover the discs with fabric and edge the circle 
with silk or rayon cording. Fasten open ring boxes to 
the circles by punching holes in the bottom of the boxes 
and running ribbon or string through these holes and 
corresponding holes punched in the fabric discs and tieing 
boxes on from the back of the circles. 


USE HANDS AS A PATTERN 


The hands should be cut from light tan or flesh-colored 
paper. The simplest way to get a pattern for cutting the 
hands is to have someone (preferably with a long. 
fingered, gracefully-shaped hand) place his or her hands 
flat on a sheet of paper and trace around the hands and 
wrists with a pencil. 

The outline may need smoothing out, but the essential 
form will be correct. In placing the cut-out hands on the 
circles, the flat fingers may be given more three-dimen- 
sional quality by being slightly curled and shaped. Pins 
or staples will hold the hands in place. Narrow ribbon 
is pinned in place as if having just been untied from 
around the ring box. Gift card is also pinned in place 
on the circle. 

Rings may be arranged on any elevations you are 
accustomed to use in your ring displays, but the circular 
pads and elevations shown in the sketch tend to emphasize 
the circle design of the ring. 

In planning a color scheme for this window, the three 
eroupings of rings may be in different colors—eleva- 
tions, background disc and gift boxes of each grouping 
in matching tones with a neutral background to tie the 
units together—or the three sets of elevations and circles 
may all be the same, with color variation introduced in 
the gift packages and in the rings themselves. Choose 
colors for the background discs which will silhouette the 
flesh tones of the hand cut-outs—blues and greens would 
do this better than rose or yellow shades. 

Copy may be general on the large card, or separate 
cards may be used for each grouping. 


MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 
Paper cut-out hands Make in the store 
Fabric for covering circles Department store 
Cord for edging circles Department store 
Gift wrapping for ring boxes Stationery store 
Ribbon for suspending boxes Department store 
Copy scroll and gift tags Show card writer 
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Jade Jewelry 


(From page 107) 


Certainly the buildup Kendrick gives to jade jewelry 
in his advertising warrants his having a complete selec- 
tion to back it up. The pieces shown in the ads are repro- 
duced in close detail and the use of color which is gen- 
erally regular procedure, gives further interest to the 
showing. Copy emphasizes the grandeur and mystery 
of the ancient Oriental stone. Kendrick takes great pride 
and pains in preparing all his own advertising and backs 
up each ad with a window display, sometimes devoting 
an entire window to the display of jade jewelry. 

Again as in the silver promotions, a mail coupon is 
incorporated in each ad the store runs and again orders 
by mail come in from all parts of the state and from 
neighboring states as well. “We have found that our 
coupon sales usually run about three weeks behind pub- 
lication,’ Kendrick says. 

The jeweler has had numerous proofs of the pulling 
power of his ads but there probably were none that made 
as much impression as the girl, an office secretary, who 
came into the store one day just before last Christmas. 
“I’ve always wanted some jade jewelry since you started 
advertising it three years ago,” she said. She then made 
a down payment on a $50 ring to be paid for on the 
store's budget plan. “Just the other day she came back 
to tell me that she wanted a necklace or bracelet next 
Christmas,’ Kendrick related. 

While the store does a considerable amount of busi- 
ness on a weekly budget basis, it also does a good volume 
for cash in the high-priced jade pieces, too, as well as 
in other lines in the store, all of which were extensively 
advertised and displayed by the store. 

The store’s success in the sale of jade jewelry has been 
so outstanding that Art-Craft Jewelry Co., New York, who 
supplies the jewelry, is featuring the story in their adver- 
lising Campaign. 

The present William Kendrick is the third generation 
to operate a jewelry store in Louisville. All the firm’s 
advertising emphasizes this fact in a small footnote read- 
ing: “A Kendrick has been connected with this store for 
more than 120 years.” Long in length of service, Ken- 
drick’s is also long in merchandising sense as well and 
have proven this with consistent results from their well- 
planned and steady advertising program. 





It’s Watch Check-up Time in Boston 


Lund Jewelers, 222 Clarendon St., Boston, Mass., has 
devised a unique method to stimulate customers to bring 
their watches in for a periodic check-up. 

Once a year a Lund customer receives an attractively 
printed postcard. In large print there appears, “It’s Time 
For A 1,000 Mile Check-Up For Your Watch.” In smaller 
print there appears, “Some of the parts of your watch 
have run over 1,000 miles since it was last serviced one 
year ago. That’s without rest, without refreshment. Try 
that feat yourself and we think you'll agree, your watch 
deserves some expert attention . . . now.” 

According to jeweler Lund, the card has been produc- 
tive and customers have responded to the check-up 
appeal. 
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Select your Easter 


PROFIT-MAKERS 
from this 


NEW @vaey 
ROSARY CATALOG 


Stock the latest Di Roma Rosaries and make 
sure of your share of the Easter gift market. 
Remember, the generosity of the holiday spirit 
will express itself in gifts of Di Roma Rosaries, 

















Medals and religious items. 

Send for this fully illustrated 1952 Rosary 
catalog. Order a generous stock to meet the 
Easter needs of your large Catholic 
Community. 

Di Roma Rosaries provide annual proof of 
their popularity as Easter gifts, as well as staple 
gift items for the whole year. 


MAIL COUPON 
NOW... 


EASTER IS 
APRIL 13th 
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Please ship the following quick reference Catalogs: 


[-] 1952 Di Roma Rosary Catalog 


= Check here if you did not receive your 1952 
Di Roma Medal catalog in winter mailing. 


NAME 
ADDRESS 
CITY ZONE............ STATE 


KARPELES ROSARY COMPANY * MAURICE J. KARPELES INC. 
73 Dorrance Street, Providence 3, Rhode Island, U.S.A. 
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Any holes in 
your Umbrella? 





Here is the way to plug those holes in your 
umbrella—a way to eliminate the un- 
certainty and inconvenience of several 
policies for limited amounts—policies 
which may not even cover certain losses— 
or coverage which may be inadequate. 


Plug the holes in your insurance coverage 
with a St. Paul Companies’ JEWELERS’ 
BLOCK POLIC Y—the most inclusive 
jewelers’ insurance protection available. 
Individually written, this block policy is 
tailor-made to fit your particular needs. 


Compare the costs and convenience of hav- 
ing ONE policy take the place of several. 


Simplified, complete coverage can be yours 
with a St. Paul Companies’ JEWELERS’ 
BLOCK POLICY—from the company 
with the longest and one of the strongest 
records in the jewelers’ block insurance 


field. 


SEE YOUR ST. PAUL AGENT OR BROKER 


St. Paul Fire and 
Marine Insurance % 
Company 


FIRE any 
hg MAp 
pemmen —% 


ae 


Mercury %, Sas” 
Insurance Company 


HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 


PACIFIC DEPT. 
Mills Building 
San Francisce 6 


EASTERN DEPT. 
75 Maiden Lane 
New York 38, N. Y. 

















Year “Round Display Campaign 


The general public knows very little of the romantic asso. 
clations of jewelry in ancient history, but are always 
fascinated by the telling of such stories. 

Although an entire window display should be from 
time to time devoted to some one of these ring “stories.” 
it is not practical to have such a window all the time. 
It is still possible, though, to maintain a continuing 
public interest in your ring displays by having a small 
self-contained feature section on display somewhere at 
all times, either as a part of a large window or in a small 
separate case or shadow box window. At all times 
certainly, the jeweler should have an attractive display 
setup in his store. 

Ring displays needs not be mere catalogs of the vari- 
ous styles and prices available—each ring should appear 
as an eminently desirable and highly personalized piece 
of jewelry for a lucky owner-to-be. 

The shallow wall case sand shadow boxes which are 
frequently placed in a store lobby or near an entrance 
door make excellent spots for such displays. Two 
sketches are shown of ring displays in such units. In the 
restangular case, ring holders which stand upright and 
give height to the arrangement are used. In the circular 
case, horizontal holders are used to fill the space more 
fully. Copy cards are attached to the background panel 
and there is space for any decorative accessories which 
will add to the display—here, a spray of flowers to em- 
phasize the gem color in one case and cut-outs of -the 
signs of the Zodiac for a birthstone display in the second. 

A third sketch shows an arrangement of rings which 
takes advantage of the space on a column or narrow wall 
panel. Many jewelry store windows have these awkward 
areas which are hard to include in the decorating of the 
large window area. These can be well utilized for small 
feature displays. In the column arrangement, three circu- 





Pitching for Publicity 


Charles E. Richter, enterprising Cincinnati jeweler, has 
a genius for getting publicity. Recently the first-place 
winner in the Masonic Luncheon Club’s membership cam- 





paign was announced. This was news. So Richter made 
the local newspapers by presenting a wrist watch to the 
winner, Alfred Gus Karger, at the club’s luncheon party. 
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lar pads each holding a number of rings are arranged 
against the wall with a copy card. 

Since these cases and wall areas vary so much in shape 
and size, it is difficult to make specific suggestions 
adaptable to all of them, but in planning them for your 
own store, be sure that the whole area of the case and 
not just the floor area is utilized. Since in most cases, 
the space is too small for the use of elevations, the dis- 
play pads must be designed to fill the space themselves— 
as the upright units in the rectangular case in the sketch 
make use of the vertical shape of the case and allow the 
showing of more rings than could possibly be shown on 
the floor of the case. In the round unit, the horizontal 
pads would have to be attached to a background panel 
or suspended from the sides and top of the case with fine 
wire. It may be necessary sometimes to have ring holders 
and pads made to order to get necessary sizes and shapes, 
but since these can be recovered whenever necessary. 
they will prove useful for a long time. If a column or 
wall panel is being used, it may be necessary to con- 
struct a permanent covering for the whole column so that 
small units can be fastened to it. 

These case displays should be frequently changed so 
that interest in them is maintained and each display 
should tell a definite story. At one time, the story of 
birthstones can be used showing all the twelve stones. 
Later each birthstone can be featured by itself during 
its particular month with some data about the stone—its 
legendary meanings and associations. A case can be 
devoted entirely to fraternal rings with copy about their 
significance. Another time children’s and baby rings 
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Chiming Floor Clocks. 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
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The plan for building an outstanding store 

» wg reputation is a simple one. It calls for the featur- 
ay. 4 ing of outstanding, out-of-the-ordinary merchandise. 
You meet these specifications perfectly with Herschede 
Impressive in aristocratic 
| beauty and elegance; true to the finest 
traditions in chimes and styling; always associated 

with fine homes; never found in “run-of-mine”’ 
stores; these masterpieces of craftsmanship strongly 

emphasize the superior character of the store 

in which they are displayed and sold. 
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may be shown. Colored stones may be featured with 
harmonizing colors in dress fabrics for fashion displays 
—and so on and on. The ideas are almost infinite, but 
each case should feature just one idea and all decorative 
materials used should carry out the display theme with 
the display story made clear on the copy card. 

When there are no cases or shadow boxes or other 
such segregated areas for these continuing interest dis- 
plays, it will be necessary to include them in the general 
large window. This can be done effectively if small self- 
contained units are designed for the purpose. Two such 
units are sketched. The first is a circular elevation dis- 
play for birthstone rings. The rings are placed around 
the outer edge of the unit with a circle left in the center 
for a copy card. One segment of. the circular unit is 
elevated above the others to feature the ring of the cur- 
rent month. Each month, the rings with their identifying 
cards are shifted one space so that the correct ring is 
featured. This and other birthstone displays can be 
designed for use on a small turntable for increase:| 
attention. 

The second sketch features a picture frame containing 
the copy card with a shallow rectangular elevation ex- 
tending from the lower frame section with openings for 
holding rings. A plain pad can also be used over the 
ring holders when it is desired to use the unit for other 
merchandise—brooches, bracelets, etc. A unit like this 
might be used for a monthly or weekly special merchan- 
dise feature—constantly on view and frequently changed, 
customers would learn to look for it. 





No. 276 
(illustrated) 
presents the elegance 
of Georgian styling. 


Honduras Mahogany 
case with satinwood 
trimming is 78” high. 


Either Westminster or 
Westminster, 
Canterbury and 
Whittington Chimes. 


Write for catalog 
showing all 
distinguished 
models. 









Cathedrai/l Chimes 
on Tubvlar Bells 
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dl RACINE | 


For Over 62 Years 
RACINE has been the 
Foremost Source for 


Dependable TIMERS 
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Write for the new Racine catalog 
of Timers and Chronographs of all 
types—in all price ranges—for every 


industrial, sports and scientific use. 





*& GUINAND and GALLET TIMERS 
® GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 





Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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Colored Stones 


(From page 103) 


With each display change a continuity of color, design 
or theme is carried out in the sterling silver window, nine 
feet wide, to the right of the entrance, and also into an 
adjoining entranceway window where clocks, leather. 
goods and stationery are shown. 

For the “in between” gemstone displays, Mrs. Mc. 
Allister often takes the opportunity to tie in with timely 
current events such as visiting royalty or a popular mo. 
tion picture, but always contributing to the main idea of 
showing a particular gemstone. In April, 1950, the 
Prince Consort of the Netherlands visited Philadelphia 
as a guest of one of the largest department stores. Two 
weeks previous to this event Mrs. McAllister placed a 
Dutch scene in Kind’s main window (the 18 ft. window) 
which had two animated Dutch windmills and little dolls 
three inches high, dressed in Dutch costumes and carry- 
ing baskets filled with miniature red tulips and poppies. 
Other tiny, potted tulips surrounded the windmills on a 
simulated grass floor. On flat pads (8” x 10”), shaped 
like cobblestones and covered with white taffeta, was 
shown scarab jewelry which reflected the Dutch shades 


of red and blue. 
TIE-IN WITH MOTION PICTURE 


In late summer of 1950, the motion picture pub- 
licized the “Black Rose” extravaganza until fashion de- 
signers created a new color in its honor. The garnet 
gemstone matched this new color beautifully. Kind’s 
featured rose-designed garnet jewelry in a luxurious crea- © 
tion of large, garnet-colored, velvet roses with gold cen- 
ters encircled by dark green swirling cocque (millinery) 
feathers and emerald-studded veiling. The page from the 
October issue of Vogue magazine which publicized the 
motion picture in full colors was framed in gold and 
placed in this feature window. This is only one of many 
tie-ins with fashion elements created from motion pic- 
tures used by Kind’s while the pictures are being shown 
in Philadelphia. 

‘Gemstones speak a language all their own to me,” says 
Adele McAllister. “The opal is the dancing gem and so | 
always surround it with a color and a theme suggesting 
the theater and dancing.” 

In one display during the first two weeks of October, 
last year, to enhance the beauty of this gemstone and to 
tie-in with fashion, she used the, then, newest evening 
shade and fabric, coral transparent velvet. A ballerina 
figurine, twenty inches high, was placed before a fan- 
shaped backdrop covered with coral velvet and edged 
with aqua plume frilling. The same coral velvet was 
draped on the base platform. The figurine stood out in 
sharp contrast—alabaster white with a light sprinkling of 
gold sparkle on her hair and the top folds of her skirt. 
The inch-high pedestal on which the figurine stood was 
painted with gold, her shoes and fan with gold sparkle. 
In the silver window, the dancing-theme was carried out 
by introducing Reed and Barton’s “Dancing Flowers” 
sterling flatware. 

Due to a scarcity of emeralds, Kind’s window fea- 
tured opals again in May instead of emeralds. Fashion’s 
dominant evening shade, pale orchid (in satin) was used 
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as the predominating color, together with gorgeous pastel 
butterflies made of silk net outlined with matching sequin 
sparkles. This display definitely enhanced the many 
colors in the opal while suggesting the opal would compli- 
ment the costumes of the most fashionable color and 
material. 

The first two weeks in February are devoted to Valen- 
tine’s Day. Blue zircons and pearls in very lacy, feminine 
settings subtly remind males to “say it with jewelry.” 

The middle of February introduces the first signs of 
spring in Kind’s windows. Last February roguish pixies 
dressed in purple felt and velvet perched on small natural 
logs from which sprouted yellow daffodils, violets and 
white daisies. At rakish angles reclined small parasols 
trimmed with violets, lavender ruffling and satin bows. 
Lush, sunshine-yellow satin caressed the dark green bases 
of the pixie bark units creating an effect which flattered 
the amethyst gemstone jewelry in front and to the left. 
As usual diamonds were shown in the center during the 
daytime and scarabs replaced them at night. Watches 
were shown to the extreme right. 

Feeling that the aquamarine and the bloodstone, birth- 
stones for March, do not lend themselves to such inter- 
esting treatment as jade, Mrs. McAllister usually features 
a jade window early in March. “This is another gem- 
stone which is shown again in the fall because the buying 
response is excellent,” she explains. 

The jade display was dramatized with a Chinese pagoda 
and tree units which are of black lacquer with gold trim. 
Jade green velvet is draped over the platforms, to give 
the effect of soft, spring grass. Foliage is created by 


using sprays of jade green and pink silk plum blossoms. 
Black velvet jewelry forms replace the customary beige 
forms because jade looks most beautiful against black. 
With that fact in mind, the whole display color scheme 
was developed. The same decor was used in the other four 
windows. Of course, the bright greens used in the spring 
by fashion designers is a “natural” to wear with jade and 
pearls and so pearls were shown in the night display. 


OCEAN TREATMENT FOR PEARLS 


June pearl displays usually get the “ocean treatment” 
by using swirling aqua silks (over the platforms contain- 
ing the jewels) and mermaids. One year it will be pixie 
mermaids, another year glamorous ones. In one, the mer- 
maid was seated on a rock base, painted in pastel blues, 
green and coral, which was surrounded by natural, highly 
polished pearl shells. The body of the mermaid was cov- 
ered with gold net and vari-colored sequins. The theme 
was completed by showing Wallace sterling silver flatware, 
“Romance of the Sea” in the silver window to the right of 
the entrance. 

Amber, with its subtle shading, is one stone most jewel- 
ers find difficult to flatter. Since it is often considered best 
for summer jewelry, it is shown in July, but in harmony 
with the fashion world’s early showing of fall clothing, 
suggesting it may also be worn later in the season. This is 
usually Kind’s first window of the season with fall treat- 
ment in color and fabric. 

One amber window featured a pool effect made by cov- 
ering a large, flat pad with black velvet, surrounded with 
white water lilies with yellow centers, which picked up the 














Sete 








When open shows 24 Masonic emblems engraved 


CLOSED 





WV erreruine IB ERRy 


MEMBER AMERICAN G 


& CO. 


so ciert Y 


on the pyramids; when closed is a neat 
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$136—14K Purse 
charm set with gen- 
vine rubies and sap- 
phires. 


#78O0D—14K Dou- 
ble heart pin set 
with genuine sap- 
olia-eMeclilomatliitig-te| 
pearls — available 
in single sizes and 
as clasp. 


#556—14K Pineap- 
ple Earrings set with 
cultured pearls — 
available in match- 
ing pin and charm. 


$129—14K Basket 
of Cultured pearls 
—available with 
genuine multi- 
colored stones. 


charles | wW1c_JEWELRY co. 


62 WEST 471TH STREET 
NEW YORK 19,N.Y. 
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gem’'s color. The background of the pool was spiked with 
black velvet cat tails on white stems with white felt leaves 
The light yellow amber rested on the black velvet pool, 
The darker amber was shown on a white silk flooring oy 
which the pool rested. The use of the water lily, the flowe; 
for July, supplied another timely touch. Copy on a sign 
glamorized amber as “Gold of the Sea,” and gave little 
known facts about its origin and qualities, 


FASHION FABRIC AS BACKGROUND 


[In a sardonyx display in August there was another ex. 
ample of the use of the most popular shade and fabric jy 
the fashion world as a background, contrasted with repeti- 
tions of the colors of the gem to be featured. In a dark 
brown velvet setting, gold grapes hung clustered in velvet 
leaf sprays of rust and orange tones which echo the shades 
of the sardonyx. 

The story of scarabs is depicted in an October display 
by the use of motifs to illustrate the origin of this gem- 
stone. History relates that the Egyptians were sunwor- 
shippers. so Mrs. McAllister used a large “sun” motif 
as the central unit on which to signify by relief motifs 
the ideas most associated with Egypt and the scarab. Gold 
jewel cloth covered the “sun” unit surrounded by natural 
peacock feathers, because the peacock is the sacred bird of 
Egypt. The relief motifs, sphinx and palm tree were 
painted dull black outlined with gold. The history of 
scarab jewelry was briefly told on a sign with gold letter- 
ing on black. The use of black velvet as a base fabric told 
fashion minded women that scarab jewelry is just right 
to wear with black day-time attire to add a touch of color 
to her fall or winter ensemble. 

Diamonds are especially featured in the three bridal 
windows each year; one in March planned to attract 
people with Easter weddings on their mind, one in May 
for those planning June weddings, and one also in Sep- 
tember for autumn weddings. White satin is the one 
fabric which always says, “Here comes the bride!” 

The Easter wedding window told of an important inci- 
dent, as do many of Mrs. McAllister’s windows. The 
bride stood on a gold and white stairway, daintily dec- 
orated with a profusion of tiny lilies of the valley, throw- 
ing her bouquet to the lucky bridesmaid. In the four foot 
display section between these two figures diamond jewelry 
was showr®in the daytime, cultured pearl jewelry at night. 


TITANIA GIVEN SEND-OFF 


In January, 1951, after much consideration, Kind’s 
decided to add “titania,” the new man-made rutile, to 
their stock of synthetic gemstones. This new stone was 
presented to the public by “flash appeal” particularly 
appropriate for the height of the evening season. On 
black velvet stood a 27-inch high unit of black, gnarled 
branches finished in high lustre, on which rare species of 
Peruvian orchids were tied with silver ribbon. The whole 
creation was covered, as if enmeshed, in rhinestone- 
studded veiling. The messages Mrs. McAllister was try- 
ing to get over were: 

“Orchids to a new stone”; and, “Ladies, this jewelry 
is so attractive that it may well be the newest topic for 
discussion at that evening affair.” 

Samples of the uncut rutile were placed before cards 
telling the story of “titania.” A showing of cut and pol- 
ished stones in graduating sizes, unmounted but set in 
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squares of wax, brought many orders for various jewelry 
items personalized in mountings of the customer's choice. 
The display was kept separate, very definitely, from the 
diamond section by the use of dividing curtains. 
Diamonds are shown in the daytime in every display, 
usually between the watch section and the gemstone sec- 
tion, to carry the message that at least one diamond ring 
should be worn as the genuine touch of elegance. When 
the night displays are included, the various other gem- 
stones are shown approximately forty-four times at differ- 
ent seasons of the year, always with a color-fashion tie-in. 





Free Newspapers for Hospital Patients 
Creates Good Will for Jeweler 


Hospital patients, it is generally agreed, often suffer 
from an acute case of loneliness. They need visitors and 
local gossip to boost their sagging morale. 

However, patients at Sewickley Valley Hospital, near 
Pittsburgh, regularly receive a free copy of the Sewickly 
Herald a weekly newspaper. A pink slip attached to the 
front page reads: “Good evening and best wishes for a 
speedy recovery. Enjoy the latest news with our compli- 
ments. Phillip B. Krauss, Krauss Jewelers, 546 Merchant 
St.. Ambridge, Pennsylvania.” 

The hospital, located about three miles from the jewelry 
store, serves approximately 10 communities. Only Pitts- 
burgh newspapers are sold in the hospital. Phillip Krauss 
realized that convalescents yearn for social and civic news 
of their communities—news that appears in the Sewickly 
Herald. 


- 


Class Rings 
(From page 105) 


sion created by the repeated use of those exact words. 

“All rings are lifetime guaranteed and will be serviced 
free at any time,” reads one typical ad which promotes 
confidence-building. 

Occasionally, a situation exists which permits it, such 
as the opening of a new Barr store and an additional 
incentive is offered to students in the area’s school. This 
may be a “special offer,” such as a 160-page student’s 
handbook with facilities for use as a diary, date book or 
class record plus tables, facts and figures helpful in 
school, offered for 15 cents instead of its regular 50 cents 
value. Or, perhaps, the firm may offer a free school kev 
to every member of the graduating class who brings the 
school paper ad into Barr’s. The key is adaptable to wear 
as a necklace or as an addition to a charm bracelet. 

There is never any guarantee that money spent on class 
jewelry promotions will bring in enough business to be 
profitable. Frequently, in fact, when Barr’s becomes 
“official jewelers’ for a new school, public or private, 
high school or college, the first year brings no profits 
from that group. Even if sales are comparatively high, 
they do not result in a fair return on the investment in 
dies for class rings. 

The number of local jewelers willing to take a chance 
on such an investment is comparatively small; conse- 
quently, Barr's can usually assure faster delivery than 
competitors by investing in dies before orders come in. 














new watch 


for Nuns 


An outstanding new Nun’s watch, for extra 
sales and profits. One of the few correct gifts 
for a Nun. Authentic full color Sacred Heart 
on white porcelain dial, sterling silver case, 
sweep second hand. Order today, by wire or 
airmail. Prompt delivery. 


RETAIL KEYSTONE 
17 Jewels $39.75 $31.90 
7 Jewels $33.75 $25.90 
| Prices include federal tax 








TIME FOR A LIFETIME 

















Newspaper Mat Available 
(Gotham Mat #5118) 


For Nurses (all denominations), this watch 
is available with plain enameled dial 


OCAAM WALCRES vrosuer os Qllendortf Watch Co mc 


FINE WATCHES SINCE 1868 
DEPT. K 


FOR MARCH, 1952 


20 WEST 47th STREET * NEW YORK 36, NEW YORK 
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BENNINGTON, with 
Westminster Chimes 
retails for $525 
ise plus tax. 


The R-935, graceful, elegant 
and with Westminster Chimes, 
retails for $65, plus tox. 
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The free items like school keys offer an inducement not 
usually offered by competitors. And, furthermore, most 
jewelers are not usually as quick to invest so heavily in 
school advertising. . 

Philadelphia is a city of small towns. In each of these 
“small towns,” which are highly community conscious 
Barr’s has a store. This gives the type of coverage the 
best of salesmanagers might plan. 

A study of the circulation statistics of Philadelphia’, 
city-wide newspapers, The Evening Bulletin, The Philg. 
delphia Inquirer, and the Daily News, reveals that each 
of these stores is also in the center of an area of concep. 
trated population. This assures Barr’s maximum returp 
on its newspaper advertising budget. 


CHARGE ACCOUNTS INVITED 


Between ring-selecting times, Barr’s runs at least an ad 
a month inviting youngsters to open charge accounts. A 
good many of these are opened for merchandise like 
school rings which may take several weeks to deliver, 
The youngster makes at least three trips into the store: 
one to look at the samples, one to select and order the 
ring in the proper size, and another to pick up the 
precious possession. Very often, the student has paid for 
the item by the time it is ready. If not time has elapsed, 
allowing investigation and, in any event, some one in the 
store has become acquainted with the child. It is thus 
more easily determined whether the parent’s co-signature 
will be necessary. 

At the time when students are beginning to think of 
selecting school jewelry—usually when the term is about 
half over—school business gets more advertising space, 
increasing to two ads a month, then one a week in each of 
the three local newspapers. These ads differ from school 
publication ads in that they are written to appeal to all 
educational groups. The headings stress that Barr’s is 
headquarters for school jewelry, an appeal similar to that 
employed with school publication ads. But the school 
rings illustrated in newspaper ads cover a variety of 
schools and colleges. The lifetime guarantee, the scholas- 
tic catalog, the invitation to open an account are all 
included in the ads. 


School business is not directly solicited through any 
other media than school papers and newspapers. 


If this sounds like an expensive promotion with no 
immediate directly traceable return for each dollar spent, 
it is, says Myer Barr, president of Barr’s. 


“But we find we get back two for every dollar we 
spend, over a period of five or six years. At present there 
are over 100,000 school rings in use bearing the Bait 
name on the shank. A good number of them belong to 
boys and girls who will exchange them as the first token 
of affection. When they get ready for an engagement 
and wedding ring, they tend to return to the jeweler 
who pleased them with the ring which first signified their 
intentions. And that,” Barr added, “Is the beginning 
of a long period of buying at Barr’s.” 





Sales Tip—Avoid the initative in arguments. Everyone 
likes to argue, particularly customers. The wise salesman 
answers such challenges with facts and figures. He studi- 
ously avoids any semblance of argument with any cus- 
tomer. 
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ARE YOU BURNT UP 


ABOUT YOUR REFINING YIELDS 








You won't be if you use our Modern Plant for 


the burning and crushing of your sweeps. 


Send in Your Sweeps, Filings. 
Scraps, Ete. We Have a Rep- 
utation For Giving The Highest 


REFINING COMPANY 


116 NASSAU STREET « NEW YORK ?-N.Y 


Returns in The Trade. penne 8 












































. send Stone 
...FOR YOUR < 
YEAR ROUND LAA : 
PROMOTION » * Fx... 30 ears 
makers of fine colored stone rings = 
SOLD EXCLUSIVELY THROUGH WHOLESALERS 7 
tern Man ulacturing Company | 
401-407 MULBERRY STREET 
NEWARK 2, N. J. 
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H. R. BENEDICT & SONS, INC. 


62 W. 47th St. New York 36, N. Y. 
LUxemburg 2-0808 
Importers 
& Rubies 
Cutters Emeralds 
of | 
Precious Sapphires 
Stones 





UNUSUAL and FANCY COLORED STONES 





FINE 


Aquamarines & Zircons 





Our own lapidary shop featuring 


FINE CALIBRE WORK 


REPOLISHING AND RECUTTING OF 
FINE GEMSTONES A SPECIALTY 


Member of American Gem Society 
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For the BASKETBALL ARMY 


Y Bison 


For this season’s army of basketball 


players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 
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Selections Sent on Approval 


665 Fifth Ave. New York 22,N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Office: HUBERT A. WOOD 
649 Se. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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GOTHIC 
Style , a = in King Design 


INITIAL RINGS 


GOTHIC RINGS are all original designs 
fashioned by our staff of jewelry de- 
signers. Each ring is symbolic of the 
high quality of craftsmanship main- 
tained in the production of GOTHIC 
RINGS, and each ring is available at 
a popular price. 





SCOTTISH RITE RINGS 


There are many styles to choose from in 
this type of GOTHIC RING. Rings and 
mountings are available in all white, all 
yellow, or combination yellow and white 
gold and at a low price for the high 
quality. 





KNIGHTS of COLUMBUS 
RINGS and MOUNTINGS 
GOTHIC Knights of Columbus are truly 


different, and have led to increased 
sales of Knights of Columbus Rings. 





All Patent and Copyrights Reserved 
Write for descriptive folder 


Kinsley & Sons Inc. 


JEWELRY MANUFACTURERS 


407 North 8th Street St. Louis |, Missouri 
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Famous Diamonds of the World 


JEHAN AKBAR SHAH—116 carats original size— 
71 carats recut 
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According to tradition, this stone, like the Koh-i-noor, 
was one of the eyes of the Peacock Throne of the Great 
Moguls. 

The stone was named for Shah Akbar, grandfather of 
the great Shah Jehan who built the Taj Mahal. Originally 
the gem weighed 116 carats and was inscribed in Arabic 
characters with the names of both these rulers. Shah Jehan 
styled himself “The Lord of Two Worlds,” while Akbar 
was merely “Shah of the World.” Shah Jehan died in 
prison in 1666. 

The Akbar Shah disappeared during the first half of 
the following century and came to light again in 1866 in 
Constantinople under the name of the Shepherd Stone. 
Of course, the diamond was recognized because of the 
inscriptions. George Blogg, an English merchant, bought 
it and took it to London, where it was recut to 71 carats. 
It was sold to the Gaekwar of Baroda for about $175,000. 
The inscriptions perished in the recutting, but they were 
of historic rather than decorative value. 





Transom Air Conditioner Solves Space 
And Cost Problems 


Probably one of the lowest-cost air conditioning sys- 
tems in the retail jewelry field is cooling customers of 
the R. J. Vierthaler Jewelry Co. in Pittsburgh, Pa. 

R. J. Vierthaler, head of the store, considered installa- 
tion of a central air conditioning system for several years 
but the cost appeared prohibitive. Even though his store 
vas a small one, he nevertheless believed that the cost of 
4 centralized system would be too high. 

The problem was solved by Wade Olsen, an enterpris- 
ing package unit dealer. A one-ton Frigidaire unit was 
installed over the store entrance and it fitted neatly into 
the former transom space. In this position the unit does not 
take up an inch of floor space and its convenient location 
is such that the store achieves more than ample cooling 
benefits from this air conditioner. 
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CLASS 
RINGS 


The future generation of buyers 
are attending high school now. 


We will help to get them into your 
store 


AT 
Vo Cush 


TO YOU 


Make an appointment with your 
local school to show sample rings 
now. 


Then write us for sample line and 
full price information. 


Your taxes help support the 
schools. You are entitled to their 
first consideration. 





This Trademark known for over a half century 
From Coast to Coast 


DORST JEWELRY COMPANY 


2100 Reading Road 


Cincinnati 2, Ohio 
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ODD SIZE MOVEMENTS 


orn 
AVAILABLE FOR IMMEDIATE DELIVERY 0 0- 


CULTURED 
PEARLS 


Trade Mark has 
become a Hall Mark 


STEVEN MAYER, Inc. Ff. eat! Field. 


:4 j d Dependability for 
Watch Importers Integrity an p y 
PLaza 7-7586 


over a Quarter of a Century. 
580 FIFTH AVENUE NEW YORK 19, N. Y. : 
ANTE-RIVIECCIO Co. 


H AVENUE, NEWYORK 19, N.Y, 
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Our many years of ex- 

perience in  purchas- 

ing, restoring and a 
reproducing antique Ms 


jewelry, has gained for us the veatatinn of “The 
Antique Jewelry House.” 


All work is completed in our own workshop. 
¢ Memos to rated jewelers 
¢ Estates Purchased 
¢ Special Order Work 


0. Srhuvider 


manufacturing jewelers and 
traders in antique jewelry 


74 West 46 St. New York 19, N. Y. 


Est. 1918 
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Easter egg topped with a tiny yellow chick. A card, held 
up by a cut out bunny, said “Easter Breakfast.” 


Easter Breakfast Table Stimulates 


Interest in Tablewares The table was aptly located near cases of silver hollow- 

One effective way of calling attention to tablewares is ware and a pillar on which 12 different patterns of silver 

to set a complete Easter table showing a harmonious flatware were displayed. Alongside the pillar was a glass 
grouping of silver, crystal and china. For example, take topped case holding many patterns of flatware. 





Rosenzweigs of Phoenix, Arizona, which has a large 
silverware department and uses it most advantageously ae , , sili 
by continuously displaying a variety of table settings on a Triple Welcome’ to Incoming Families 
year-round basis. Here tables are set for all special Builds Goodwill 


—e Utilizing three separate methods to attract newcomers 
to the city into the store has had a lot to do with the yearly 
growing volume at Armstrong Jewelers, 727 Austin Ave.., 
Waco, Texas. 

Armstrong’s, a 61-year-old store which has specialized 
for many years in china, glass, and gifts, along with more 
standard jewelery lines, feels that the store first visited by 
a newcomer to any city is the store which is most likely 
to earn that party’s loyalty. 

According to Robert Armstrong, head of the store, 
“Our experience has been that once we have actually 
prevailed upon a new family to visit the store, we.can de- 
pend upon them as customers thereafter.” 

This Texas jewelry store has developed a planned 
program to bring these new potential customers around. 
Every incoming new family who registers with the public 























Last year a table was set for an Easter breakfast. It utility companies for gas and electrical service is auto- 
had a centerpiece of marigolds of various hues, Spode matically called upon by a pleasant, experienced store 
china, and amber glasses. At each plate was a colored representative. “It isn’t unusual for the welcoming rep- 

VOATEST ESET TTEENGRE ace Uy 100000000000114 2 OOREONNNNNONEEEEEOUOUnNAnaeAnenEpOpOOOGaNNNAgans eeUnUnGLatAtovesi 00404 ONNNeNepeOPDH UAHA nen we 

Sell More Colored Stone Rings : 

® 7 * : 

Co-operate with the Year Round Promotion | 
Sponsored by The Jewelry Industry Council — 
MANUFACTURERS OF : 

COMPLETE LINE OF 10 K AND 14 K STONE RINGS : 

151 WEST 46th STREET, NEW YORK 19,N. Y. E 

| Sales Representatives i 

Jules Broder — Pacific Coast Dave Brown — Middle West Billy Herbst — Pennsylvania, Virginia, West Virginia 5 
Herbert Eide — Eastern 2 

— mn MUEurvngnacveceeeceneveeeveceaonateseeecceeaeacietcenateraocaavnaecgsnateeanece neces aasas Hc  N muna 
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You Get Incomparable Values! 


¢ Necklaces 


All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 


° Loose Pearls 
From 3 to 10 MM., all qualities. 


¢ Cultured Pearl Jewelry 


1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 


* Orders accepted from wholesalers, jobbers, 
manufacturers and importers. 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


NEPTUNE Cultured Pearl Syndicate 














550 Fifth Ave., N. Y. 11 PLaza 7-0769 


SEND FOR FREE 
oy Vie] Kele 
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AN EXCEPTIONAL 
DIAMOND VALUE! 


| | 6 DIAMOND BRIDAL 
SET, % CARAT 
TOTAL WEIGHT 


41.90 











YOUR 
COST 



















305 East 47th Street 
New York 17, N. Y. 
MUray Hill 8-2750 


FREE MATS 
AVAILABLE 
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| A half-century of skilled craftsmanship 
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stands behind their e eye-catching design 
@ superior materials @ lasting durability 
@ proven sales-appeal. Send for catalog. 


Mid.by ARCH CROWN TAGS, INC. 277 Halsey St. Newark 2, WJ. 





164 










JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 


e@ JUdson 6-1666,....) 











l—meme West 47th St. © New York 19, N. Y. 











DIAMONDS ror EXPORT 
BARBER wxo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


RO) | 010) \ fearon 
CABLES: SLUBAR -LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


ANTWERP AND 






LONDON, 





AMSTERDAMEL 
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resentative to spend as much as an hour at a time with 
the housewife,” the Texas jeweler said. “When the house- 
wife wants to know whether she can have an heirloom 
of jewelry repaired, whether she can get a pair of 
baby shoes bronzed, or merely buy a particular pattern 
of sterling flatware, the answer is always forthcoming.” 

The visit of the representative is then followed by a 
direct-mail letter, timed to arrive a few days later, and 
slanted every bit as effectively for the husband as for the 
housewife. The firm offers to assist the newcomers in 
any problems they may have. It then gives them a back- 
ground of the store’s history and merchandise, and points 
out that the store has been in operation since 1890. 

The letter closes with the following statement: “Inci- 
dentally, we have a little gift for you, so just bring the 
gift coupon with you. With every good wish for your 
happiness in Waco, we remain, etc.” 

The terse, straight-forwardness of this letter has never 
failed to get results since the plan went into operation, ac- 
cording to Mr. Armstrong. Many men have responded 
out of curiosity, some to express appreciation for the 
letter, and some to make actual purchases. 

Thus, step number three in the plan is the actual visit 
to the store, which may or may not be prompted by the 
desire to obtain a free gift, such as is offered in the 
letter. This is the store’s opportunity to welcome per- 
sonally the newcomer. 

It is, true, an elaborate program; but, in the long run. 
it creates goodwill and increases sales. 


piece 





Publicizing the Bridal Department 


Original and striking ads are used by W. G. Ferrell, 
proprietor of Ferrell Jewelry Co., Jacksonville, Florida, 
to publicize the store’s bride and gift department. The 
Bride Room, under the supervision of Mrs. Ferrell, is 


located on the second floor of this modern establishment. 


The Ferrells don’t believe in waiting for people to 
discover their bridal department. Instead, they contact 
brides, secure their photos and run them in large news- 
paper ads giving the name address, date of wedding, 
etc. Included is a list of china, crystal, and silver chosen 
hy these brides giving both the brand and pattern. 

In addition special tables for the display of tableware 
patterns chosen by brides are set up on the second floor. 
“Set tables do much to set off china and crystal to the 
best advantage,” said Mrs. Ferrell. “So we always have 
a beautifully set table in our large picture window to call 
attention to our Bride Room. Also, at night a complete 
table setting is placed in front of the big glass door in 
our silver department.” 





Technical Bulletin on Bulova Calendar 


Watch Released 


It was recently announced by the Service Division of 
the Bulova Watch Company, Valley Stream, L. I., that a 
new technical bulletin on the Bulova Calendar watch con- 
taining full information plus drawings and any particular 
identification on such calendar parts has been mailed to 
all Bulova watch dealers and to over 10,000 watchmakers 
whose names were registered at the various Symposia 
conducted throughout the country. Additional copies of 
this bulletin may be obtained by writing Service Division, 
Bulova Watch Company, Valley Stream, L. I. 
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is what your customers will be hed : 
about than any other sterling “mo 


sterling silver jewelry by Danecraft , will be 
featured in the April issue of Harper's Bazaar 
. in a beautiful full page ad. 


florentine lace 


is delicately patterned after the Reed & Barton 
renaissance flatware — currently receiving 
powerful nationwide promotion after 

last spring's highly successful debut. 


florentine lace 








he tf 

‘ \imited, for ft iyerware- 

‘i d & Barton ® 

handling Ree 
ee $30.00 per doz. 
Earrings No. F9E ...... 24.00 per doz. 
Bracelet No. F9B....... 48.00 per doz. 
Necklace No. FON ..... 60.00 per doz. 


| )ANECRAFT 


Preferred by the stores women prefer. 


FELCH & CO., Inc., Craftsmen in Sterling, Providence 7, R. |. 
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Use | your top 











resources 








advertising 


in April 





FOR STEADIER TRAFFIC, 


HOUSE BEAUTIFUL 


... by tying in with local ads and point-of-sale 


display cards! 


Add prestige and selling power to your Spring promotions by building them around the 
forthcoming issue and the top-quality names on its advertising pages—names like the typ- 


ical best-sellers whose informative trade messages appear below: 


TOWLE headlines its April theme of integrity ‘‘Weigh Your 
Sterling by its Name’, subheaded ‘’Towle Tips the = lle in 
Your Favor’. A French Provincial serving spoon, Old Colonial 
nut spoon, Contour butter knife, Old Lace sugar spoon, and forks 
in Candle Light, King Richard and Chippendale glow on a blue 
ground. 

2 a . 


GEORG JENSEN, INC. — An extremely handsome, practical wed- 
ding or anniversary gift . .. a fine acquisition for your own 
home, too. The set of Georg Jensen serving pieces, in the dis- 
tinguished Acorn pattern. The five matched pieces, housed in a 
fitted box: Cheese plane and cheese knife, their blades of stain- 
less steel; cheese scoop, with scoop of silver; caviar knife, with 
dark horn blade; and bottle opener, with working area of stainless 
steel. Priced at $66.25. 


Month’ in and month out the story of VERPLEX lamps and lamp- 
shades is told in full—and forcefully — to 17,000,000 readers. 
This Spring’s national advertisements focus on planter lamps, 
replacement shades, and new modern tubular lamps. Use Ver- 
plex’s 1952 Spring catalogue for selections from the line that 
sells because it’s presold., 


. o & 
JOSIAH WEDGCWOOD & SONS introduces a new bone china 


dinnerware pattern ‘’Kingcup’’ with a full page in color. The 
theme, it’s fun to use your Wedgwood every day, is particularly 
appropriate for this informal, high fashion, color pattern. This is 
the third new bone china pattern Wedgwood has launched through 
House Beautiful. 

s » * 


TWISTOLITE CANDLES — Will & Baumer Candle Co.’s classic 


twist style mo!ded dinner candles give fast turnover and customer 





satisfaction with two popular lengths — 1034 and 1334 and the 
fifteen most wanted colors as established by the Rahr national 
survey of consumer preferences. Sturdy two-pack encourages 
larger units of sale, saves clerk’s time, protects stock, makes 
attractive impulse displays. 


Golden hued DIRILYTE TABLEWARE is made of a fabulous 
solid metal alloy, golden hued through and through, nothing to 
wear off. It is dramatically colorful, is guaranteed to give life- 
time service. It brings new color excitement to the table, is exqui- 
site in craftsmanship yet very moderately priced . . . Federal 
tax-free! 

w . e 


Finders Mfg. Co. presents its well-known and very popular 
HOLLIWOOD DEEPFRY in the April issue. This ad is the first 
of a series to run each month for the rest of the year, promoting 
the fast growing and even faster selling line of Holliwood elec- 
trical housewares. 

® e ° 


FISHER SILVERSMITHS — masters of distinguished design and 
quality craftsmanship — feature a unique three in one coffee set. 
A blend of smart contemporary design and old style elegance, it 
merges into one for skillful serving and then separates to lead a 
triple life as creamer, sugar bowl and coffee pot. Fisher Silver- 
smiths, Jersey City and Providence. 


Use PLAN WITH PLANTATION as a promotional theme for 
special window or departmental displays devoted to Plantation 
hand-blown stemware and hand-cast table pieces. Folders are 
available by writing to Advertising Dept., A. H. Heisey & Co., 
Newark, Ohio. 
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HIGHER UNIT SALES... 


ROYAL JACKSON TRANSLUCENT CHINA fills a need for a 
fine open stock china at a price the average customer can pay. 
Rich, distinctive patterns in muted decorator tones. So strong, it 
can be insured against breakage. Free full color pattern brochure. 
Nationally advertised and promoted. 


Hostess Sets by LIBBEY GLASS are featured as ‘Four Star 
Entertainers’’ because these attractive glasses are versatile, party 
spirited and a novel gift idea. Hostess set patterns featured are 
Lauvraline, 12 oz. footed beverage, Colonnade, 11 oz. beverage, 
Merry Go Round, 14 oz. frosted cooler and International, 10 oz. 
pilsner. 

i" “ * 


LIGHTOLIER features a stunning collection of superbly designed 
fixtures for Spring, 1952. Ceiling fixtures, wall fixtures, reel fix- 
tures and pin up lamps. Flexible, functional and fashionable, 
with crisp contemporary lines and handsome finishes. For those 
many customers with lavish impeccable tastes and modest budgets. 
For details and information write Lightolier, 11 East 36th St. 


Current PACIFIC SILVER CLOTH advertising features hollow 
ware bags with Reed & Barton’s ‘‘Hampton Court’’ sterling tea 
service . . . diagramatically explains the anti-tarnish action of 
this unique cloth. Tiny particles of silver in the cloth trap sulphur 
gases in the air, keep them from reaching the silver inside. 


RED WINC DESERT is a casual design dinnerware which creates 
a warm, hospitable atmosphere and makes the most of your 
present home furnishings whether modern or traditional. Desert 
is hand painted on a shape designed to fit the modern dining 
table. Forms of all the matching pieces are shapely symmetric 
and carefully coordinated. 


RUSSEL WRIGHT AMERICAN MODERN full page ad — one of 
a series themed to “Enduring American Originals’’— this month 
uses famous Audubon bird illustrations, to focus consumer atten- 
tion on the beauty and simplicity which makes this dinnerware 
truly “‘modern in the tradition of good taste’. Emphasized are 
the original American Modern shapes, colors and textures avail- 
able in stores. 
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SEND TODAY... 


for eye-catching “Right from House 
Beautiful” display cards . . . an effec- 
tive tie-in newspaper mat. They re 
available. of course, free of charge. 





For display cards, mounted with April advertisements 


you want to feature, check any or all of the products ee ~ 3 
on the listing below that are preceded by a number. 

For a mat, in which product names can easily be in- 103. ROYAL DOULTON DINNERWARE 

serted, check the square indicated. Fill in your name 104. ROYAL JACKSON TRANSLUCENT CHINA 

and mailing address, mail to: Merchandising Division, 105. SKINNER PEERAGE BRASS PLAQUES 

House Beautiful Magazine, 572 Madison Avenue, 106. FRANK SMITH HERITAGE SILVER 

New York 22, N. Y. 107. SPODE DINNERWARE 


108. STEUBENVILLE WOODFIELD DINNERWARE 
109. TOWLE STERLING 
110. VERPLEX LAMPS AND SHADES 
111. BALLERINA BY UNIVERSAL POTTERY — 
112. WALLACE STRADIVARI SILVER 
113. WEDGWOOD KINGCUP DINNERWARE 
114. WESTMORELAND GLASS CENTERPIECES 
115. WEST VIRGINIA GLASS HOSTESS SET 
116. WILL & BAUMER TWISTOLITE CANDLES 
* RUSSEL WRIGHT AMERICAN MODERN DINNERWARE 


86. BROOKPARK TABLEWARE 

87. DIRILYTE TABLEWARE 

88. DONNELLY KELLEY MIRRORS 
89. FISHER BRUCE BARONET CHINA 
90. FISHER STERLING COFFEE SET 
91. FOSTORIA CRYSTAL 

92. FRANCISCAN RENAISSANCE DINNERWARE 
93. HAEGER CERAMICS 

94. HEISEY GLASSWARE 

95. HOLLIWOOD DEEPFRY 

96. GEORG JENSEN SERVING PIECES 





* No counter card available. 


[ ] “Seen in House Beautiful’ Mat. 








98. LIBBEY GLASS HOSTESS SETS 

99. LIGHTOLIER LAMPS NAME 

100. PACIFIC SILVER CLOTH 

54. PITTSBURGH PLATE GLASS MIRRORS ADDRESS 

101. RED WING DESERT POTTERY 

102. REED & BARTON FLORENTINE LACE SILVER CITY ZONE STATE 
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Relieving the bride of the 
task of mailing out wedding 
invitations has done a lot 
in boosting sales in all of 
the store's gift sections. 


by ROBERT A. LATIMER 


Phil Gabriel, above, initiated this unusual bridal 
service which has attracted many brides to the store. 


A, UNUSUAL bridal service is helping to 
build bridal sales volume year after year for Gabriel's, 
Mobile, Alabama. The service, developed by Phil Gabriel, 
head of the store, shortly after World War II, consists 
of taking over one of the bride’s most dismal chores: that 
of mailing out her wedding invitations. Since the bridal 
season of 1946, Gabriel’s has cheerfully assumed this 
task for hundreds of Mobile brides and in the process 
has won a lot of friends who would have been difficult 
to obtain through routine channels. 

Gabriel shares the opinion of some jewelers that a good 
number of young girls have become “jewelry store tour- 
ists’ upon graduation from high school. They merely 
collect a teaspoon here, a bride’s book there, a fine 
English bone china plate somewhere else, etc. “The bridal 
market has been highly cultivated,” Gabriel said, “to 
the point that it takes more than some sort of a gift to 
make the store oustanding in the prospective bride’s 
mind.” 

In his own case, the addressing service has proved to 
be exactly the “right ticket” and it has also proved to 
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Unusual Bridal Service 








Builds Good-Will and Sales 


have several advantages other than initial goodwill. The 
store, naturally, can work up a valuable direct-mail list 
in getting off anywhere from 50 to 300 invitations per 
bride. It assiduously follows up on every name involved 
to make certain the bride gets everything she wished for 
and to see that Gabriel’s gets the maximum sales volume 
per bride. 

Next, the service has attracted so much attention that 
a good number of girls approaching the marriageable 
age have come in to find out whether it is true and this 
starts off a friendly relationship which is likely to con- 
tinue for many years. 

All of the addressing and mailing of the wedding in- 
vitations is done by Miss Marguerite Walker, Gabriel's 
bridal consultant. Already possessed of a fine hand, Miss 
Walker has devoted a lot of time to practicing penman- 
ship, with the result that all of her efforts are highly 
regarded by the southern Alabama city’s younger set. 

Probably the most simple and effective means possible 
of letting prospective Mobile brides know of the address- 
ing service offered by Gabriel’s is the “outside lecture” 
program conducted by Miss Walker. She is regularly 
on the rostrum of home economics classes, girls’ clubs, 
senior girls’ meetings, etc., in the Mobile area to lecture 
on all subjects relating to table setting, manufacture of 
china and glass, sterling flatware, etc. As part of her 
schedule, Miss Walker is on duty along this vein several 

(Please turn to page 174) 
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New Revised Edition 


THE STERLING FLATWARE PATTERN IN 





Actual size of book, 
73" x 9". 


Teaspoons are shown 
actual size in book. 





IMMEDIATE 
DELIVERY 


All new patterns introduced since the late Summer of 1949 by the leading sterling silver flatware 
manufacturers in this country are now illustrated in the up-to-date edition now available. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, the only pub- 
lication of its kind, an entirely new and corrected alphabetical index of pattern names. This 
index lists the manufacturer and shows the current status of every pattern. 


Jewelers find THE STERLING FLATWARE binder is of rich black cowhide leather, gold 
PATTERN INDEX absolutely indispensable stamped. These pages are supplied in loose- 


for identifying patterns to be matched—and leaf form, making it convenient and econom- 
for making selling suggestions to customers. ical to insert revisions as they are published 
It contains, under one cover, full-size illustra- periodically. 


tions of more than 1300 sterling flatware pat- In daily use by jewelers everywhere, this book 


terns—active, inactive and obsolete patterns. P , 
has proved its value as an essential reference 


Illustrations are beautifully done, in full size, volume, invaluable in operating a Sterling 
and printed on fine coated paper. The Silverware Department. 


With binder $20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00 
Prices subject to change without notice. 


All books are sold remittance with order. 
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100 E. 42nd St. New York 17, N. Y. 
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|. "Romance"—a graceful pattern of unusual youth 
appeal, by Holmes & Edwards Sterling Inlaid Silver- 
plate. It will be publicly introduced this month. 


2. Three Magniset rings from a line developed ex- 
clusively by Goodman & Co., 42 West Washington St., 
Indianapolis. Magniset mountings were developed to 
give the smaller diamonds a much larger appearance. 


3. "Southern Accent" group of compacts, each style 
available in jeweler's bronze or silverplate finish. 
Fine pressed powder available in four shades. Com- 
pacts retail at $2.50; powder refill and puff, $.50. 
From J. V. Pilcher Mfg. Co., Louisville, Kentucky. 


4. The Meeker Co., Joplin, Missouri, is introducing 
this attractive billfold which has a hand-tooled de- 
sign of a rose hand-painted in colors. Made of vari- 
ous fine leathers to retail at different prices. 


5. Four ring mountings from the Globe Ring Com- 
pany's popular Snowcraft series of ring castings that 
feature good design. To be set with melee. All the 
models shown are available in all white or two tone. 


6. The newest A. T. Cross pencil is an exact replica 
of the famous Century except that the gold filled 
finish is replaced by a sterling silver finish. It 
comes in a gift box, priced at $5.00, includes F.T. 
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peor! FTTH NOTHER circulation recordis set by SEVENTEEN 
Magazine! Net sales, conservatively estimated at 1,030,000, make 
this the largest January issue in SEVENTEEN’s history. 












= ea IW IGGEST factor in this new record is the news- 
stand increase of 89,000 over last year. Consistently, over 80% of 
SEVENTEEN’s copies are bought over-the-counter. Nor are 
SEVENTEEN subscriptions forced, cut-rate, sold in combination. 





= IRCULATION growth and vigor are nothing new at 
SEVENTEEN. Sales for the year 1951 topped any previous high. 
Continued circulation peaks make SEVENTEEN, more than ever, 
your best buy. 


seventeen selis' 


NEW YORK - BOSTON - CHICAGO - HOLLYWOOD - ATLANTA 
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1. This candelabra is assembled in four sections, 
each one threaded to fit any other, thus allowing 
& different combinations for one or three candles. 
The candelabra is weighted sterling silver and re- 
tails at $135 per pair, plus tax. Poole Silver Co. 


2. "Silver Violets," a bracelet, earring, necklace, 
and brooch grouping from Danecraft line of sterling 
silver. A violet motif is featured in each piece. 
Felch & Co., Inc., Providence, is the manufacturer. 


3. The patented line of Craftsman's leather money 
clips, the "Clipper," is being expanded. They will 
be available in a range of styles and leathers from 


$2.50 to $7.50. From |. Smallman & Sons Co., N.Y. 


4. Designed to resemble a man's pocket watch, this 
“watch case" compact was inspired by the watches of 
the Victorian period. Comes in six different styles 
and is priced to retail at $5.00. From Volupte Inc. 


5. This man's and woman's rosary set includes an all- 
metal lady's rosary, a man's rosary with jet black 
beads, "Little Manual" prayer book, scapular badge, 
a St. Christopher medal, and black carrying case. 
From the Catamore Jewelry Company, Providence, R.I. 


6. The "Wedgwood" pattern, inspired by the ancient 
art discovered in the ruins of Pompeii. A 6-piece 
place setting retails at $27.50, F.T.I. "Wedgwood" 
is now being distributed by International Sterling. 
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New full-color “Screen Broadcasts’’ 
SPOT MOVIES are film commercials . . . 
powerful, visual master salesmen for 
your jewelry business. They get results! 
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Ne 
*“Screen Broadcasts”’ 


Two-thirds (25) of each film commercial 
sells what you sell. One-third (13) is your 
personalized sales message, featuring 


your store name and location. 


Master Salesmen for Jewelry Stores ieee — — 




























Here's a year ‘round, planned advertising 

program ... custom-made for jewelry stores. These 

new, full of “sell”, full-color “Screen Broadcasts” 

theatre advertising playlets are powerful, direct, and 

economical, They show, tell, and demonstrate in life- 

size, show-window fashion how your merchandise is 
the answer to gift-giving problems. 


“Screen Broadcasts” offer a well-rounded program 
| of advertising playlets featuring diamond rings, 
: watches, flat silver, silver service, holloware, crystal- 
ware, chinaware, gifts for all occasions, etc. Special 
inserts stress these gift-giving occasions: Easter, 
| Mother’s Day, Graduation, Father’s Day, Christmas, 





had 


and other major holidays. “Screen Broadcasts” aim their sell direct to the people you 
; ; want to reach in your own area .. . with a sales message 
Be the first jeweler in your area to display these that is seen, heard, understood, remembered. 


new films which will sell for you. 


“Screen Broadcasts’’ SPOT MOVIES 
are produced and distributed by 


ar Motion Picture Advertising Service Co., Inc. 


1032 Carondelet St. ° New Orleans, La. 
— United Film Service, Inc. 
2449 Charlotte St. ° Kansas City, Mo. 


: For complete details of how to get these big theatre 
— crowds as your customers, fill out the coupon below 
| and mail today! There’s no obligation. 








— ee . MOTION PICTURE ADVERTISING SERVICE CO., INC. 

| 1032 Carondelet St., New Orleans, La. 
Please send me more information about the new “Screen 
Broadcasts’ SPOT MOVIE film commercials in theatres. 














Name 
Firm 
ee acl LS & Address 
The movie theatre is the center of attraction in every populated area. It always City State CK.-3 











has a ready-made audience, full of able-to-buy prospects for you. 
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The only lighter 
with the flame 
you can point 


DEAT IIE 
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fk 3 UPRIGHT . . 
a a ae m for cigarettes 
\™ and cigars 





















TILTED 
jet flame for pipes 


7 reasons why 
Beattie Jet Lighters 
sell more easily 





@ Two flames—jet for pipes—regular for cigars 
and cigarettes. 


@ Wick that needs no replacement. 
@ Longest? flint. 

@ Huge fuel capacity. 

@ Slip cover for easy fueling. 


@ FULLY GUARANTEED against defects in mate- 


rials and workmanship. 
@ Consistent advertising in consumer magazines. 


RETAILING AT: 
Heavy Nickel Plate ..........$ 5.95 Plus Mfrs. Excise Tax .40 
Pigskin or Black Morocco 6.95 Plus Mfrs. Excise Tax .47 
Satin Chrome ... ede 6.95 Plus Mfrs. Excise Tax .47 
Engine Turned Chrome 8.00 Plus Mfrs. Excise Tax .54 
Heavy Silver Plate ... . 10.00* 
Heavy Gold Plate, Leather Covered. 15.00* 
Heavy Gauge Sterling Silver. 27.50* 
Desk Model, Genuine Leather. .. 8.95 Plus Mfrs. Excise Tax .60 
Extra Large Beattie Flints retailing.. 25c per pkg. 


*Subject to 20% Retail Excise Tax 


Ask your favorite wholesaler or write direct 
to Beattie for name of distributor nearest you. 


Serene ent eee eee ew een e2ee een aeeeaentaeaeeaeeeeaseen 


Beattie Jet Products Inc., Box JC-K 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighter to: 


NAME 








FIRM NAME 











ADDRESS 








| 
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Purchasing Plan 


(From page 122) 


see that she gets her choice and we get the sales,” Ej}, 
remarked and pointed out a counter display featuring , 
set of sterling flatware chosen by one of his young cus. 
tomers. The customer’s name is written on a card and 
displayed alongside the chest. Both she and the Eller 
sales force are eager to see that anyone shopping for g 
gift for that particular girl gets a chance to buy a piece 
of that silver. This eventually leads to cooperative pur. 
chasing by friends and relatives. 

The girl can, without offense, mention to her friends 
that she is starting her silver service and also mention the 
Eller store. The sales personnel can note or point out 
the silverware to anyone who doesn’t know about it, but 
who is shopping for that girl. Some customers may buy 
only one piece; sometimes three or four customers will 
pool their gift money for one piece. Then all the names 
go on the card accompanying the silver when it is 
delivered. 

Even if the girl receives only a few pieces of her chosen 
pattern by this cooperative purchasing plan, it is enough 
to insure Eller’s store of many future sales. With a start, 
the girl herself may become a regular purchaser of one 
or more pieces bought at regular intervals. Birthdays, 
or any occasion for which the girl might receive gifts, is 
sure to result in sales. | 

The cooperative purchasing plan works equally as well 
with other items, especially with fine china and crystal. 
So successful has this plan worked that today these wares 
constitute a major part of the store’s sales volume. 

Even the sales of baby and infant gift wares and 
jewelry are stimulated in the same manner. “Stork,” or 
“Pink and Blue” showers, offer the same opportunity for 
the store to sell gifts of real value by using the coopera- 
tive purchasing plan. 

As a result of the success of this merchandising plan, 
there is never any seasonal slumps in Eller’s jewelry store. 
His business is built on a long range plan which can 
ignore the calendar because every occasion that calls for 
a gift invariably leads customers to the Eller store. 





Bridal Service 


(From page 168) 


time per week during the school terms and is a frequent 
guest at luncheons and even church events during the 
summer months. 

“Beyond this, we haven’t found it necessary to go into 
any other promotion whatsoever,” Gabriel said. “We 
do, however, operate a completely separated ‘Bridal 
Annex,’ or gift shop, in which our china and crystal 
patterns are shown along with many suggested gifts. 
Primarily, it is the desire of the bride to escape the 
onerous job of sitting down and addressing all of her own 
invitations which attracts the most attention.” 





Sales ‘Tip—wNever domineer. No one likes to be domi- 
nated, not even the weakest of characters. Sometimes tt 
closes tough sales but it always makes lasting enemies. 
There’s no repeat business for the domineering salesman. 
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Leave It to the Girls which displayed an array of over 200 watches; yet, each 


watch would be individual within the entire display. 


(From page 124) In late November, 1950, the new store was completed. 
During the process of moving from one location to the 
con, started together in the jewelry business back in 1912. other, the store was closed for three days. 
when Great Bend was a small town with a population of The grand opening was scheduled for December 2, 
less than 5000. For a period of eight years the Morrisons 1950. To inaugurate the new store, $300 in merchandise 
rari their jewelry business in a small section of a drug was given away to persons visiting the store on the open- 
store. In 1920 they moved to the south room on the ing day. No purchases were necessary, people just had to 
cround floor of the American State Bank. The store re- come in and register to be eligible for a prize. 
mained there until 1950, when the bank required the To publicize this gala event Mrs. Morrison ran full 
store for expansion. page ads in local newspapers. Apart from advertisements, 

Consequently, Mrs. Morrison was compelled to find a the newspaper ran prominent feature stories heralding 
new location. After some thoughtful consideration, she the coming event. Other business enterprises in Great 
began to get enthusiastic about moving her store to a , Bend graciously bought newspaper space to congratulate 
new location. Mrs. Morrison. 

In due time plans were drawn up and Mrs. Morrison A constant stream of admirers accepted the invitation 
made several trips to Dallas and Chicago to visit well- to look over the new home of Morrison Jewelry, 1908 
known architects. They were called upon to coordinate Broadway, and they were duly impressed with the hand- 
all the ideas she wanted incorporated in her new store. some and conveniently located store. From the modern 

“We worked earnestly with the designers,” Mrs. Mor- facade, trimmed with random-laid Silverdale cut stone, to 
rison said, “as we did not want a result too pretentious the commodious stockroom in the rear, people expressed 
or too modern in design. After all, Morrison’s was an their admiration. 
old established firm.” “We registered 1780 people from the time the door was 

The final decision was for bleached walnut fixtures. opened till the closing of the day,” Mrs. Morrison said. 
with a dove-gray finish. The interior of open wall cases “Anyone 16 years of age or older was permitted to par- 
was to be finished in aqua blue, lighted with concealed ticipate in the prize drawings. Registration drew people 
fluorescent tubes, with each case having three spotlights. from as far as 40 miles north of Great Bend, 70 miles 
The color motif, carried throughout the store and its fix- west, and 50 miles to the south.” 
tures; was selected to be gray, aqua blue and coral, with Though Mrs. Morrison was compelled to move her 
gray the basic color. A watch display case was chosen store, she is today elated by the way things have worked 














guise hoor Vet 


Made in Sheffield, England 


ALSO AVAILABLE IN STERLING SILVER 














KING’S The ever-popular King’s 
Pattern, more than a century old. 


QUEEN ANNE An exclusive im- 
ported design for gracious living. 













You can sell these two pat- 
terns in complete sets of any de- 
sired number of each of 18 dif- 
ferent pieces. 









CARRIED IN OPEN STOCK. 


Price list and catalog available 





LOS ANGELES SHOWROOM Additional Illustrations 
Represented by: H. L. Hilston THE SILVER HOUSE OF THE”’’GREAT On Request 
712 SOUTH OLIVE ST. We ae On eel a Oan-n ae an. eer en BOnen ~ Inquiries Invited 


12 E. 52nd St.,New York 22, N.Y. Plaza 9-6900 


FOR MARCH, 1952 175 


















out. “Business has increased over last year,” she said. 
“Most of our customers admire the new store. They 
bring in visiting friends and relatives to see our display.” 

Located in a section of Kansas where there are pros- 
perous wheat and cattle ranches, Mrs. Morrison has won 
the complete confidence of the honest, hardworking 
people. The Morrison business credo is simple: “Be 
courteous and give service.” By living up to this belief. 
Morrison Jewelry has satisfied three generations of 
customers. 

Yes, Morrison Jewelry and its female entourage is 
doing very well for itself these days and we suspect they 
will for some time to come. 





New ‘Lock’ Eliminates Calisthenics 


The retail jeweler who has a modern all-glass door, 
and who must constantly stoop to unlock it briefly after 
closing hours, will appreciate a “gadget” developed by 
Robert Armstrong, owner of Armstrong Jewelers, Waco, 
Texas. 

While all-glass doors add much to store appearance, 
they are a nuisance immediately after closing hours, Mr. 
Armstrong points out—inasmuch as there are always sev- 
eral employes to let out after the store is locked against 
the public. Because the lock, for the sake of perfect 
transparency, is located in a heavy strip of metal along 
the bottom of such doors, it is always necessary to use 
considerable effort. The retailer must bend all the way 
to the floor each time the lock is opened and this may 
occur a dozen times within 15 minutes after closing. 


Armstrong’s has 20 employes, with the result that who. 
ever was stationed at the door after closing put in quite 
strenuous bit of calisthenics stooping and straightening 
up with each opening of the door. Something had to be 
done, Mr. Armstrong concluded, to do away with the 
nuisance. 

The results was a wooden block and sliding bolt, which 
at a cost of a few cents, does an effective job of keeping 


Seanad rw 





the door locked, and completely eliminates the need for 
stooping to reach the bottom lock. Cut from varnished 
hardwood, the block is pistol shaped, with an ordinary 
sliding bolt mounted on the thin projecting end. The 
broad end drops neatly into the slot between the plastic 
handle and glass door, where it is held firmly in place. 
To lock the door, it is only necessary to push the sliding 
bolt into a hole drilled into the metal jamb of the frame, 
securely hold it against entry from the outside. 





Sales Tip—Avoid sarcasm. The fault-finding customer 
or he who gripes constantly, gives us strong temptation to 
exercise every facet of our wit but it never pays off. 
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21 West 46th Street 





Metals of Guaranteed Purity 


PLATINUM : 
” IRIDIUM - RUTHENIUM 


We solscit your Sweeps — 


Filings — Scrap Gold and 


Platinum — Metals 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 





PALLADIUM 
RHODIUM ° OSMIUM 


WILL RECEIVE 
Special Alten lion 


‘iow York 19, N. Y. 
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Reputation 


(From page 116) 


with the personnel closely coordinating their activities so 
as to bring to the Memphis consumer an extremely wide 
variety of fine top-brand merchandise at competitive 
prices. 

One of the major factors underlying the success and 
reputation of the firm is its splendid service offered by 
the watch sales and service department. The watch repair 
department is set off from the sales floor, with a repair 
estimator stationed in the watch sales department. A 
customer bringing in a watch for repair or cleaning has 
his timepiece checked by this trained technician before 
it is taken in for servicing. According to store officials, 
almost all the customers who have purchased a watch at 
Brodnax bring or send their watches back to the store 
when repair work is needed. 

The fact that customers are willing to wait as long as 
four weeks for their watches, due to the shortage of 
horologists sufficiently skilled to justify their employment 
at Brodnax, is truly a compliment to the store’s reputa- 
tion, and there is a good reason for this reputation of 
quality service. Every part used in watch servicing by 
Brodnax must be genuine material. This is a store policy. 
The firm’s watchmakers are fully aware that using 
genuine material is assurance of a better service job 
completed more quickly. 

The watch sales and service department, under the 
direction of G. W. Hale, offers customers a wide selection 
of quality timepieces. This department, incidentally, is a 


fine example of how the store merchandises the Brodnax 
name and reputation. Witness the following sales slogan: 
“When buying a watch, the store behind the sale is 
important.” 

Watches in the counter cases within the store are never 
exhibited or delivered in manufacturers’ boxes. They are 
displayed in specially designed trays and handsomely 
grouped by types rather than by brands. Their selection 
ranges from the widely advertised “bread-and-butter” 
lines to the brands in the “Rolls Royce” category. 

The department stocks complete lines of special-feature 
timepieces, such as waterproofs, chronographs, calendars, 
and self-winding models. Those models that are not 
included in the showcase are kept close at hand by groups, 
each on their own trays, which can easily be stacked in 
the safe when not being shown. 

The firm’s window displays, handled by W. C. Schulen- 
berg, are in the finest taste, with the watches removed 
from their boxes and placed on handsomely tailored 
stands. These low-height displays are uncluttered, mak- 
ing it a simple matter for a prospective customer to view 
easily the fine timepieces without the distraction of other 
lines of merchandise. Silhouetted brand names are neatly 
placed in front of the tailored groupings, with tax-in- 
cluded prices plainly marking the merchandise. 

Merchandising contacts with prospective customers 
take two forms: newspaper advertising and an annual 
mailing of the firm’s famous catalog. The 1951 catalog, 
mailed out in October and containing 3473 items, is 
unique in that it covers items from as low as $1.50 up 
to diamond jewelry priced in the thousands. Most of 
the engravings included in the catalog are shot directly 








Millions read these facts in the 
December Reader’s Digest 





Pacific Silver Cloth was rated the best 
antitarnish wrapping by an impartial 
research laboratory selected by the 
Reader’s Digest. This patented, chestnut 
brown, feltlike fabric is impregnated 
with a chemical compound of silver. The 
millions of tiny particles of the silver 
salt trap any sulphur gas before it gets 
through to the wrapped silver. Pacific 
Silver Cloth comes in ready-made bags 
for hollow-ware, in rolls for flatware or 
by the piece (31 inches wide). With 
proper use, it will protect silverware 
from tarnish for 15 or 20 years. 

See “To Keep Silver Bright,” 

December Reader's Digest 


PACIFIC MILLS... 
Weavers of fine Cottons, Rayons, Worsteds and Woolens 
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“Only PACTHC Silver Cloth 


positively prevents tarnish 


PACIFIC MILLS, Dept. 3R, 1407 Broadway, New York 18, N. Y. 
Gentlemen: I am interested in wraps , chests , 
hollow-ware bags , place-setting rolls , packets 

made with Pacific Silver Cloth. Send me names of sources. 
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Zone State 








City 
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Watch Repairing to the Jewelry Trade 


Since 1940 


One week's service on average overhaul jobs 


ND  nb.00 606 seeedb ewer eesecsesesvcawcaset $3.00 
(self-winding—$1.00 extra) 
PPT TOT TTT Te 4.50 
Cleaning and Mainspring..............---+.++: 3.50 
Cleaning and Stem and Crown................-- 3.75 
EE ee eee 2.50 
ee Ee SII. 0k ok co cccceewesecessases 1.75 
ct eke eheaeedeceeeneheenees 1.75 
Jewels—balance, roller, pallet (with cleaning) ea. 1.00 
Crown, hand, crystal re. (with cleaning) ea....... .40 
Pivots polished (with cleaning)................ 1.00 
Poise balance (with cleaning).................. 1.00 
Adjust escapement (with cleaning).............. 1.00 
Chronographs overhauled (plus parts)...... 10.50-12.50 


Jewelry Repairlng-Special Order Work 


Ring Sizing — Shanks—Bezels — Prongs Rebuilt 


All customer's property is fully insured while in our possession 
by our Jewelers Block Policy, issued by the St. Paul Fire and 
Marine Insurance Co. 


We acknowledge all watches upon receipt with a list of your 
numbers, size, maker, jewels, case. 


We have a good staff of competent Watchmakers—NO 
APPRENTICES. All repairs timed on our WATCHMASTERS 


and carefully checked before returning to you. 


If you are interested in FIRST CLASS WORKMANSHIP and 
repairs that we fully quarantee, we can be of service to you. 
Repairs shipped “open" to well rated accounts. 


We are offering following material assortments which every 
watchmaker should have on hand and have purposely omitted 
staffs, stems, and mainsprings as these items are usually stocked. 





FF 120 ASSORTMENT AS 970 ASSORTMENT 
| only roller table, complete | only roller table, complete 
3 " yoke bridges - ‘ 
we 2 " yoke bridges 
| minute wheel ac aoe ;, 
| " setting wheel  (inter- ii minute wheel 
mediate) ‘| " clutch wheel 
2 " clutch wheels | " hour wheel 
. te hour wheel 2 " 4th wheels, sec. hand 
3 click springs rn 
3 " clutch lever springs 7 ” i - 
2 ” winding pinions | winding pinion 
YOUR COST $3.00 | YOUR COST $3.00 














Both assortments $5.70 or $2.85 each in lots of 2 or more. 
Terms: Net Cash—Postage prepaid when remittance ac- 
companies order. 
Prices subject to change. 


FRED P. SMITH 


6008 W. Belmont Ave., Chicago 34, Illinois 
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from jewelry pieces themselves, with the result that 
a prospective buyer is given practically a three-dimen. 
sional view of the fine items offered. For example, the 
five pages devoted to watches show them illustrated jp 
exact size. Wherever possible other fine pieces are jillys. 
trated in a similar manner. 

Reputation does make a difference—the difference 
which results in Brodnax’ outstanding position. Similar 
to that enjoyed by other fine jewelers, the faith that 
a customer places in a gift purchased from reputable 
jewelers is the finest compliment that the public can pay 
the industry. It is the industry. 





Emblem Rings 


(From page 108) 


Savitt Jewelers stress assortment in every phase of 
their emblem and fraternal ring advertising; in window 
displays, counter displays, newspaper ads, and radio 
advertising, and they never forget that the unusual twist 
is the best twist, for themselves. They have had fine 
results from dramatic emblem windows, and fine results 
from playing up color impact. They have done this by 
mass displays of birthstone emblem rings, massed 30 or 
40 in a single color for a spectacular effect. 

Again, because of the prestige angle of these rings, 
this store has found it better to play down the price angle 
and play up quality in ads designed to stimulate cus- 
tomer interest. They have found it to be a good approach, 
in a stimulative ad, to feature a lapel emblem which sells 
for only a few dollars, and which provides an opportunity 
to transfer a customer’s interest to a quality ring, once 
he is in the store. 

There are fine possibilities for many retail jewelers 
to expand their ring departments by concentrating on 
emblem and fraternal rings. The interest in organizations 
is so great, that right across the country, there are wait- 
ing lists of people wanting to join, and this means they 
will all be emblem customers some day. Remember too. 
every member is a potential customer for many new 
emblems as he advances in degree. Your first sale should 
be but the beginning. 

The entire social life in many communities is centered 
about various organizations, and all of the members 
should be customers for emblem rings. Some of the 
better known organizations are: Masons (and don’t for- 
get the Shriners!) ; Knights of Columbus; Odd Fellows; 
Elks: Moose; Knights of Pythias; and Fraternal Order 
of Eagles. For women there are—Eastern Star; Daugh- 
ters of Isabella; Daughters of Rebecca; and others. 

Savitt Jewelers have found it profitable to get the atten- 
tion of all these people by promotions slanted toward the 
most powerful Orders, and then to capitalize on this 
interest with assortments for all. They have found that 
emblem and fraternal rings can be a strong source of 
steady profit all during the year. and need not be just a 
Xmas gift item, as so many jewelers have believed. The 
createst satisfaction of all. however. thev have found 
in the establishment of customer loyalty. When a man 
becomes a customer for such a personal piece of jewelry. 
say Savitts, he feels a closeness and friendship for the 
store. He will return again and again for purchases in 
many other departments. 
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Budget Promotions 


(From page 120) 


never advertise a merchandise at special prices unless we 
have a large stock on hand. Ad-copy always mentions 
the exact number of the items in stock. Finally, we never 
misrepresent a promotional product—if it is a discon- 
tinued line, we make that clear in advertising matter.” 

In making certain that these promotions build only 
good will, the jeweler keeps an unerring eye out for any 
possible injurious effects. When his deal with the dis- 
tributor of a national line of electric razors included the 
right to sell an outdated model at one-third off, and a 
competitor advertised the same article a few days later 
at half-price, the jeweler immediately ran an ad offering a 
refund for the difference to buyers who had purchased at 
his smaller discount. 

In the springtime the firm touches off a series of pro- 
motions on home articles, including a 4-quart pressure 
cooker, priced at $7.95, which always yields hundreds of 
sales. 

A promotion on an electric hair clipper reflects the 
jeweler’s flawless sense of timing. The clipper, offered 
at $9.95, was featured in a quarter-page ad, which ap- 
peared a few days after haircuts in Springfield were in- 
creased in price to one dollar. The promotion under- 
scored the fact that heads could be trimmed for a penny 
apiece with -the clipper—quite a talking point with large 
families who couldn’t afford the price increase at barber 
shops. 

“We never follow up on the same deal immediately 
afterwards, whether it is a triumph or a flop,” Mr. Sass 
stated, “but forget it for a while and try other items. If 
a promotion fizzles, we wait and experiment with it again 
at a later date. It isn’t unusual for an item to produce 





Jeweler’s Sign Dominates Shopping Area 
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A huge 42-fgot-high sign has made the Chestnut Street store of 
Tappins Jewelry Store, Inc., stand-out prominently in the downtown 
Philadelphia shopping district. The new sign features an effective 
combination of white neon tubing and back-lighted 54" high letters 
of red Plexiglas acrylic plastic. The broad-stroked letters have 
excellent daytime legibility and are luminous and glarefree at 
night, when they are lighted by red neon backlighting. The word 
"Diamonds," nearly 30 feet high, is lighted with green neon. 
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Ladies’ Billfold 
and Key Case 
in smooth red calf. 





(AND IT SHOWS A LOVELY PROFIT!) 


Choose from 40 styles—$2.50 to $7.50 
retail—in Cherry Red, Hunter Green, Cocoa 
Tan, Midnight Blue, and Jet. In supple goat, 
calf, snake, smooth cowhide and Morocco 
from master tanners . . . Smartly fashioned 
by the nimble fingers of Bosca craftsmen! 


Your customers will adore them! 


And, because we bought our leathers 
when the market sagged, the values are ter- 
rific! 


You'll need Bosca’s complete catalog of 
personal leather goods. Wire for one today! 


Huge Bosca Ce., Inc. 


SPRINGFIELD, OHIO 
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YOU CAN STAKE YOUR REPUTATION ON 


orth amalon/ 


BLADES! ~ 





Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 


Prices 
and tllustrations 
gladly furnished 


NORTHAMPTON CUTLERY COMPANY e@ 


NORTHAMPTON 2, MASS: . ESTABLISHED 1671 

















PE 66s cesenconee a 
3. Morocco .......... ew 
4. Chrome, Satin ........ 7.42 


729 Sansom Street 


Presenting the Most 
Practical Pocket Lighter 





ae’ rg ny? ae: re 
PO ae, a a, : 


... THE ONLY LIGHTER WITH THE FLAME YOU 
CAN POINT! When held upright ...a perfect flame 
for cigarettes and cigars. A gentle tilt...and the 
jet pours a 2%-inch flame RIGHT DOWN into your 
pipe for a perfect light. The most practical pocket 
lighter. Nothing mechanical to get out of order. 
The BEATTIE JET LIGHTER is fully guaranteed 
against defects in materials and workmanship. 


RETAIL PRICES 


|. Heavy Nickel Plate... .$6.35 5. Chrome, Engine 
7.42 ares $8.54 
6. Heavy Silver Plate....10.00 
(Plus Tax) 


JOSEPH B. BECHTEL & CO., INC. 


Wholesale Distributor 





Philadelphia 6, Pa. 
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sizzling results the first time, and fail dismally the seconq 
time tried.” 

As a simple, low-cost method of adding extra zest t, 
the program, the store frequently utilizes postcard and 
letter mailings. A direct mail piece on a china table 
lamp, mounted on a plated, white metal base, with match. 
ing silk shade, for $5.45, netted 545 sales from a total 
of 4500 letters, or a twelve per cent ratio. 

Electric razors are heavy grossers in the small electrj. 
cal appliance department. To usher in razor traffic, the 
firm frequently buys a shipment of discontinued models 
immediately after the model has been changed, and of. 
fers them at half-price. Average yield from this tactic 
is two or three hundred sales. 

Shaver sales hit their highest peak during the fall and 
winter months. “Shaver sales run about sixty per cent 
to gift buyers and the remaining forty per cent to the 
actual users,” contends Mr. Sass. “Shaver clinics are an 
effective means of whipping up extra shaver business. A 
recent 3-day clinic, in which we promoted a $7.50 trade-in 
offer on old shavers, harvested ninety sales.” 

“We also recently used a four-fold plan to build razor 
volume with good results,” he said. “Each person who 
brought in a shaver, either for service, adjusting, oiling, 
or to trade in on a new one, was given a numbered ticket, 
for participating in a drawing for a razor given away 
at each of the stores. Some 370 persons registered for 
the drawing.” 

The small housewares display section, containing a $4,. 
500 inventory of famous-name brands, is located at the 
back of the store, near the credit counter, a tarrying point 
for seventy-five per cent of the traffic. This bit of loca- 
tion strategy exposes a large number of persons to the 
one-hundred-odd items on display. 

“We spend less money for returns realized on small 
appliances,” said the jeweler, “than on any other mer- 
chandise. One reason there is a good turnover in this 
department is that electrical housewares have a high 
acceptance value with gift shoppers.” 

The firm uses mass orderly shelf displays to give the 
prospects an eye-level presentation of housewares. Posi- 
tioning this merchandise at the back of the store is a 
distinct asset because shoppers may inspect and discuss 
products in semi-privacy. 

“All of our advertising copy,” said Mr. Sass, “men- 
tions our credit facilities, including 30-day accounts and 
the liberal budget plan. When we know a customer is a 
sound credit risk, we ask him for a small down-payment, 
but we do not hesitate to let him have the merchandise 
without it. 

“In the case of new accounts,” he said, “we get as 
much down payment as possible, but here again if credit 
reports indicate -he is sound, we don’t miss the sale be- 
cause of the lack of a down payment. 

“If a budget customer wants an item,” he declared, 
“and has three monthly payments remaining on an old 
account, we let him have the merchandise and allow him 
to start his payment on the new purchase after the other 
account has been liquidated. 

“We offer a maximum payment period of twelve months 
on budget accounts with terms made at the buyer’s con- 
venience. He can pay weekly, monthly, or bi-monthly. 
The absence of any interest or carrying charges is an 
effective magnet for credit buyers.” 
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Ring Merchandising 
(From page 110) 


customers into the store, but will make direct sales as 
well,” stated Ronson. 

Follow-through is considered of utmost importance, 
and window displays, counter displays, newspaper ads 
and radio commercials, all use the same theme and pound 
away at stirring up sentiment and stress the fact that 
rings are a piece of jewelry to be cherished as a personal 
treasure. 

During their period of concentrated effort to sell rings, 
Baird-North has discovered many interesting things. 
They find that people of all ages love birthstones; that 
boys as well as girls are very proud of a personal ring; 
that little girls are as conscious of style and personal 
beauty as their older sisters and mothers (the sub-deb 
rings have sold in such quantity this has become a de- 
partment in itself and enjoys a high percentage of repeat 
sales) ; that women are more interested in their personal 
birthstone than men; that men are more apt to buy a 
stone ring because it is a favorite color; that both men 
and women are interested in romantic histories and leg- 
ends of jewels. They have discovered that part of the 
glamour lost when talking about a synthetic stone can 
be recovered by telling the history of the genuine jewel, 
and all of the salespeople are encouraged to work from 
this premise. 

Best of all, Baird-North has discovered that rings are 
a steady source of business during twelve months of the 
year! Every day brings with it some reason for someone 
to give a gift to someone else, and that gift is nicely prof- 
itable for the store when it is a ring. Every customer 
who comes in is a potential ring customer, not only for 
himself, but for friends and relatives, and every customer 
is susceptible to the idea of a wardrobe of rings. The 
ring business, Baird-North has decided, is one of the best 
businesses a jeweler can be in. It can bring growth to the 
entire store. 





‘Your Time is My Time’ 


“Be Sure Of Your Time—This Time” was the theme 
of a highly unusual and attention-getting newspaper ad 
used recently by James Fogg, 261 King St., Hamilton, 
Ontario, to publicize his watch repair service. 

The ad’s headline was in the form of a puzzle; only 
the first letter of each word in the slogan was printed 
followed by dashes which substituted for the missing 
letters. Below the headline in smaller print, the missing 
letters were given. 

By a little mental juggling the reader was able to put 
the words together. The copy read: “Did we have you 
guessing? This heading wouldn’t have puzzled our regu- 
lar customers because it is the slogan we have been using 
for 32 years. That is how long we have been working as 
watchmakers in Hamilton. 

“Whether you are thinking of buying a new watch or 
having your present watch serviced, you can count on 
our lifetime experience to give you the most for your 
money.” 

The ad concluded: “When you come to James Fogg 
you can always ‘Be Sure Of Your Time—This Time.’ ” 
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DONT BE FOOLED 


THERE IS 
Only One Niash Patented* Wing Back 






clicks opening 
clicks closing 


Found on the Finest Jewelry 


It has perfect mechanical operation, clicks 
opening, clicks closing. Has non-corrosive 
spring. Available in all metals. 

*Patented. Design 155,535 


Patented Construction 2,472,958 
Infringers will be prosecuted 


NIASH REFINING COMPANY 


116 Nassau St. CO 7-4496-7 New York 7, N. Y. 

















Increase Your Watch-Band Sales 50% 


With the new TRAY-MASTER — takes all 
brands, all sizes—Men's and Ladies’ Together! 


This long-lasting display accessory will boost sales imme- 
diately. Results prove it is worth much more—You can't 
afford to be without them. 


SPECIAL OFFER—oOne TRAY-MASTER 
at no charge when you purchase an assortment of any 4 
Ladies’ or Men’s Watch Bands (at wholesale). You select 


the bands. 

If ordering direct 
include name of your 
wholesaler 







=, 


bend oS 
Faiese 


ee 








TRAYS ONLY 
$6.95 EACH 


H.L. MFG. CO. 


356 American Avenue 


Long Beach, California All prices F.O.B. 
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DO YOU SELL JEWELRY ? 


You may be heading your own wholesale or job- 
- « « you may be a topnotch sales- 
man with a substantial following. You may be 
the man we want! 


bing business 


The expanded sales program of a firmly-estab- 
lished Eastern jewelry manufacturer ... with a 
background of more than 50 years of profitable 
operation . . . offers an unusual opportunity to 
the man selected. 


The product is a unique line of popular-priced 
jewelry for men, women, and children .. . 
ernly styled and beautifully made. 


mod- 


The earning potential for a smart, aggressive 
salesman will be limited only by his ability to 
produce. 


Our employees know of this advertisement. 


Please apply by letter only, and tell us frankly 
and fully about yourself, your present status, 
background, earnings, etc. Your reply will be 
held in strictest confidence. Address 


DANIEL F. SULLIVAN CO., Attn. TPW 
216 Tremont St., Boston 16, Mass. 











New! Fraternal Rings.... with meaning 


MASONIC RIN G* 








Here's a Masonic Ring with real 





meaning, rich symbolism, elab- 
orate detail, fine craftsmanship! 


10-Kt. gold . . . . $35 
14-Kt. gold ... . $42 
Prices Keystone 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 


*Patent No, D-157620. 

















wey ARTS « CRAFTS cc 


106 ANN STREET 
ea ta ee ee 











Improve Your 
Knowledge Of 


esos BE MS 


Take our course in gemology. Our year 
course covers the basic portion of the sub- 
ject plus individual study of 30 gem stones 
including diamonds. 





Write for our folder on prices, etc. 





Washington School of Gemology 
Harry L. Woodruff, Director 
1404 NEW YORK AVE. -— WASHINGTON, D. C. 
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‘Paints’ With Gems 


(From page 118) 


cating small envelopes holding the different weights and 
colors. “The weights vary, for example two diamonds 
might equal one carat while ten other diamonds would 
weigh one carat. In 100 carats of sapphires you might 
find as many as 5000 stones.” 

“Sometimes I use as many as 300 tiny diamonds which 
are like fine dust. I must hold my breath while working 
with them to avoid blowing this valuable pile out of 
sight. Various shapes are used, as petal, round, pear, 
rectangular and others all have their places. Opals, star 
rubies and sapphires are not used because of their 
rounded shape. Another valuable stone missing from 
these displays is the rare catseye.” 

He then explained how he lends depth and perspective 
to his paintings. “By using stones in a variety of shades 
or creating fine lines with small sapphires or onyx. Stones 
in a completed picture, incidentally, often add up to many 
thousands of dollars.” 

Even while he was speaking people were admiring the 
jeweled spray of flowers which twinkled in the afternoon 
light of the window. The petals of iridescent pearl seemed 
to have captured the pale shades of a sunset. Sea green 
peridots formed the slender stems and delicate leaves. 

On the average Klamt presents a new picture once a 
week. “Of course, nothing of a political or controversial 
nature is shown. Seasonal activities, holidays and other 
ideas provide a wealth of subjects.” 

For example, during the Community Chest campaign, 
a ruby red feather high-lighted by flashing diamonds 
was exhibited. Beneath the feather, red jewels spelled 
out the word, “‘Give.” 

People often ask Klamt when the Christmas tree or 
Santa Claus or other favorites will appear. This is his 
proof that he has established an appreciative and inter- 
ested audience. Since precious stones are continually 
displayed to the public, the buying response is most 
favorable. 





Regular Promotion Keeps Silver Club 
Active 


A silver club which offers customers the privilege of 
purchasing silverware for as little as $1.00 per week, 
is being used very successfully by E. W. Parker Jewelers, 
9 West Main St.. Madison, Wisconsin. 

According to Mrs. Alice Storey, store manager and 
daughter of E. W. Parker, founder, the club has been 
in existence for about four years. It is promoted several 
times yearly by large advertisements in local newspapers. 
In addition, the store also publicizes the club buying 
plan on radio programs covering the Madison area. 

Mrs. Storey states that she prefers to have club plan 
purchasers complete all their payments within a period 
of three months. Though they are only obliged to pay 
$1 weekly, the majority of club joiners like to pay be- 
tween $4 and $5. 

The Silver Club has been a big hit with brides-to-be and 
has the advantage of bringing many such women to the 
Parker store to inquire about the plan. Mrs. Storey has 
found that at such times women make purchases in 
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other departments and become acquainted with the : 


store’s merchandise and services. | yA \ 

When a prospect applies for a Silver Club membership JEWELERS | 
the credit of the applicant is quickly checked through 
a local bureau. After the purchase, the customer is given | 7 ~ \ : 


a small, wallet-sized, silver card on the back of which | 


his or her weekly payments are recorded. | \ E W E L : 





Because most of the customers personally come into 
the store to make their weekly payments, they have an 


P h o become friendly with the owner and 
<a — ACTIVE — INACTIVE AND OBSOLETE | 


the store staff. 


A typical ad on the store’s Silver Club plan reads as STERLING FLATWARE PATTERNS CAN 


follows: “Now... buy a sterling silver 6 piece place set- 


ting for only $1.00 a week. Now you, too, can own ster. | | BE TURNED INTO CASH NOW! 


_ ———— 








ling silver . . . for at E. W. Parker’s it is within reach ot 

the most modest budget. Use our convenient club plan Many of your customers are interested in changing 
and choose from one of our distinctive patterns in leading their incomplete or obsolete patterns of flatware for 
: : new patterns, providing they can receive a fair price 
sterling silverware. Not just one or two names in for their old silver. We are prospective customers for 
sterling but ten different firms offered you . . .” this silver and will be pleased to make a tentative 
™ offer on receipt of information as to quantity, con- 
’ dition, etc.; or, a definite offer on receipt of the 
A Texas Jewelry Store Makes Friends silver. This will enable you to obtain a much higher 
. | price for the old silver. We are also interested in 
With Graduating Classes | purchasing any sterling silver your customers wish 
— to dispose of or any sterling flat or hollowware stock, 

With one eye focused on the future, Westmoreland’s either new or used. 


Jewelry Store, “The House of Diamonds,” in Huntsville, 
Texas, mails out annually the following invitation: “We 
take great pleasure in congratulating you on your ap- 
proaching graduation, and invite you to come in and 
select a gift teaspoon in your favorite pattern.” 


The invitations go, of course, to graduating Huntsville | Julius Goodman & Son 
| 


High School Seniors—the girls in this case, with a * 77 MADISON AVE. MEMPHIS 1, TENN. WA 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 

















NATIONALLY KNOWN 
MANUFACTURER 


of 14 K gold watch cases, bracelets 











.# 





~~ and jewelry successfully operatin 
separate invitation to the boys which invites them to | J . dine S 


“select a gift from gentlemen’s groupings.” 
For weeks following the issuance of the invitations, the active retail accounts desires to pur- 
store is almost continuously being visited by one senior 


or another—all looking at patterns and gifts. Incidentally, 
none of the gifts cost less than $3. established jewelry or related mail 


Fi c ° . ° bo e . - 
inally, the affair is culminated by a tea in the store, order business seeking expansion 


at which time Mrs. Stace Westmoreland, the owner. | 

presents the seniors with their gifts. | or will purchase outright if desired. 
Formerly, the store entertained the seniors with garden | 

parties at the Westmoreland home. Mrs. Westmoreland, | All answers will be held strictly 

who is vice president of the Texas Retail Jewelers As- confidential. 

sociation, felt, however, that a party in the store would 

be more effective. 


While no effort is made to sell merchandise to the Box — 2993 x care 
7 , 


students during this period of inspection, more than 


one has made purchases before and during the party time. THE JEWELERS’ CIRCULAR-KEYSTONE 


Most important of all, Mrs. Westmoreland feels, is that 
100 East 42nd Street New York 17, N. Y. 


the students realize that the store is really a “House of 
Friendliness.” 


for many years with ten thousand 


chase a one-half interest in well 
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4. Swedish Glass 




















5. "Patio" Glassware 








1. Copper Ice Bucket 


onto <x?” 


OLR PARIS 


3. Hinged Vegetable Dish 





[] |. Solid copper ice bucket with brass handles, giving two 


CJ 


tone effect—lacquered to prevent tarnishing— inserted with 
plastic liner—overall height, 8". It may be retailed for 
$12. From Colonial Brass & Copper Ware, of Taunton, Mass. 


2. "Cries of Street Peddlers"—3 from series of 6 figures 
of 18th Century characters in bone china, modeled for Spode 
by Felix Joubert, 19th Century sculptor; $23.50 each, re- 
tail. From Copeland & Thompson, Inc., 206 Fifth Ave., N.Y. 


3. Just a half-turn of the handle opens or closes the 
embossed covers of this hinged twin vegetable dish. It 
is made of heavy silver plate on copper and retails at 
$40. A new item from H. Sacks & Sons, Brookline, Mass. 


4. Among the new spring items brought out by, Orrefors, in 
Sweden—this gracefully proportioned cocktail shaker with 
matching glasses in clear crystal glass. Sold in East by 
Fisher, Bruce & Co., Phila.; in West by Axel Zacho, of L.A. 


5. "Patio" line, combining curved lines with squared cor- 
ners, is made in stemware and accessories—items shown in 
crystal glass, retail from $3 to $6; in chartreuse, slightly 
higher. From the Duncan & Miller Glass Co., Washington, Pa. 
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TE IN WITH THE NATIONAL ADVERTISING PROMOTION OF GOLDEN HARVEST 


This superb pattern from Heinrich of Bavaria will be featured in a FULL PAGE IN THE JUNE ISSUE OF HOUSE BEAUTIFUL 
(on newsstands about May 20th). Write for complete details now. 


The aristocrat of the entire Heinrich line! Golden Harvest is done in an embossed paste gold handpainting, supreme in its artistry, 
high styled in today’s motifs. The cup is footed, and graceful in line, with inside decoration and half mat gold handles. Service pieces 
are done in harmonious smooth flowing lines. The patrician’s pattern. A five-piece place setting is $9.75. Complete open stock. 


WHOLESALE PRICE LIST 


No. — Dozen Item Each 
1 Tea Cup & Saucer........- coccccc es  RSG.00 » Covered Sugar (small size).. cece - - 84.00 
2 After Dinner Cup & Saucer. o-- 30.00 Creamer (small size)........ cece 2.75 
* Bread & Butter Plate......-. 18.00 Covered SUBWar .cccccccccce cece 5.00 
& Gaele@ Pilate .ccccccccccces 27.00 Creamer 3.00 
G Dinner Plate ....-eeee-. 36.00 a ee eee > nie ps 
S Mute Gees... ccc 18.00 mee Pe 6 00666466006600606 cece 9.00 

10 Rim Soup ....--..eeee0- 27.00 Coffee Pot (large size) ..... ones 9.00 

28 Cream Soup with Saucer. 75.00 2 Sauceboat, fast stand ..... eeee 7.50 
a Pemeeety BGP cccdccececeecEes ecece 5.00 

GOLDEN HARVEST’? was awarded the GOLD MEDAL Piatter, UB” cccccccccecece eeeee eee 7.50 
(highest award) for its graceful shapes at the Milan Fair. CORREOUGED 44660 ccs edeceets ences - -16.50 
This medal is awarded only once every three years! It Oval Vegetable .......ceee- a and aca 6.00 
was the ONLY medal awarded to the Ceramic Industry! 27 Pickle Dish ......cccccccccccccccccccccceee. 350 


EBELING & REUSS COMPAN 


Established 1886 


PHILADELPHIA 6 NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
707 Chestnut Street 225 Fifth Ave. 1557 Merchandise Mart 527 W. 7th Street 














2. Glass Accessories 





4. “Contour” Glass 





5. Bird Figures 
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1. Metal Accessories 





3. “Hawthorn” Pattern 


[] 1. Sondra line of accessories includes this wrought iron 


and solid brass 3-candle wall sconce, retail $14; 2-tier 
tray with ceramic plates, $15; 3-branch solid brass candel- 
abrum, $15. From Pryor & Co., 527 West 7th Street, L. A. 


2. 'Moonglo" is one of two cut patterns recently introduced 
in 16-unit assortments of crystal glass accessories, with o 
special price for 2 assortments of same design. From A. H. 


Heisey & Co., Newark, Ohio. 


3. "Hawthorn" decoration of white flowers and green leaves 
with touches of gray and brown, on Franconia china from 
Krautheim; 5-pc. place setting, $7.95 retail. From Herman 
C. Kupper, Inc., 39 W. 23rd St., N. Y. 


4. Shown in the new and aptly-named "Contour" design 
in crystal glass is salad set—bowl $4 retail, plate $4.50, 
individual bowl, $1; and mayonnaise set, $2.75. Manufac- 
tured by Fostoria Glass Co., Moundsville, W. Va. 


5. Handsomely modeled bird figures, both single and in 
groups, painted in gay natural colors, are created by the 
art works of Lorenz Hutschenreuther. Immediate shipment 


from Paul A. Straub & Co., 19 E. 26th St., N. Y. 
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Zippo’s service policy goes all the way to make 





N’ you can handle repair requests on Zippo 
Lighters in a matter of seconds—and build cus- 
tomer goodwill doing it! All you do is drop the 
lighter in the special bag, sign customer’s name and 
address on tab, and mail it. In a few days the cus- 
tomer gets his Zippo back direct and repaired at no 


cost. It takes the headaches out of complaints for you 
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Free Service 
Policy! 


a TZ Every Zippo Lighter you sell 

mm is covered by the famous 
Zippo Free Repair Service 
policy. No one has ever 
paid a cent to repair a Zippo! 
That’s why —“‘when you sell 
a Zippo, you make a friend 
... for lifel”’ 


you and your customers smile, smile, smile! 


... enables you to render a customer service that 
builds satisfaction and repeat sales! Get your free 
supply of Zippo bags now—send the coupon today! 


The One-Zip 
Windproof 
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Z1PPO MANUFACTURING COMPANY (Dept. JC-21) 
Bradford, Pa. 


Please send me a FREE supply of Zippo Repair 
Service Mailing Bags. 


Ey eee 
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1. "Temple Bells" Pattern 


2. Porcelain Candelabra 


3. Wedding Ring Trays 


4. Jungle imps 


[1 1. “Temple Bells"—new pattern in Syracuse china shows 
fantasy flowers in 3 different center motifs, in pink on 
dinner plate, yellow on salad plate, blue on bread and 
butter. Created by Onondaga Pottery Co., Syracuse, N. Y. 


2. Porcelain scrolled candelabra with roses and cherubs 
are 5!/." tall, 6/2" long, and may be retailed at $50 
a pair, or sold separately at $25. Created by Heirlooms 
of Tomorrow, 3601 Aviation Blvd., Manhattan Beach, Cal. 


3. Ash trays fashioned as wedding rings in porcelain and 
fired gold are 3!/," wide; single rings, plain or in chased 
design, retail $2.50; double linked rings, $5. By Lee Woollard 
China Co., 1104 Chestnut St., Burbank, Cal. 


4. Jungle Imps adapted from comic strip "Little Nemo in 
Slumberland" are made in a wide variety of amusing poses 
and expressions, may be retailed from $5 to $5.50 each. 
By Irene Nye Ceramics, 12029 Vose St., N. Hollywood, Cal. 


5. "Penguin Pals" is the name of this salt and pepper 
5. Penguin Shakers shaker set—perky penguins in black and white sold in 
"see-through" blue gift boxes. They may be retailed for 
$1. From Dart Craftsman Corp., 240 Madison Ave., N. Y. 
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... featuring both high and low 
goblets and sherbets 


A beautiful rock crystal cutting on exquisite new hand- 
blown stemware and flatware. 

Goblets and sherbets are available with tall formal 
stems, as illustrated, or with less-formal low stems. 

This and other Duncan patterns were created espe- 
cially to harmonize with leading sterling and china 
patterns. 

See the Duncan representative, or write to the factory 
for prices. 


THE DUNGAN & MILLER GLASS COMPANY 


WASHINGTON, PA. 
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ode since 1770 


THE WFINE ENGLISH 


DINNERWARE 





COPELAND 
2S 


Fine English Earthenware ace 


ENGLAND 





. ° SPOQUE 
COPELANCS 
English Bone China COPEtAncs Crina 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 











FRANCONIA CHINA — oStay, 


One of Europe’s Finest “Syma 


BARBARA—Chrysanthemums, autumn anemones and green 
leaves in “harmony-gradations” of “color-beauty” are accented 
by gold tracings, on pale ivory-tinted translucent china. 


Contemporary in spirit—Sets a charming table 


5-pe. Place Setting with 1034” dinner plate $8.95* retail 
*Slightly higher South and West 


Note: Above is reproduction of advertisement ap- 


pearing in HOUSE & GARDEN, April issue und 
RRIDES REFERENCE BOOK, Summer edition. 


HERMAN C. KUPPER, INC. 22 yrS3"'R. ©. 
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by MADELINE LOVE 


1 glamorous and sales-building figure, the bride, 
is about to take the center of the merchandising 
stage. Are you ready for her? Have you completed— 
or even begun—your plans to bring her and all of 
her friends and relatives into your store? 

The jeweler has a better chance than any other mer- 
chant to garner the bulk of the wedding-gift business. 
It is important business, too, and well worth a powerful 
promotional program. The keenest attention must be 
given to this source of business all the year around, of 
course, but a special drive is imperative just before 
and throughout the four top wedding months—June, 
July, August, and September. 


* *% *% 


A NEW 16mm. sound and color motion picture, ““The 
Art of Keramos,” was shown at a press preview at 
the Hotel Pierre, New York, in mid-February by Glad- 
ding-McBean & Co., manufacturers of Franciscan dinner- 
war. Produced in collaboration with the Los Angeles 
Museum of Science, History and Art, the film presents 
the story of ceramics, both its history and its manufacture 
—to a young salesgirl who has just been transferred to 


the china department of a store. The story is told by 
Keramos, guiding spirit of ceramics, and includes a 
tour of the factory, ending with a showing of a series 
of table settings. The film is available to any interested 


group without cost. 
* * * 


He E. Howarb, president of Verity Southhall, Ltd., 
Altadena, Cal., manufacturers of pepper mills and 
gourmet accessories, has announced that Schiller & 
Asmus, Merchandise Mart, Chicago, has been made sales 
representative for the company. Schiller & Asmus are 
currently extending operations on a national basis. 


* * * 


| rans INGRAM has resigned as silverware, china, and 

glass buyer at Burdine’s Miami, to join the Bromberg 
jewelry store in Birmingham, Ala. He will be buyer 
and manager of china, glass, and decorative accessories 
in the Bromberg Galleries. 


* % *% 


~ 7 KEEPNEWS has been chosen president and 
Ruth Sloan, vice president, of the wholesale division 
of the new Gift and Decorative Accessories Association 
of America. The election was held during the Chicago 
Gift Show, and officers for the retail division are to be 


selected during the week of the New York Gift Show. 


*% * * 


| pomp POTTERIES, one of the West Coast’s pio- 
neer art potteries, has moved from Burbank to the 
new arts and crafts development called Craftsman Cen- 
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PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) 
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PASCO 


OPEN STOCK 
DINNERWARE 
Pattern No. 1148 
THE ORCHID 


From 


Tirschenreuth 


Available in 
94. and 64 


Piece Sets 


Immediate 
Shipment 


New York 10, N. Y. 
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ter at Calabasis, Cal. When it is completed, the Center In addition to Heirlooms of Tomorrow, the firms par. 


will have headquarters for 22 manufacturers in metal, ticipating were California Cleminson, Palmeras of Ca}. 
ceramics, silver, furniture, textiles, and allied fields. fornia, Max Weldy, Brayton Laguna, Kraft Glass, Glad. 
* * # ding, McBean & Co., Sondra Brass, Brad Keeler Art. 

A CRAFTSMAN, from Heirlooms of Tomorrow, demon- wares, and the Elena Studios. 
strates to buyers the processes of ceramic painting Dates for next summer's California show have heen 
and lace work as a part of a live-demonstration program announced—July 20 to 25. Headquarters will, as usual, 


be at the Merchandise Mart, Brack Shops, and the 
Hotels Alexandria and Biltmore. 


* * * 


HE firm of Swedish Products, whose headquarters are 

in the Merchandise Mart, Chicago, is opening show. 
rooms in Room 1025, 225 Fifth Avenue, New York. 
Glass, ceramics, metal, and wood accessories from 
Sweden and a line of Norwegian wrought iron are car. 
ried by the firm. 


* * * 


c= C. Kou, who for the past four years has been 
associated with the Duncan & Miller Glass Co., has 
been elected president of Bryce Bros. Co., of Mt. Pleas. 
ant, Pa., manufacturers of table glassware. The former 
president, Kirk R. Bryce, is now chairman of the board, 


* * * 





7; om K. EVANS, vice president and sales manager of 
the Duncan & Miller Glass Co., has announced 


at the Brack Shops during the California Gift Show. In changes in sales representatives. Gerald R. Haslop will 
the foyer of each floor of the Shops, units were set up to cover Alabama and Florida, excepting Miami and Jack. 
show the methods of manufacture, including a model of sonville. Hal Copeland will continue to visit those 
a tunnel kiln to illustrate the process of firing ceramics. cities as well as the other southern states which he has 
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to the RESCUE! 


NEW PACKAGING . . . NEW GIFT IDEAS! 
The Dealer's dream of the complete product 
Where both the item and package are merchandised 
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Choose a WALES top-flight combination! A men’s hand- 
some gilt-edged Billfold packaged in a unique ‘odds ’n 
ends’ re-usable jewel box...and a ‘Tidy Trio’ men’s pocket 
wardrobe complete with matching compact Pocket Secre- 
tary, flat-folding Billfold and zippered Key Case. 
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WALE S 
A Gift 











Where Even the Package 
is a Present! 


WA L ES COLUMBIA WALESCRAFT, Ltd., 22 W. 32nd St., N.Y: 1, N.Y. 
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Write for 
full catalog of 
WALES quality 


products, Dept. K 
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heen covering. Robert G. Vinz is taking over Louisiana, 
western Tennessee and Arkansas, and Bert L. Cowand 
will be the representative in Kentucky and in Illinois 
and Missouri, with the execption of Chicago and Kansas 
City. 


* *% * 


J. Van DucTEREN & Sons, Inc., New York importers, 
*have been appointed exclusive United States agents 
for Meeuws pewterware from Holland. This pewter is 
entirely hand-molded, and some of the molds still in use 


are dated 1640. 


*% % % 


uLyY 20 to 23 are the dates set for the summer South- 
J eastern China, Glass and Gift Show to be held in the 
Municipal Auditorium, Atlanta, Ga. Foster Steward is 
manager for the Show. 
*% % * 
a M. FLIASNICK, who has been general sales 
manager of Syracuse Ornamental Co., has been 
named sales manager for the glassware division of Ham- 
bro House. He succeeds Mark F. de Bary, who resigned. 
*% * * 
1 ew showrooms and offices of John Holt & Co., Inc., 
importer of English ware, have been moved from 
362 Fifth Avenue, New York, to 212 Fifth Avenue. 
* ¥* * 
| L. Weston has been made sales manager for 
Everlast Metal Products, 225 Fifth Avenue, New 
York. He succeeds Jack B. Orenstein, who recently re- 
signed to go into business for himself. Mr. Weston was 
formerly manager of Everlast’s Chicago showroom. 





Sports Tie-In Gains Jeweler Publicity 


Getting publicity is easy once you know how. For 
example, Americans are sports minded and when a team 
wins the town’s league championship it is news. If a 
jeweler presents a trophy to the winning team it will most 
likely put him in the news too. 





Frank Hammer, right, presents the Altman & Green trophy to 
Gene Ross, manager of the Morse Chain Co.'s baseball team which 
won the Ithaca City Baseball League championship. 

When the Morse Chain Co.’s baseball team won the 
Ithaca City Baseball League championship, Frank Ham- 
mer of Altman & Green Jewelers presented his firm’s 
trophy to the manager of the winning team, Gene Ross, 
- thus garnered some nice publicity for Altman & 

reen. 
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“SILVER MAPLE” Pattern 


FULLY DECORATED WITH RICH 
BROWN AND VARI - COLORED 
LEAVES AND FOLIAGE, WITH 
IVORY FLANGE ON PETITE 
FOOTED SHAPE. 


93 piece set—Service for 12 
Retails at about $85.00 
Each set in sturdy carton 


Also carried in open stock 


GEO. BORGFELDT 


CORPORATION 


44-60 EAST 23rd STREET 
NEW YORK 10, N. Y. 


San Francisco, Cal. 
Toronto, Canada 


1355 Market St. (Merchandise Mart) 
44 York Street 
Established 1881 
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“PACKAGE 


IS PART OF 
THE PURCHASE 


Whether bought for your customers 
own use, or as a gift to someone else, 
the boxes and wrappings you use can 
do much to enhance the value and 
the satisfaction of jewelry and gift- 
wares. Many are the merchants 
who have built fine reputations and 
won the good will and continued 
patronage of the better trade just 
because their packaging and wrapp- 





ing service was outstanding. 


mus FREE BOOK 


Lists and illustrates 
hundreds of gift and 
jewelry boxes, with 
prices, and full details. 
Write for your copy now. 








“THE PACKAGE IS PART 
OF THE PURCHASE” 


PICTORIAL PAPER PACKAGE CORPORATION 


15116 MERCHANDISE MA 232 SOUTH LAKE STREET 
CHICAGO. ILLINOIS AURORA, ILLINOIS 








NEW! Scatterpins in Sterling Silver 
_ with Colorful Abalone Pearl! 


(approximately actual size) 


Modeled by hand—colored by Nature! 


These are but two of many eye-catching creations of Lo 
Jolla Del Mar Jewelry. The iridescent inner shell of the 
red abalone, perhaps the most colorful jewelry stone known 
is combined with sterling silver to form these outstanding 
pieces. Both scatterpins and earrings included. 


§ The Swall The Fish 
‘No. 202 $30.00 doz. No. 228 $27.00 doz. 
Koyal Calhiay ORDER NOW! 
TRADING C8 PR. 
on La Jolla 
433 Grant Avenue Del Mer 
San Francisco 8, California Jewelry 





















Stamp NAMES 
or MONOGRAMS 


ON 

FOUNTAIN PENS 

LEATHER GOODS 
WRITING PAPERS 
GIFT ITEMS 


Make your own 
Price Cards 
Price Tags 








‘NOW YOU CAN RENT 
the simple, easy-to-use Kingsley Machine 


Write for full details. 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 


Kingsle. 
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Directory of Trade Associations 


NATIONAL 


Names given in each case are those of president and secretary. 


American Gem Society—Kenneth G, Mappin, 1000 Saint Catherine St., W., Montreal, 
Canada (Also International Committee Chairman); Alfred L. "Woodill, Exec. 
Dir., 3142 Wilshire Blvd., Los Angeles, Calif. 

American National Retail Jewelers’ Association—Leo F. Henebry, 209 S. Jefferson 
St., * Va.; Charles M. Isaac, Exec. V. P., 551 Fifth Ave., New York, 


N. 
Amerieen National Watchmakers’ Assoeiation—J. Phillip Sommer, 1524 Beaver Ave., 
Pittsburgh, Pa.; Orville Oestreich, Box 125, Horicon, Wis. 
American "Stone Importers Association—Edward A. Starke, 65 Nassau St., New York, 
N. Y.; Lloyd V. Lassner, 10 West 47th St., New York, N. Y. 
Anerioan Watch association—Roland Gsell, 15 West 37th ‘St., New York, N. Y.; 
illiam H. Fox, Exec. Secy., 39 Broadway, New York, N. 
American Watch institute—James G. Shennan, Elgin National Watch Co., Elgin, Ill. ; 
J. Gunder, Hamilton Watch Co. Lancaster, Pa. 
poe jewelers, Inc.—Herman Ostrin, 305 East 45th St., New York, N. Y.; 
Tobias N. Berger, Exec. Dir., 277 Broadway, New York, N. 
Steere of Traveling Jewelers—Joseph L. Davis, 608 Fifth Ave., New York, 
, % : F eg 7 ten yee Maplewood, :. 
em ewelers’ Association—Hubert aucher, 1689 Mt. "Royal, E., ; 
Norman J, Leach, 73 Richmond St., W., Toronto. . see 
Clock Manufacturers’ Association of America—Othneil G. Williams, 215 Church St., 
New Haven, Conn.; George Stearns, 215 Church St., New Haven, Conn, 
Costume Jewelry Trade Association—Ernest S. Heller, 411 Fifth Ave., New York, 
-; a -_ f Americe “4 i St., New York, N. Y. 
Diamon ncil of America— elzberg, 1013a McGee St., Kans ity, : 
Melvin Kudolph, 436 S. Salina St., Syracuse, N. Y. aienediiean 
Diamond Manufacturers and Imoprters Association of America—George Fine, 20 West 
St., New York, N. Y.; Leo L. Kaplan, 630 Fifth Ave., New York, Z 
Edueational Jewelry Manufacturers’ Asssciation—‘Irvin BE. Rosa, Owatonna, Minn. : $ 
Byron L. Shinn, Exec. Secy., 527 Fifth Ave., New York, 
Fountain Pen and Mechanical Pencil ear % Association—Louis M. Brown, 
37 Greenpoint Ave., Brooklyn, N. Y.; Clyde TZ Nissen, Exec. Secy., 19 West 
th St., New York, N. 
Gemological institute of America—Dean E. H. Kraus, Mineralogical Laboratories, 
University of Michigan, Ann Arbor, Mich.; Fred J. Cannon, 315 West 5th St., 
G Trad “ion ar of the G 
em e Laboratory—(Now part e Gem Trade Laboratory of the Gemolo 
Institute of America, 5 East 47th St., New York, N. Y.). 4 omens 
Horological Institute of America—A. S. Rowe, 15 oe. Washington St., Indianapolis, 
Ind.; Forrest E. Peters, Exec. Secy., O. Box 6068, Washington, dD. C. 
Jewelers’ Board of Trade—Fred A. Bullock, 7 Beverly St., Providence, R. I.; Horace 
M. Peck, 413 Turks Head Building, Providence, R. I. 
Jewelers’ Security Alliance—Walter Eitelbach, 2 West 47th St., New , Se me wal 
Richard C. Murphy, Exec. Secy., 535 Fifth Ave., New York, N. 
a Vigilance Committee—G. H. Niemeyer, 82 Fulton St., New York, N. Y. 
P. Irving Grinberg, Exec. Vice-Chairman, 45 West 45th St., New York. 
ae | crafts Association—Barnett Esh, 126 W. 46th St., ny New York; Henry L. 
, Exec. Secy., 20 West 47th St., New York, N. 
nner liebe Council—Maurice Adelsheim, Sr., RN 811 Nicollet Ave., 
Minneapolis, Mirnn.; Albert E. Haase, President, 608 Fifth Ave., New York, 


N. 
sae 4 Research Be pene ee Sr., Chairman of Executive Com- 
azel an ear fe 
- rie New Yor + eboro ass.; Irving Cheskin, Exec. Secy., 
achine Chain Manufacturers Association—August Reibling, 150 Chestnut St., - 
den I.; Albert Berghahn, 735 Allens Ave., Providence, R. I. anata 
Metal Finding Manufacturers’ Association—H. Leon Laycock, 107 Stewart St., 
Providence, R. I.; John T. Murray, 151 Exchange St., Pawtucket, R. I. 
National Association of. Credit Jewelers—Irving J. Wolfgang, 123 State St., Detroit, 
ich.; William Wagner, Exec. Secy., 545 Fifth Ave, New York. N Y. 
National Association of Metal Finishers—W. O. Zinn, 609 W. Fulton St., Chicago 
; Raymond M. Shock, Exec. Secy., 2236-39 Dime Building, Detroit, Mich. 
National ’ Associxtion ~" Watch and Clock Colleetors—Brooks Palmer, 295 Madison 
tn New York, N. Y.; Earl T. Strickler, Box 33, 335 North 3rd St., Columbia, 


National Gift and Art Association—Edward Greeman, 22 
illiam E. Little, 220 Fifth Ave., New Y ork, fa ee as a, 
National Wholesale Jewelers’ Association—A., c Wallenstein, 31 E. Fourth St., 
. Cincinnati, Ohio; Thomas A. Fernley, Jr., 1900 Arch St., Philadelphia, Pa. 
ew England Manufacturing ae & Silversmiths’ Association—Edgar E. Baker, 
= a St., Providence, R. I.; George R. Frankovich, Exec. Secy., Sheraton- 

ore Hotel, Providence, R. 
Platinumsmith s Association—Jacob Mehriust, 6 West 48th A a New York, N. Y.: 
e F. Brecht, 17 West 45th St., New York, N. es 
Sterling ‘Silversmiths Guild of America—William F. Re 333 Adelaide Ave., 
— R. I.; Rodger S. Harrison, Exec. V. P., 551 Fifth Ave., New 


United ita Association of America—Leslie E. Dewey, 5007 South G 
sete a Minn.; Orville R. Hagans, Exec. Secy., 1901 E. Caltne 
ver oLo. 
United States Stone and Bead Importers’ Association—Saul Blitz, 22 West 48th St., 
bye J York, N. Y¥.: Ben Blank, Exec. Secy., 171 Madison Ave., New York, 


Watch “lathes Distributors Association of America—Sydney W. P 
—— rague, Southern 

Standard Building, Houston, Texas: H. Donald Rich ); 
Arch St., Philadelphia, Pa. : a a a 


STATE 


Names given in each case are those of president and secretary. 


Alabama Retail Jewelers’ Association—W. V. Neville, 128 B S : 
aria” om, 13 N 18th st, oon «tit road St., Eufala; W. R. 
a ewelers’ ssociation—Paul Present, 9 FE. ¢ Ss . 
‘ Mort Tuller, 70 E. Congress St., Tucson. - ae Se 
rizona Watchmakers' Association—Carl Stevenson, Phoenix; Edward Lewis, 2915 N. 
*hoenix 
Arkansas Retail Jewelers’ Association—C. S. Sheppard, ; 

Setonn 128 ook ee ppard, Sr., Russellville; Keathley 
— _ Horalogical Past of—L. F. Wells, 238 “3 Market St., Inglewood; 
Cal an PD. Luth, 107 N. Long Beach Blvd., Compto 
alifornic "Retail Jewelers’ Association—Durward ‘Howes ii, 624 E. Colorado St., 
Cel Pasadena; William M. Erb, Exec. Secy., 46 Kearney St., San Francisco. 
—, Master Watchmakers’ ‘Association of—Edward M. "Hewitt, 413 Colorado 

9 env 
Connection” Retail Jewelers’ Association—William M. Savitt, 35 Asylum St., Hartford: 
c Clifford E. Wilson, 126 Main St., Norwic 
lorida 1 Retail Jewelers Association—Fred Slater, 50 N. E. 2nd Ave., Miami; J. B. 
eiray eac 
Florida State Watchmakers’ Association—W. L. Wood, P. O. Box 307, Quincy: 
G F, W. Sage, Mount Dora. 
orgie “Retail Jewelers’ Association—James FE. Hart, 312 Pendleton St., Waycross: 
4 mmons, 116 S. Wayne St., Milledgeville. 
eel Retail Jewelers’ Associatlon—Robert H. Evans, Detor Jewelers, Ltd., Fort 
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and Hotel Sts., Ho 
-_ Bullding, Fn nolulu; Thomas R. Shields, Exec. Secy., 201 Dillingham 
ti) etail Jewelers’ “Aseeciation—. G. Sexty, 215 N. 8th St., Boise; Earl W 
ew. Exec, Secy., Idaho State Chamber of Commerce, 524 Idaho Building, 


tMlinois: Retail Jewelers’ Association—Thomas E. Keers, Pari 
q X s; Charles arker, 
nee Exec. Secy., 605-606 Leland Office Building, Springfield. elvan 
nois Watchmakers’ Association—Harold L. Herron, 6 East Lake St., Chicago; 
radl Herb Johnson, 4403 N. Clark St., Chicago, 
ana Jewelers Association—Robert Mohlman, "434 Main St., La Fayette; Roy John, 
ind Exec. Secy., 808 State Life Building, Indianapolis. 
- _Watchmakers Association of—J. Hershel Monroe, 123 W. Broadway, Prinee- 
te > Harold K. Calvert, 812 State Life Building, Indianapolis. 
wa, etelegieal Association of—George T. Hogg, Des Moines; George Y. Swartzen- 
druber, 213 Third St., S. E., Cedar Rapids. 
lowa Retail Jewelers’ Association—George L. Kyseth, Clarion; Mark Svacina, 21 West 
lee ltown. 
Kansas Retail Jewelers’ Association—Heim Ww. Resnick, 112 S. Market St., Wichita; 
E. George McMahon, Exec. Secy., 112 S Market. St., Wichita. 
Kansas State Horological Asseciation—-Richard 'C. Kogler, 106 8. Beceduen, Wichita ; 
Bruce E. Brunk, P. O. Box 678, McPherson. 
Kentucky, etait Jewelers’ Association—William K. Ewing, Secretary-Treasurer, 830 
uisville. 
senteahes Watchmakers’ Association—John B. Cantrell, Lexington; W. W. Jenkins, 


Louisville. 

Louisiana Horofogica fg ag ty G. Wardlaw, Jr., 2739 Greenwood Road, 
Shreveport; F. Givens, Shrevepo 

Loulelane ‘Retail aeited y vine ot a J. Bernard, 146 Baronne St., New Orleans; 

Goldberg, 829 Ryan St., Lake Charles 

Maine “Retail Jewelers’ Association—Henry Nolin, 79 Lisbon St., Lewiston; Lionel 
Tardif, Waterville. 

Maryland- Delaware- District of Columbia Jewelers’ Association—Walter Greenebaum, 
1 . Charles St., Baltimore; David Lakein, 515 South Broadway, Baltimore. 

Massachusetts, Horological Association of —Willi am R. E. Hebert, 17 Souther Drive, 
Worcester; Victor J. Seskevich, Exec. a 8 Lakeside Ave., Worcester. 

Massachusetts Rhede Island Retail Jewelers’ Association—C. Edward Cotter, 104 
Merrimack St., Lowell, Mass.; David A. Robertson, 5 Hollis St., Framingham. 

Michigan Horological Assoelation—Charles Fischer, 154 Bagley Ave., Detroit; 
Richard Wm. Brock, Kalamazoo, 

Michigan Retail Jewelers’ ‘Assoeiation—William Shumaker, 134 N. Burdick St., Kala- 
mazoo; Francis E. Goldey, Exec. Secy., 1504 Olds Tower, Lansing. 

Minnesota Retail Jewelers’ Assoeiation—Armold S. Brophey, 414 Kobert St., St. 
ao —— C. Walsh, Exec. Secy., 1116 Northwestern Bank Building, 
Minneapolis. 

Minnesota Watchmakers’ Association—E. A. Kellenberger, Morris; Mitchell Kellar, 

S. 4th St., Minneapolis. 

Mississippi Retail Jewelers’ Association—Irvin D. Sachs, 417 Washington Ave., 
Greenville; George Hollander, Vicksburg. 

Missouri Horological Association—Walter G. Stephenson, 7635 Se we .» Unt- 
versity City: Robert W. Pieschel, 716 Chemical Building, St. 

Missouri Retail Jewelers’ Association—Theodore W. Kamp, Moberly; Clinton Holt, 

High St., Jefferson City. 
seen - Retail: Jewelers’ Assoeiation—Tom Crisman, President, 127 N. Hastings 


sting 
Nebraska. ‘State. Horological Association—Vincent J. Stead, P. O. Box 290, David 
City; Earl Oliver, Hastings. 
New —— Watchmakers’ Association—Thomas J. Fagan, 292 Boylston St., Boston, 
* Victor J. Seskevich, 8 Lakeside Ave., Worcester, Mass. 
New tiamaehive Retail Jewelers’ Association—Walter Sawyer, 23 Main St., Keene; 
Bernice Sawyer, 23 Main St., Kee 
New Jersey Retail Jewelers’ Association—_\William Schoppy, 1440 Atlantic Ave., Atlantic 
City: Horace Blitz, Exec. Secy., 24 S. North Carolina Ave., Atlantic City. 
New a a Watchmakers’ Association of—L. H. Hayenga, 85 Nesbit Terrace, Irving- 
ton: Emil J. Chessari, 512 67th St., West New York. 
New Mexico Retail Jewelers’ Association—Adair Gossett, 217% South Canyon 8t., 
Carlsbad: Sam Rankin, Hobbs. 
New Mexico Watchmakers’ Association—E. Butterfield, 2314 E. Central Ave., Albu- 
querque;: E. N. Click, Albuquerque. 
New York and New Jersey Associated Credit Jewelers—H. M. Abelson, 857 < - St... 
Newark: William Wagner, Exec. Secy., 545 Fifth Ave., New York, N. 
New York State Retail Jewelers’ Association—Harry R. Gerber, 199 Main ee White 
Plains: &. Lathrop Sunderlin, 364 E. Main St., Rochester. 
New York State Watchmakers’ Association—A. Lynn Groat, 5 St. Paul St., Rochester; 
Paul 0. Beckes, Exec. Secy., 210 Armor Road, Orchard Park. 
North Carolina Retail Jewelers’ Association—Harold Seburn, 110 E. Nash St., Wilson; 
Ned W. Cohen. Box 101, Greensboro. 
North Carolina Watchmakers’ and Jewelers’ Association—Paul Arnold, 207 S. Tryon 
Charlotte: D. G. Underwood, 536 N. Liberty St., Winston-Salem. 
North Dakota Retail Jewelers’ Association—Iver . A Larson, Mandan. 
Ohio Retail Jewelers’ Association—Lester Thomas, 303 S. Main St., Findlay; Hugh 
N. Beattie, 1117 Euclid Ave., Cleveland. 
Ohio Watchmakers’ Association—Sutton C. ae 452 E. 152nd St., Cleveland: 
Howard Glass, 415 Wells Ave., N. E., Cant 
cnn Horological Associ ation—Willard Ww. Mote, Ponca City: Finley M. Reeder, 
1900 W. Park, Oklahoma City 
Oklahoma Retail Jewelers’ Remeltien Tl. C. Stuhr, 312 W. Main St., Oklahoma 
City: Robert McCurley, 124 E. Main St.. Norman. 
Oregon Retail Jewelers’ Association—Harry H. Brambier, 529 S. W. Broadway. 
Portland: Edward N. Weinbaum, Exec. Secy., 824 S. W. Fifth Ave., Portland. 
————— Retail Jewelers’ Association—Karl A. Schwemmer, 8 N. 9th St., Reading; 
Carl Snyder. Exec. Secy., 1120 Union St., Reading. 
Pennsylvania, Watchmakers’ Association of—George Niesslein, 519 Ivy St., Pittsburgh; 
George W. Meyers, 4740 Mossfield St., Pittsburgh. 
Rhode Island, Watchmakers’ Asseciation of—Arthur C. McLaughlin, 70 Washington 
Providence: Hamilton FE. Pease, 51 Empire St., Providence. 
South Carolina Retail Jewelers’ Asceciation—Rudolph J. ‘Ortmann, 951 King S8&t., 
ston: James Allan, 285 King St., Charleston. 
South Dakota Retail Jewelers’ Association—L. A. Horwitz, 120 South Phillips Ave.. 
Sioux Falls: Ivan Landstrom, 620 St. Joe St., Ranid City. 
Tennessee Retail Jewelers’ Association—William P. Griffin. 214 Sixth Ave., N., 
Nashville: Josenh M. Williamson 214 Sixth Ave.. N., Nashville. 
Tennessee Watchmakers’ and Jewelers’ Association—Howard W. Stone, Nashville; 
R. Kingston, 110 N. Parkdale Ave., Chattanooga. 
Texas Retail Jewelers’ Association—R. J. Slacle. 911 Franklin Ave.. Houston: H. E. 
Dill. Exec. Secy., Southland Building. 209 Browder St., Dallas 
Texas Watchmakers’ Association—A. FE. Stone. am East 4th St., hess R. BR. 
Raymond. 508a West Jefferson Ave., Dal 
vee Retail Jewelers’ Association—John S. a 30 Kingman 8St., St. Albans: 
Ivan W. Burnham, Waterbury. 
Virginia, Horotoaieal Association of—C. R. Knowles, 614 W. 31st St., Richmond; 
H. FE. Parks, 309 E. Plume St., Norfolk. 
ver Retail 'ewelers’ Association—Alvin J. Raum, 311 FE. Broad St., Richmond; 
ank L. Moose, 207 S. Henry St.. Roanoke. 
Washinaton Retail Jewelers Asscciation—John M. Friedlander, 501 Pike St., Seattle; 
n D. Stewart, 714 American Building. Seattle. 
West Virainia Retail Jewelers’ Asseciation—Delbert FE. Williams, 210 Court St., 
Clarkshure: P. K. Stanford. 217 Davis Ave.. Elkins 
Wisconsin me Jewelers’ ee. — Hubbard, 705 58th St., Kenosha; 
W. Heald. 339 N. 35th St waukee. 
Wisconsin Watchmakers’ Association—Charles B. Price, Milwaukee; ©. R. Christoffer- 
son, 2123 Green St., Racine. 
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BUSINESS TO CONTINUE GOOD (?). Currently you read or listen to predictions and then 


take your choice. Government opinions are not only a dime a dozen in Washington 
but they are not necessarily consistent. However, taking it for what it's 
worth, Secretary of Commerce Sawyer looks for a continued business boom for the 
remainder of 1952, no business recession in the foreseeable future, regardless 
of whether there is a Korean truce, and an amply supply of consumer hard goods , 
for those who want and can pay for them. Maybe that's why an. 


INCREASE IN JEWELRY EXCISE INCOME IS EXPECTED. Jewelry, the largest retail producer 


for the Internal Revenue's tax barrel, is expected to produce an increase of 
$10,000,000 for the fiscal year 1953, beginning next June 30. That expectation 
by the Treasury is based on an estimated $229,000,000 receipts from the jewelry 
trade during the present fiscal year ending June 30. This estimate for 1952 
would in itself mean an increase of $19,000,000 from the actual $210,000,000 
return in the 1951 fiscal year. It seems a mite overly-—optimistic, however, 
considering that the total increase through December 1951 from the previous year 
amounted to only about $6,600,000 with only six months to go. 


HOUSE COMMITTEE APPROVES FAIR TRADE BILL. Following a series of hearings before two 


House committees last month -—— Commerce and Judiciary -—-— at which statements 
were heard from industry and government heads on the "fair trade" issue, both 
pro and con, the Commerce Committee on February..27 approved a bill to restore 
the full effectiveness of the fair trade laws of the 45 states which have then. 
Secretary of Commerce Sawyer, shortly before the committee's action, vigorously 
supported fair trade laws. Both the Justice Department and the Federal Trade 
Commission oppose the laws as weakening the structure of anti-trust legislation. 


NEW RULES ON PEARLS. New trade practice rules on the definition and representation 


of pearls —— natural, cultured or imitation -—-— have been approved by the Federal 
Trade Commission and become effective on March 17. The new rules, originally 
drawn up by the Jewelers' Vigilance Committee, sharply restrict the use of terms 
formerly used to define cultured or imitation pearls. Ruled out is the use of 
the asterisk with the word "Pearl" or "Pearls" and with the qualifying word 
carried in small type at the bottom of an ad. 


1951 DIAMOND IMPORTS DOWN, VALUE UP. Imports of diamonds last year amounted to 
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1,181,487 carats, valued at $110,562,322. This compares with 1,300,878 carats 
imported in 1950, valued at $103,322,941. Of the 1951 total, 697,981 carats, 
valued at $48,704,819, were rough or uncut stones; 483,506 carats, valued at 
$58,531,035, were cut but unset. Drive against diamond smuggling into this 
country has been most effective during the past year, due in great part to the 
work of the Jewelers' Vigilance Committee's Protective Bureau, as well as to 
that of the Diamond Mfrs. and Importers Ass'n. 
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WALTHAM PLANS ARE CLEARED. The U. S. Supreme Ccurt on March 3 denied a writ of 
certiorari brought by two minority stockholcers of Waltham Watch. The trustees 
jubilantly hailed this "as a final victory for the organization plan of that 
company", and for its progress "full steam ahead", in production and marketing 


plans. 


TARIFF QUESTION STILL A QUESTION. The Tariff Commission's report and/or recommenda-— 
tions regarding any change in the import duties on Swiss watches and movements 
is still somewhere between the Commission and the White House. The investiga- 
tion is believed completed, but up until press time the report had not reached 
the President. 


LIGHTER MFRS. ASK RELIEF FROM FOREIGN COMPETITION. Meeting with the NPA, the Light- 
er Mfrs. Industry Advisory Committee asked for additional allotments of materi- 
als to meet the competition of foreign mfrs. who are, it was pointed out, 
flocding the U. S. with imitations of American-made lighter products. Attempts 
by the lighter mfrs. to substitute steel for the restricted copper and brass was 
cited as very difficult, particularly as the cost of retooling would be pro- 
hibitive since no one can foresee how long the supply of steel will continue 
favorable. 


METAL RATIONING HITS BOTTOM. Henry Fowler, National Production Authority head, 
holds out a slight ray of hope for industry when he states that second quarter > 
allocations of materials have, in effect, touched bottom, severe though the 
rations may be. "I hope —— and believe," he says, "that it will not be neces- 
sary to make any deeper cuts during coming quarters in the allocations of steel, 
copper and aluminum for civilian industries." 


ASK WIDER SUPPORT OF VIGILANCE COMMITTEE. Instead of being taken for granted by so 
many in the industry, the Jewelers' Vigilance Committee should be supported more 
broadly and liberally, it was stressed at the annual meeting of the JVC in New 
York. G. H. Niemeyer, Chairman, in his report stated that while the JVC was 
continually working for the benefit of the industry as a whole, the opportunity 
to 'blow its own horn' was limited by the fact that many of its activities (such 
as that on diamond smuggling) were, of necessity, of a confidential character. 


LUCKEY NAMED PRESIDENT OF HAMILTON. At a meeting of the board on Feb. 28, George 
P. Luckey was named President of the Hamilton Watch Co. of Lancaster, Pa., 
filling the position left vacant by the recent death of Charles C. Smith who 
died on Feb. 6. Luckey was formerly Vice-President in charge of manufacturing. 
Arthur B. Sinkler was named V.P. in charge of manufacturing; Richard J. Blak- 
inger, Assistant Secretary. Other officers remain unchanged. 


PRODUCTION POOLS FOR SMALL MFRS. A White House order issued last month to the Small 
Defense Plants Administration authorizes small defense manufacturers and fabri- 
cators to set up production pools to handle contracts that are too large to be 
handled by one firm. U. S. Department of Labor has certified 25 geographic 
areas as eligible to receive government contracts because of excessive umemploy— 
ment. New York and Providence are included in the major areas. All certified 
areas have unemployment of 6 per cent or anticipate such an unemployment level 
within the next two to four months. 
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May 16, 1951 


C.&&E, Marshall Company 
1445 West Jackson Boulevard 
Chicago, Illinois 


Dear Sirs: 


For the past sey 
century, your firm ha 
findings, ring boxes; 


eral years, yes, almo 
8 supplied r 
buffer with 


st 2 quarter of a 
y store with watch material, 
dust collector, crystal 
grinder, soldering machines, watch 


FRVICE material Systems, and a 
complete watch Crystal service. 

All of the above items have stood the test for quality 
and service and have played a very ixprotant part in helping 
to build up my business, 

You no doubt w 











ill recall} that J] 
Store fixtures from 


purchased ry Systers and 
you when 1 opened 
1927. 


my store on September 24, 














During all these years our business relations have been 


very pleasant, no doubt due to the fact that you have always 
given proxpt attention to all my orders, 


Trusting that 


we may enjoy man 
-.arshall service, I 


y tore years of C, & E. 
wish to remain 


Yours very truly 


6. A KiMeand, 


C3H:CH 





Mr. Hubbard, whose letter is repro- 


duced on the right, operates = - 
jewelry store shown in the pho 
graphs below. 
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Trade Practice Rules 
For Pearl Industry 
Promulgated by FTC 


Use of the terms “natural,” “genuine,” 
“replica,” and related designations as ap- 
plied to cultured or imitation pearls, has 
been sharply restricted as a result of trade 
practice rules promulgated by the Federal 
Trade Commission on February 16th. The 
rules become effective March 17th, 30 days 
after promulgation. 

Essentially, the rules are the same as 
those originally drawn up by the Jewelers’ 
Vigilance Committee and submitted by 
them as a proposed code at a trade meet- 
ing under the sponsorship of the FTC. The 
recommendations were then circulated to 
the trade preparatory to hearings which 
were held by the FTC in New York City in 
May, 1951. Following such hearings, and 
upon full consideration of the entire mat- 
ter, final action was taken by the Com- 
mission whereby it approved the new rules 
for the pearl, cultured pearl, and imitation 
pearl industry. 

The new trade practice rules replace 
and supersede, with respect to pearls, cul- 
tured pearls, and imitation pearls, the 
provisions relating to such products in the 
Wholesale Jewelery Industry Rules promul- 
gated by the Commission on March 18, 
1939, 

Following is a partial text containing the 
more salient features of the new trade prac- 
tice rules: 

DEFINITION s—As used in these rules, 


the terms hereinafter set forth shall be 
understood to have the following mean- 


ngs: 

(a) PEARL: A calcareous concretion 
consisting essentially of alternating con- 
centric layers of carbonate of lime and or- 
ganic material formed within the body of 
certain mollusks, the result of an abnormal 
secretory process caused by an irritation 
of the mantle of the mollusk consequent 
on the intrusion of some foreign body 
inside the shell of the mollusk, or due to 
Some abnormal physiological condition in 
the mollusk, neither of which has in any 
way been caused or induced by man. 

(b) CULTURED PEARL: The com- 
Dosite product created when a nucleus 
(usually a sphere of calcareous mollusk 
shell) planted by man inside the shell or 
in the mantle of a mollusk is coated with 
nacre by the mollusk. 

(c) IMITATION PEARL: A manufac- 
tured product (composed of any material 
or materials) which simulates in appear- 
ance a pearl or cultured pearl. 

GROUP I—The unfair trade practices 
embraced in the Group I rules herein are 
considered to be unfair methods of com- 
petition, unfair or deceptive acts or prac- 
tices, or other illegal practices, prohibited 
under laws administered by the Federal 
Trade Commission; and appropriate pro- 


(Please turn to page 207) 
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House Units Hear Pro and Con Testimony 
On Bills Advocating Effective Fair Trade 


Tight fair trade laws as an alternative to 
prolonged government price regulation are 
attaining new glamour in the eyes of some 
congressmen. 


Several national legislators have written 
bills affecting the subject, and two House 
committees—Interstate Commerce and Ju- 
diciary—have been listening to testimony 
on fair trade. This distribution of interest 
may in itself provide an obstacle to the 
taking of positive action on fair trade, be- 
cause of the number of lawmakers who 
want their views expressed in any future 
law. 


Speakers advocating restoration of anti- 
price-cutting agreements between manu- 
facturers and retailers found a favorzble 
atmosphere at the Interstate Commerce 
Committee hearings. The group met to 
hear statements on a bill (H. R. 5767) 
introduced last October by Rep. John A. 
McGuire (Connecticut Democrat). The Mc- 
Guire bill would make applicable to all 
retailers the manufacturers’ established 
minimum prices for brand-name or trade- 
marked products, when interstate com- 
merce is involved. 


SUPPORTS McGUIRE BILL 


Initial spokesman for the measure was 
Rep. Wright Patman (Texas Democrat), 
who made public at the hearings a Small 
Business Committee report urging his col- 
leagues to “make it possible to enforce fair 
trade contracts in interstate commerce.” 

Patman stated his view that “vertical” 
price fixing, in which prices are passed 
down from manufacturer to retailer, are 
non-monopolistic. He contended, also, that 
retail trade practices themselves should 
remain within state jurisdiction. For that 
reason, he said, the question of legality for 
the “one-cent-sale” is a matter for state 
decisions. 


Loss leader sales, as a method of attract- 
ing customers, came in for criticism from 
another witness, Maurice Mermey, director 
of the Bureau of Education on Fair Trade, 
New York. This operation, Mermey as- 
serted, is merely “price-juggling” in which 
the manufacturer’s trademark is “ex- 
ploited and cheapened.” 


“Competition by means of loss leaders,” 





he added, “is unfair and anti-social be- 
cause it is based on the ganging up of 
dollar power . . . It can destroy small 
businessmen, unable to match dollars with 
the giants, no matter how capable or 
efficient they may be.” 

Mermey urged the Congressmen to give 
favorable attention to fair trade legislation 
to protect small business from the “jungle 
warfare” of price manipulation. 

Appearing before the monopoly sub- 
committee of the House Judiciary com- 
mittee, Rep. Albert P. Morano (Connecti- 
cut Republican), asked its backing of his 
own bill, H. R. 4662. This measure would 
bind non-signers selling similar trade- 
marked merchandise to conform to the 
minimum prices accepted by contract- 
signers. 

Morano testified that he believes ad- 
herence to fair trade laws in the 45 states 
under them is beneficial to the manufac- 
turer, retailer, and consumer. His bill does 
not require extension of fair trade to those 
states not having such laws, he said. 

Unless “cut-throat competition” is 
eliminated, Morano told the subcommittee, 
“the small retailer, unable to continue sell- 
ing below cost as long as the big chains 
and department stores, faces extinction.” 

A different point of view was discussed 
by Assistant Attorney General H. Graham 
Morison. The Justice Department, where 
Morison heads the Anti-Trust Division, is 
opposed to enactment of the Morano bill 
and similar proposals, and favors passage of 
H. R. 4365, which would repeal the Miller- 
Tydings amendment. 

Vicious price-cutting, Morison argued, 
already is illegal under existing anti-trust 
laws. He contended that fair trade laws 
would merely keep prices artificially high 
to protect less efficient merchants, and that 
the consumer would be the loser. 

Morison did not agree that price-setting 
by the manufacturer necessarily would pro- 
tect the small, independent retailer. He 
told the subcommitte chains and depart- 
ment stores often sell private brands in 
competition with fixed-price goods. This 
practice, he says, is “scarcely available to 
the small retailer.” 

Opposition to fair trade legislation was 


(Please turn to page 203) 
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Explicit Plans for Year-Round Ring Program 


For Retailers Set Forth in JIC Idea Book 


The new stone, emblem, and signet ring 
program of the Jewelry Industry Council 
goes deeply into fundamentals. 

It conforms to the express needs of most 
retailers in dealing with new store per- 
sonnel, as set forth by Oscar Kind, Jr., 
during the Council’s annual membership 
meeting, in the following words: “All of 
us need to be reminded of what we really 
know—or of what we may have gradually 
forgotten.” 

One section of the idea book points out 
the golden opportunity which exists for the 
jeweler who takes note of and acts upon 
the exciting ring sales possibilities which 
are now so unaccountably overlooked by 
many of his fellow retailers. 

The section shows how to increase the 
store’s individuality at a profit through 
ring displays, and points out that no other 





comparably priced class of merchandise 
responds as swiftly to promotion. 

Illustrated selling tips are then set 
forth, and these are in short, compact 
form, the result of intensive field work 
among successful ring salesmen, manufac- 
turers, and retailers. Certain basic precau- 
tions are likewise set forth. These are 
equally well known to the former genera- 
tion of store managers and owners, yet 
frequently overlooked by the new genera- 
tion. 

The birthstones and their alternates, as 
adopted by the joint committees of ring 
manufacturers and stone dealers last sum- 
mer, are likewise listed in final form, both 
natural and synthetic stones being given 
their proper place and emphasis. 

The importance of sales and dollar vol- 
ume has been kept in the foreground 





Jewelry Crafts Association Ratifies Wag 





Members of the Jewelry Crafts Associa- 
tion recently ratified a union contract 
which provides substantial wage increases, 
based on the cost of living, for all pro- 
duction workers in their factories. Under 
terms of the contract, all employees who 
meet the employment requirements will 
receive wage increases retroactive to Feb- 
ruary 1, 1952. 

Announcement of the new wage agree- 
ment was made by Sydney C. Davidson, a 
vice president of the association, at the 
group’s annual dinner and business meet- 
ing which was held on the evening of Feb- 
ruary 14th at the Hotel Ambassador, New 
York. Mr. Davidson stated that the con- 
tract was agreed upon after long, difficult 
and protracted negotiations with Local No. 
1, International Jewelry Workers Union, 
A.F.L. He added that the wage agreement 
reached between the association and the 
union is subject to approval of the Wage 
Stabilization Board. 

In addition to Mr. Davidson, the Labor 
Negotiating Committee representing the 
association consisted of Jacob H. Schaeffer, 
Martin E. Untermeyer, Isadore Gratz, 
Barnett Esh, Walter Karlan and Simon 
Abraham. 

Elected as association officers for the 
ensuing year were: Barnett Esh (Kaspar 
& Esh, Inc.), president; Isadore Gratz 
(Louis Gratz Sons, Inc.), first vice presi- 
dent; Sydney C. Davidson (Davidson & 
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Sons Jewelry Co., Inc.), second vice presi- 
dent, and Jacob Karlan (Karlan & 
Bleicher Co., Inc.), treasurer. All officers 
mentioned above will also serve on the 
board of directors. 

Re-elected as directors were: Simon 
Abraham (Advanced Ring Mfrs., Inc.), 
and Jacob H. Schaeffer (Shiman Bros. & 
Co., Inc.). 


a 


BARNETT ESH 


New President 
of Jewelry 
Crafts Association 





The balance of the board of directors 
includes Kenneth Kaufman (Colonial Mfg. 
Co., Inc.); Emil C. Lutringer (Lutringer 
& Kammerer, Inc.); David L. Schneider 
(William B. Ogush, Inc.); Harry Axel 
(Axel Bros., Inc.) ; Sidney Fiddelman (J. 
Fiddelman & Son, Inc.) ; Edward J. Gross 
(Benjamin & Edward J. Gross Co., Inc.) ; 
W. Waters Schwab (J. R. Wood & Sons, 
Inc.), and Martin E. Untermeyer (Unter- 
meyer, Robbins & Co., Inc.). 





throughout, and in another section jt is 
pointed out why a simple birthstone jg. 
play of the right sort each month can 
automatically build traffic and step up all 
sales. What to do when customers actually 
do not like their own birthstones is clearly 
stated, and the many thousands of moder 
ring designs have been reduced to a com. 
pact series of simple categories, relieving 
a certain confusion which still prevails jp 
the minds of customers and _ personnel 
alike. THE JEWELERS’ CircuLar-Keystoys 
in this issue contains a completely jllys. 
trated section on this subject, amplifying 
the simple classfications far beyond the 
scope of the Council’s idea book itself. 

In the Council’s new sales program jdea 
book, especial stress is laid upon window 
displays which embody logical and suitable 
appeals for reaching prospects in different 
segments of the ring market. Each window 
display reckons with materials readily 
available and at little or no cost to the 
retailer. Ring display materials supplied by 
manufacturers and wholesalers have beep 
examined for possible adaptation in these 
suggested window displays, and a great 
deal of adaptation is found possible. 

Advertising layouts and copy are scaled 
to effective sizes for most retail stores. 
Each of the emotional appeals has been 
embodied in striking headline and copy 
approaches, and retailers to whom these 
layouts have been exposed during the re- 
search period are unanimous in their ap- 
proval. However, no retailer will make use 
of them until actual publication and dis- 
tribution of the idea book. The same ap. 
peals translated into direct mail and radio 
commercials show how readily this may 
be done. 

All retailers interviewed agreed that the 
Council’s explicit suggestions for selling 
rings could be readily adapted to the store’s 
own policy with no loss of individuality 
and great gain in selling impact. 

A special easel-backed display is incor- 
porated in the Council’s ring sales pro- 
gram idea book. It features the new book- 
let, Romance of Rings and _ Birthstones, 
and it offers free copies of the booklet as 
a store traffic builder. 


Secrecy Shrouds Commission's 
Progress on Watch Tariff 


There was no indication last month from 
official sources—either the White House or 
the Tariff Commission—that any action was 
imminent with respect to the question of 
changes in the import duties on Swiss 
watches and movements. 

While Tariff Commission officials as 
usual had no comment on progress of the 
case, there was reason to believe that the 
commission’s long investigation has been 
completed and that a report was being 
whipped into shape. A White House source, 
however, said in mid-February that “no 
report or recommendations” had then been 
received. 

Meanwhile, the Tariff Commission ac- 
ceded to a request by the American Smok- 
ing Pipe Manufacturers Association for 
hearings on whether present tariff conces- 
sions are harmful to the industry. A hear- 
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ing was sel for March 24 at the commis- 
<jon’s building in Washington. 

In a different kind of action, the Senate 
Finance Committee reported out with its 
approval a resolution (S. Res. 253) which 
requested the Tariff Commission to make 
an investigation of the cost of production 
of china and other products in comparison 
with like foreign-made products. The reso- 
lution, introduced by Senators Hoey 
(North Carolina Democrat), and Martin 
(Pennsylvania Republican), was based on 
“evidence” that American employment “is 
being threatened by large and increasing 
imports at prices well below domestic costs 


of production.” 


East Side Jewelers Ass'n. 
Re-elects Pusrin President 


Adolph Pusrin was re-elected president 
of the East Side Jewelers Association on 
January 17th at a meeting of the group 
held at Richman’s Restaurant, New York. 

Other officers elected were: Harry Fine, 
vice president; Harry Cohen, treasurer; 
Hy. Schulman, secretary, and Harry Kos- 
over, M. Mason and Burt Bloomgarden, 
trustee. 

Discussed at the organization’s first 
meeting of the new year were advertising 
plans for 1952, the drive for new mem- 
bership, and the parking situation on the 
East Side. 

Appropriate gifts were presented to out- 
going officers for their fine services while 
in office. 


Cartoon Book Tells Public 
Advantages of ‘Fair Trade’ 


Fair Trade is “a law that guards your 
dollars and makes your budget stretch,” 
Dr. John W. Dargavel tells consumers in 
the foreword to a 16-page, four-color car- 
toon book currently being distributed by 
the Bureau of Education on Fair Trade. 
Dr. Dargavel is chairman of the Bureau 
and executive secretary of the National 
Association of Retail Druggists. 

“The Bureau is making this cartoon 
booklet available in quantity without 
charge to all friends of Fair Trade.” Dr. 
Dargavel said, “because it is urgent for 
America’s retailers to get the facts on Fair 
Trade to their customers over-the-counter 
now, if Congress is to act favorably on 
legislation to strengthen and preserve Fair 
Trade.” 

Titled “Fair Trade Guards Your Dol- 
lars,” the cartoon book shows how con- 
sumers can help themselves by taking 
action to preserve Fair Trade through 
writing letters to their legislators, telling 
friends and neighbors about Fair Trade 
and giving talks on it at local clubs. 

National and local trade associations 
which are participating in the nation-wide 
campaign for Cengressional enactment of 
new legislation to strengthen Fair Trade 
are urged by Dr. Dargavel to secure quan- 
ities of the cartoon book at no charge 
from the Bureau of Education on Fair 
ae at 205 East 42nd St., New York 17. 
mm Be 
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Helzberg Succeeds Weisfield as Diamond Council Head 





Newly-elected officers and directors of the Diamond Council of America obligingly posed 
for this photograph at the organization's annual meeting held January 12th at New York's 
Waldorf-Astoria Hotel. They are, left to right: J. M. McEntee, Jr., Myer B. Barr, H. A. 
Goldberg, Professor Paul J. Storm J. W. Hamilton, Nathan Fink, B. C. Helzberg, Oliver A. 
Jenkins, Irving Chayken, Leo Weisfield, William Savitt, Isadore Horwitz, Isadore Lesser, 
Robert Savitt, Morris Mallove, Meyer Rosenbaum, Fred B. Dreifus and George Gerber. 


B. C. Helzberg, of Kansas City, president 
of Helzberg’s, leading midwest jewelry 
chain, was elected president of the Dia- 
mond Council of America at its annual 
meeting held on January 12th at the 
Waldorf-Astoria Hotel in New York. More 
than 50 members. jewelers from all sec- 
tions of the United States. were present. 

Leo Weisfield of Seattle, president of 
Weisfield’s, was elected chairman of the 
board of directors and J. M. McEntee, Jr., 
of Oklahoma City, secretary of J. M. Me- 





Entee & Sons, was chosen to be chairman 
of the executive committee. 

Professor Paul J. Storm, head of the 
Earth Science Department of the Univer- 
sity of Pennsylvania and Educational Di- 
rector of the Council, stressed the ever 
growing number of employees of members 
who are taking the course in gemology. 
Already close to one hundred have com- 
pleted the instruction and after passing 
an examination were certified as Guild 
Gemologists of the Diamond Council. 





New England Jewelry Manufacturers Chosen 
As Example of Defense-Hampered Group 


The low and medium-priced jewelry in- 
dustry of New England was singled out 
recently as an “archetypic instance” of all 
small manufacturers who have been sucked 
into the vacuum created by material short- 
ages coupled with the scarcity of compen- 
sating defense contracts. The Senate’s 
Select Committee on Small Business, in its 
annual report, chose the New England 
jewelry producing industry as a “classic 
small business example” to illustrate the 
difference between the intensity of our war 
effort in 1942-45 and the fractional mobili- 
zation program of today. 

The Committee’s report accurately ap- 
praised the size and scope of the industry 
which is centered in the Providence, R. I.- 
Attleboro, Mass., area. It pointed out that 
copper base alloys, chiefly brass, account 
for more than 80 per cent of the metal 
normally used by inexpensive jewelry 
manufacturers. 

The report cited the huge savings of 
jewelry-making metals affected by the in- 
dustry under its material substitution pro- 
gram. Before Korea, the report showed, 
one pound of brass gave 2.4 manhours of 
work. The ingenious substitution of other 
metals for brass has, in recent months, 
resulted in one pound of brass producing 
8.5 manhours of work. 

The industry substitution program has 
reduced brass consumption to 30 per cent 
of normal, or to the point where 2,750,000 
pounds per quarter would keep between 
35,000 and 40,000 jewelry workers em- 





ployed. Conversely, the report stated, the 
proposed first-quarter reduction to 10 per 
cent of pre-Korean brass consumption will 
throw a minimum 15,000 skilled employees 
out of work. 

“It is little comfort for jewelry manu- 
facturers to reflect that, during World War 
II,” the report read, “70 per cent of their 
productive facilities and manpower were 
given over to war contracts, the mass pro- 
duction of delicate stampings, and numer- 
ous precision mechanisms. Today, the cold 
fact is that the industry has received con- 
tracts which utilize a scant five per cent of 
their capacity, and most of these contracts 
have gone to a few of the largest com- 
panies in the industry.” 

The Committee’s report censured mana- 
gers of the nation’s mobilization program 
for not being somewhat franker in their 
disclosures of the true conditions with 
respect to materials and their future avail- 
ability. 

The Committee, in summing up the re- 
port, expressed great concern over the New 
England jewelry industry. It called atten- 
tion to the recent protest meeting attended 
by industry leaders, National Production 
Authority officials, and representatives of 
the Army, Navy, and Air Force procure- 
ment services. The purpose of this con- 
ference, it was pointed out, was to seek 
means of channeling, if possible, war con- 
tracts to this stricken small-industry seg- 
ment. A task force was appointed to in- 
vestigate these possibilities. 
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Members and guests of the Boston Jewel- 
ers Club gathered at the Hotel Statler, 
1100 strong, on February 2 for the club’s 
64th annual banquet, an occasion which 
saw a beautifully engrossed and framed 
scroll of resolutions presented to The 24 
Karat Club of the City of New York in 
commemoration of that organization’s 50th 
anniversary. Presentation was made by 
Sturgis C. Rice, president of the Boston 
Club, to Harry J. Bromley, president of 
the New York club. 

Head table guests, in addition to Mr. 
Bromley, included Leo Henebry, president, 
American National Retail Jewelers Asso- 
ciation; C. Edward Cotter, president, 
Massachusetts and Rhode Island Retail 
Jewelers Association; P. M. Fahrendorf, 
president, THe JEWELERS’ CirCULAR-KEY- 
STONE; Edgar E. Baker, president, New 
England Manufacturing Jewelers’ and Sil- 
versmiths’ Association, Inc.; Fred A. Bul- 
lock, president, The Jewelers Board of 
Trade; George Engelhard, editor and pub- 
lisher, National Jeweler; Bertil E. Dehlin, 
president, The Diamond Peacock Club; 
Robert Schwinn, president, Boston Jewel- 
ers Bowling League; the Rev. John Nicol 
Mark, of First- Congregational Parish, 
Arlington, Mass.; and the following mem- 





Sturgis C. Rice (right), president of the 
Boston Jewelers Club, presents beautifully 
engrossed and framed scroll of resolutions 
to Harry J. Bromley, president of the 24- 
Karat Club of New York, in commemora- 
tion of that organization's 50th anniversary. 


bers of the Armed Forces: Rear-Admiral 
Hewlett Thebaud, Commandant, First 
Naval District; Col. Frederick J. de Rohan, 
Commanding General’s Office, New En- 
gland Subarea; Capt. Peter M. Moncy, 
Chief of Staff, First Naval District; Lieut.- 


202 


Over 1100 Attend Boston Jewelers 64th Banquet 
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Souvenir at this year's banquet was a 
sterling silver cocktail shaker manufactured 
by Reed & Barton Corp. Miss Jane Ken- 
nard, daughter of John Kennard, of Ken- 
nard & Co., Boston, presents souvenir above 
to Rear-Admiral Hewlett Thebaud, Com- 
mandant, First Naval District. 


Col. Herald F. Lewis, Aide to Commanding 
Officer, New England Subarea; and Lieut. 
Ernest C. Hipp, Jr., Aide to the Com- 
mandant. 

Following a delicious dinner and one 
of the best programs of entertainment to 
be seen in many years at the Boston ban- 
quet, each member and guest took home 
a sterling silver “Twosome” cocktail 
shaker, manufactured by Reed & Barton 
Corp., Taunton, Mass., as a delightful and 
useful souvenir of the occasion. Numerous 
private parties and functions were held at 
the Statler the same night. 





Hadley Offices Moved fo Elgin 


The Hadley Co., Inc., Providence, R. I 
new subsidiary of Elgin Nationa] Watch 
Co. and manufacturers of watch attach. 
ments and men’s jewelry, has moved its 
general offices to Elgin, Ill, and wil] Use 
its Providence plant solely for production 
and service. 

At the same time Hadley announced ; 
is embarking on a comprehensive styling 
program for all its products and that some 
of the new attachments and jewelry item, 
will be ready for marketing by June, 

Fred Birch, Hadley vice president jp 
charge of production and a veteran mem. 
ber of the organization, will be in charge 
of the Providence plant. Robert Simkins, 
formerly director of sales research for fF). 
gin National Watch Co., has been named 
general sales manager for Hadley. 

As part of a thorough modernization pro. 
gram for the line, Hadley will also intro. 
duce new packaging next summer, specially 
designed to lend itself for sales promotion 
purposes. Point-of-sale material, including 
both window and counter units, will also 
be provided for the benefit of the dis. 
tributor and the retail jeweler. 





Appointed 
Vice President 
at Remington 

Rand 


H. C. LANDSIEDEL 





The appointment of H. C. Landsiedel as 
vice president of Remington Rand, Inc, 
Bridgeport, Conn., was announced recently. 
In addition to his new duties, he will con- 
tinue as general manager of the electric 
shaver division and will make his head- 
quarters in Bridgeport. 

Mr. Landsiedel, formerly with Price, 
Waterhouse & Co. of New York, has been 
with Remington Rand since 1942 when he 
joined the company as chief accountant 
of its wartime Army Ordnance plant op- 
eration at Iliopolis, Ill. 











To Subscribers Making Change of Address 


W hen reporting a change of address, please be certain to send 
your old address as well as the new. Copies mailed to the 
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To avoid such expense and make sure of receiving your 
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Overflow Crowd Attends GIA 
Study Group Meeting in Ohio 


An overflow crowd of more than 100 
jewelers attended the F ebruary Sth meet- 
ing of the Northeastern Ohio Gemological 
Institute of America Study Group, held at 
Youngstown College, Youngstown, Ohio. 
Represented in the audience were a Cross 
section of jewelers from 11 cities in Penn- 
sylvania and Northern Ohio. 

Guest speaker at the meeting was Mrs. 
Gladys Babson Hannaford, internationally 
known lecturer on diamonds, who described 
her experiences during a recent journey 
into Africa. In her dramatic and fasci- 
nating way, Mrs. Hannaford told her story 
in an intersting and zealous manner and, 
after three-and-one-half hours, was. still 
answering questions from the floor. 


Mrs. Hannaford, early in February, con- 
cluded a two-week visit in Youngstown 
where she appeared before all the best 
service clubs and lectured to an estimated 
audience of 12,000 students. Her appear- 
ance before the Northeastern Ohio GIA 
Study Group on the evening of February 
5th marked the last of six lectures she 
delivered that day. 


FAIR TRADE HEARINGS 
(From page 199) 


also voiced by James W. Cassedy, assistant 
general counsel of the Federal Trade Com- 
mission, on the grounds that as a trade 
practice it constitutes unnecessary weak- 
ening of the anti-trust laws. 


Mr. Cassedy, who testified before the 
Interstate Commerce Committee against 
the McGuire Bill, stated that the FTC dis- 
approves of resale price maintenance laws 
because they are “price-fixing measures” 
that give to private individuals “the right 
to fix prices at all levels of trade without 
providing protection for the public inter- 
est.” In effect, he asserted, they confer 
upon private individuals rights and powers 
not even delegated to public bodies. 


The FTC, Mr. Cassedy stated, approves 
of the Robinson-Patman Act on precisely 
the opposite grounds. He pointed out that 
the Robinson-Patman Act gives to no one, 
neither the manufacturer nor distributor, 
the right to fix the price at which goods 
shall be sold. Rather, he added, it places 
sellers under an obligation—the obligation 
to treat all buyers on more or less equal 
terms. 


A point-by-point rebuttal of the FTC's 
position was filed with the Interstate Com- 
merce Committee by the National Associa- 
tion of Retail Druggists. The NARD state- 
ment charged that the FTC’s opposition to 
the McGuire bill was “contrary to the 
realities of experience in the market place, 
as well as to the opinions of prominent 
Persons in the fields of law, politics and 
economics.” . 


With regard to the FTC argument that 
under fair trade, prices are established 
without any instrumentality, public or 
private, to test them for reasonableness, the 
NARD pointed out that in our economy the 
consumer is the price boss, and that she 
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and she alone determines whether any 
price is right, by the simple process of 
buying or refusing to buy. 

Turning to the contention that it is 
legislation prohibiting price discrimination, 
such as the Robinson-Patman Act, which 
points the way toward elimination of the 
evils of unfair competition, the NARD 
statement called it “misguided and fallaci- 
ous’ to think that such legislation can do 
what the McGuire bill seeks to do. 

As hearings continued before the mo- 
nopoly subcommittee, S. Ralph Lazrus, 
chairman of the board of the Benrus Watch 
Co., depicted the plight of the small re- 
tailer who sees his larger competitor oper- 
ate loss-leader sales. These sales, Mr. Laz- 





rus stated, “immediately destroy the little 
business that the legitimate jewelry re-: 
tailer has waited months for.” 

Firms performing spectacular _ price- 
cutting of brand-name merchandise, ac- 
cording to Mr. Lazrus, “do not necessarily 
offer wonderful values to the consumer. 
They are simply victimizing certain items 
to put over the impression that everything . 
they carry is a bargain. 

“In the merchandise they normally stock 
—as a jeweler stocks watches—they see to 
it that they make their normal mark-up 
and their full profits. In effect, they are 
using advertised merchandise such as our 
watches as bait with which to lure a gulli- 

(Please turn to page 213) 
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Accelerated Work of JVC Committees 
Outlined by Chairmen at Annual Meeting 


stated that the Committee’s opportunity to 
blow its own horn is limited by the fact 
that many of its activities are, of necessity, 
of a confidential character. 

“Somewhat like the doctor or lawyer,” 
he said, “the favorable cases are taken for 
granted but those in which we fail are 
broadcast. We are handicapped in the most 
part by the weakness of our enforcement 
agencies. Even flagrant cases of unfair 
trade practices, which we should be able 


The necessity for the industry as a whole 
to recognize the work of the Jewelers 
Vigilance Committee was stressed at the 
annual meeting of that group held January 
llth at the Waldorf-Astoria Hotel, New 
York. Instead of being taken for granted 
by so many, it was emphasized that the 
JVC should be supported more liberally 
and more broadly. 

In his annual report on the operations 


of the JVC, G. H. Niemeyer, chairman. 
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to stop legally, frequently avoid punish- 
ment in one way or another.” 

Mr. Niemeyer stated that the JVC has 
had to depend largely upon such agencies 
as the Federal Trade Commission and 
while the Committee has always received 
courteous consideration, the net results of 
the complaints lodged with them have been 
disappointing. He decried “the ponderous 
red tape approach and the indeterminable 
delay” of the FTC which, in many cases 
allows chiselers who misrepresent their 
products to make outrageous profits before 
they are restrained. 

A plea for increased financial suppor 
for the Jewelers Vigilance Committee was 
made by W. Waters Schwab, chairman of 
the Finance Committee. Said Mr. Schwab: 
“To operate the Committee costs money 
and, as we all benefit, we should all give 
liberally to its support.” 

A report on the present tax situation was 
made by Leon J. Engel, chairman of the 
Jewelry Industry Tax Committee. He stated 
that a close touch is kept with develop. 
ments in Washington and if and when an 
opportunity for tax relief presents itself, 
the trade can be assured that his Commit- 
tee will immediately get to work. 

Walter N. Kahn, chairman of the Pro. 
tective Bureau, reported that his group has 
conducted, at considerable expense, an 
intensive investigation in the European 
diamond markets and amassed valuable 
information. The information obtained has 
been passed along to Customs and _ other 
Treasury officials, both in Washington and 
New York, and has intensified government 
activity against smugglers. 

In reporting on his activities, Byron L. 
Shinn, general counsel for the JVC, stated 
that 110 formal cases were handled during 
a period of approximately nine months. 
In addition, inquiries averaged better than 
two each working day. 


NOTES CHANGE IN COMPLAINTS 


Mr. Shinn pointed out that the character 
of complaints received in the past year or 
two has shown a marked change. The JVC 
has been confronted with an_ increased 
number of false and, in several instances, 
fraudulent diamond advertising promotions. 
Other new trends, he reported, have been 
the flagrant exploitation of synthetic rutile 
by a number of small advertisers and the 
offering of cheap pin lever watches equip- 
ped with a stop mechanism as chrono- 
vraphs. Mr. Shinn stated that in all these 
cases appropriate legal action has been 
instituted and, on several cases still pend- 
ing, he hopes to secure decision in the near 
future. 

In his report, P. Irving Grinberg, execu- 
tive vice chairman, pointed out that in ad- 
dition to complaints, the committee Ie- 
ceives requests for information in regard 
to the full range of governmental regula- 
tions as well as many individual problems 
in connection with advertising, materials 
and operations. He also commented briefly 
on the successful efforts of the JVC in free- 
ing karat gold from restricted use and in 
securing permission for the use of copper 
in the alloying of gold and silver. 


Officers elected for the ensuing year al 
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the meeting include: G. H. Niemeyer, 
chairman (president) ; Walter N. Kahn, 
vice chairman (vice president), and Leo 


. Kaplan, treasurer. 


NEW DIRECTORS ELECTED 

Elected to serve on the board of direc- 
tors for the coming year were: Alexander 
H. Arnstein (Jewelers Security Alliance). 
New York; Edgar E. Baker (president of 
the New England Manufacturing Jewelers 
& Silversmiths Association), Providence, 
R. I; Walter H. Butler (E. W. Reynolds 
Co.), Los Angeles, Calif.; Charles H. 
Church (Church & Co.), Newark, N. J.; 
Charles D. Ellbogen (Chicago Jewelers 
Association), Chicago, IIl,; George Fine 
(president of the Diamond Manufacturers 
& Importers Association), New York; H. A. 
Goldberg (Cooper’s, Inc.), Portsmouth, 
V3.; Roland A. Gsell (president of the 
American Watch Association), New York: 
James H. Hetzel (Eisenstadt Manufactur- 
ing Co.), St. Louis, Mo.; Eliot P. Hirsh- 
berg (Finlay-Straus, Inc.), New York; 
Walter N. Kahn (vice chairman of JVC). 
New York: Leo L. Kaplan (secretary- 
treasurer of JVC), New York; Benjamin 
S. Katz (The Gruen Watch Co.), Cincin- 
nati, Ohio; Oscar Kind, Jr. (S. Kind & 
Sons), Philadelphia, Pa., and Victor A. 
Lambert (Jewelry Industry Council), New 
York. 

Also, Denham C. Lunt, Sr. (Sterling 
Silversmiths Guild), Greenfield, Mass.; 
Jacob Mehrlust (president of the Platinum- 
smiths Asseciation), New York; Howard 
Michaels (American National Retail Jewel- 
ers Association), New Haven, Conn.: 
Frank Milhening (J. Milhening, Inc.), 
Chicago, Ill.; G. H. Niemeyer (chairman 
of JVC), New York; William B. Ogush 
(Jewelry Crafts Association), New York: 
Herman Ostrin (president of Associate 
Jewelers), New York; A. O. Packer (Edu- 
cational Jewelry Manufacturers Associa- 
tion), New York; H. Victor Paul (Ameri- 
can National Retail Jewelers Association), 
Newark, N. J.; Dudley E. Sanderson 
(Oneida Ltd.), Oneida, N. Y.; W. Waters 
Schwab (J. R. Wood & Sons, Inc.), New 
York; James G. Shennan (American Watch 
Manufacturers Association), Elgin, IIL; 
Edward A. Starke (president of the Ameri- 
can Stone Importers Association), New 
York; H. James Stern (Rolled Gold Plat- 
ers Association), Mount Vernon, N. Y., 
and A. C. Wallenstein (president of the 
National Wholesale Jewelers Association), 
Cincinnati, Ohio. 





Group Opposes ‘Excessive’ Laws 
Which Ban Itinerant Peddlers 


The Board of Directors of the Chamber 
of Commerce of the United States has ap- 
proved a statement urging “sound regula- 
tion” of house-to-house selling but oppos- 
ing restrictions which may lay the ground- 
work for gradual extension of excessive 
regulations. 


The Board said that local chambers of 
commerce should be cautious in endorsing 
local ordinances which may have danger- 
ous implications. 


The directors took note of difficulties 
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arising from house-to-house solicitation, 
but expressed concern over the number of 
proposed local ordinances which have 
cropped up as a result of Supreme Court 
approval of a complete ban on solicitations 
by salesmen in private homes at Alexan- 
dria, La., unless the salesman is invited 
to the home. 

The National Chamber will continue to 
support efforts to curb activities which 
may clearly be recognized as unfair com- 
petitive practices or abuses of selling 
privileges while at the same time opposing 
legislative activities intended to hamper 
operations of legitimate business concerns 
engaged in fair competition. 





Landay and Finn Announce 
Dissolution of Partnership 


N. P. Landay and David Finn, Pitts- 
burgh wholesalers who have been trading 
as partners under the firm name of Landay 
& Finn, announced recently that their 
partnership was dissolved on December 
31st. 

Under the terms of the dissolution agree- 
ment, David Finn bought out all of the 
rights, title and interest of N. P. Landay 
in the business. Mr. Finn will continue to 
operate the business under the firm name 
of Landay & Finn at the same location, 


415 Clark Building, Pittsburgh, Pa. 
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Impressive List of Past Year's Activities 


Reviewed by Board of Trade at 68th Meeting 


Financial embarassments in the jewelry 
industry expanded only mildly in number 
during 1951 but the total liabilities in- 
volved rose by 60.2 per cent, the annual 
report of the Jewelers Board of Trade 
shows. The 68th anuual meeting of the 
group was held at the Furks Head Build- 
ing in Providence, January 25. 

Fred Bullock, president, reported that 
membership was maintained beyond the 
expectations of the board, having declined 
only 27 members to a total of 1781 at the 
end of the year. 





Credit, collection and adjustment ser- 
vice to members was held at a high stan- 
dard of efficiency, it was reported, despite 
increased cost of wages, rents, printing, 
etc. These added costs resulted in the 
spending of more money than was received. 

“Although there has been no increase 
in our charges since 1949, our operating 
costs have now grown to a magnitude 
where it may be necessary for our directors 
to make a slight increase in our assess- 
ments,” the president said. 

It was pointed out that four creditors’ 
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committees were appointed during the year 
to adjust the affairs of debtors in tempo. 
rary financial difficulty. The total liabilities 
were $377,000. 

Secretary Horace M. Peck showed in his 
annual report that financial embarassments 
numbered 183, with liabilities of $5,482,009 
as compared with 168, with liabilities of 
$3,422,000, in 1950. 

Of the total, 118 occurred among retaj] 
cash jewelers. Liabilities amounted to $9. 
403,000. These figures compared with 110 
and $1,688,000 the previous year. 


Among the retail installment jewelers 
there were 18 insolvencies as compared 
with 23 in the earlier year. Liabilities jp. 
creased, however, from $705,000 to $712. 
000. 


The work of keeping the reference book 
up to date involved 23,795 changes up to 
March, 1951, and 18,705 additional up to 
September. Cities and towns listed num. 
bered 7,296 in the first three months and 
7,372 in the March to September period. 


NEW DIRECTORS ELECTED 


Elected directors were: Harold Alberts 
of I. Alberts’ Sons, Inc., Boston; Edgar E, 
Baker of W. R. Cobb Co., Inc., Providence; 
John M. Biggins of Elgin National Watch 
Co., Inc., Elgin, Ill.; Angela Del Sesto of 
Van Dell Corp., Providence; Edgar M. 
Docherty of Budlong, Docherty & Am. 
strong, Inc., Providence; Arthur Kaplan of 
Poole Silver Co., Inc., Taunton, Mass.; 
William E. Lingard of Finberg Mfg. Co., 
Inc., Attleboro, Mass.; Herbert Ollendorff 
of Ollendorff Watch Co., Inc., New York; 
William E. Smith of Irons & Russell Co., 
Inc., Providence; George L. Stringer of 
International Silver Co., Inc., Meriden, 
Conn.; and Raymond R. Sturdy of Cheever, 
Tweedy & Co., Inc., North Attleboro. 


Others making up the board membership 
include: Jared E. Allen of Oneida, Ltd., 
Oneida, N. Y.; Alexander E. Arnstein of 
Arnstein Bros. & Co., New York; Earl H. 
Ashley of E. H. Ashley & Co., Inc., Provi- 
dence; Frederick A. Ballou, Jr., of B. A. 
Ballou & Co., Inc., Providence; Charles 
G. Brown of Stein & Ellbogen Co., Inc., 
Chicago; Fred A. Bullock of Dolan & Bul- 
lock Co., Inc., Providence; Emil E. Fachon 
of Bulova Watch Co., Inc., Providence; 
Lewis W. Gibbons of Fulmer & Gibbons, 
Inc., Philadelphia; George A. Ingleby of 
Hadley Co., Inc., Providence; William 
Klein of Jacques Kreisler Mfg. Co., North 
Bergen, N. J.; Paul Levinger of Speidel 
Corp., Providence; Lester F. Morse of the 
Gorham Co., Inc., Providence; Francis E. 
Nolan of Saart Bros. Co., Inc., Attleboro; 
William B. Ogush of Gruen Watch Co. 
Inc., Cincinnati; Edson W. Sawyer of Im- 
proved Seamless Wire Co., Inc., Provi- 
dence; W. Waters Schwab of J. R. Wood 
& Sons, Inc., New York; Archibald Sil- 
verman of Silverman Bros., Inc., Provi- 
dence; Lester S. Wall of R. Blackinton & 
Co., North Attleboro, and Raymond L. 
Wells of Wells Mfg. Co., Inc., Attleboro. 

The new board of directors were sched- 
uled to meet in Providence February 195 
and elect officers for the ensuing year. 
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eT¢ ISSUES PEARL RULES 
(From page 199) 


in the public interest will be 
—_ Sy ‘the Commission to prevent the 
tak<'py any person, partnership, corpora- 
io or other organization subject to its 
jurisdiction, of such unlawful practices in 
COLE i :—Misrepresentation and decep- 
tion wn general. (a) It is an untair trade 
practice to use, or cause or promote the 
use of, any trade promotional literature, 
advertising matter, guarantee, warranty, 
mark, brand, label, trade name, picture, 
design or device, designation, or other 
type of oral or written representation, 
however disseminated or published, which 
has the capacity and tendency or effect of 


which are manufactured or produced syn- 
thetically or artificially, or which are ar- 
tificially cultured or cultivated, or which 
are a simulation or imitation of or substi- 
tute for pearls, with the tendency and ca- 
pacity or effect of misleading or deceiving 
purchasers, prospective purchasers, or the 
consuming public. 

ULE 6:—Misuse of word “gem.” It is 
an unfair trade practice to use the word 
“gem,” or any word, term, or phrase of 
like meaning or connotation, to describe, 
identify, or refer to any product of the 
industry which does not possess. the 
beauty, symmetry, rarity, and value neces- 
sary for qualification as a gem. 

(Note: Imitation pearls cannot be de- 
scribed as “gems” under any circum- 
stances.) 

(Use of the term “gem” with respect to 
cultured pearls should be avoided since 
few cultured pearls possess the necessary 





source, origin, or place of discovery or 
production of pearls or cultured pearls. 

(Note: As practically all pearls and 
cultured pearls are produced abroad, af- 
firmative disclosure that they were not 
produced.in the United States is not nor- 
mally required. However, if representa- 
tions are made as to their origin, such 
representations must be truthful, correct, 
and not misleading or deceptive.) 


Anitole Joins Taunton Pearl 


Announcement of the appointment of 
Nicholas G. Anitole as sales manager of the 
Taunton Pearl Works, Taunton, Mass., was 
made recently by Paul G. Everson, execu- 
tive vice president. 


misleading or deceiving purchasers or qualifications. ) 

prospective purchasers — — to the RULE 9:—Misrepresentation as_ to 
type, kind, a ty, durabaane S1Ze, origin of pearls and cultured pearls. It is 
weight, nature, substance, durability, ser- an unfair trade practice to misrepresent 


‘iceability, origin, preparation, production | Pes 
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Mr. Anitole was previously associated 
with the Ostby & Barton. Co., Providence, 
R. I., as vice president and sales manager. 











a (i ae 


It is an unfair trade practice to use the 

unqualified word “pearl,” or any other 
word or phrase of like meaning or conno- 
tation, to describe, identify, or refer to any 
object or product which is not in fact a 
pearl as defined hereinabove. 

(b) It is an unfair trade practice to use 
the word “pearl’’ to describe, identify, or 
refer to a cultured pearl unless it is imme- 
diately preceded, with equal conspicuity, 
by the word “cultured” or “cultivated,” or 
by some other word or phrase of like 
meaning and connotation, so as to indicate 
definitely and clearly that the product is 
not a pearl. , 

(c) It is an unfair trade practice to use 
the word “pearl’’ to describe, identify, or 
refer to an imitation pearl unless it is im- 
mediately preceded, with equakconspicuity, 
by the word “imitation” or “simulated,” 
or by some other word or phrase of like 
meaning and connotation, so as to indi- 
cate definitely and clearly that the product 
is not a pearl. 


USE OF ASTERISKS BANNED 
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(Note: The placing of an asterisk next 
: to the word “pearl,” which asterisk makes 
reference to a footnote explanation of the 
fact that the product is an imitation or 
cultured pearl, is not regarded as compli- 
ance with the requirements of this rule.) 

RULE 3:—Misuse of terms “cultured 
pearl,” “cultivated pearl,’ “seed pearl,” 
“Oriental pearl,” and “Oriental.” (a) It 
is an unfair trade practice to use the terms 
“cultured pearl,” “cultivated pearl,” or 
any other words, terms or phrases of like 
meaning or connotation, to describe, iden- 
: tify, or refer to any imitation pearl. 

; (b) It is an unfair trade practice to use 
the term “seed pearl,” or any words, terms, 
or phrases of like meaning or connotation, 
to describe, identify, or refer to any cul- 
tured pearl or imitation pearl. 
| (c) It is an unfair trade practice to use 
the term “Oriental pearl,” or any words, 
terms, or phrases of like meaning or con- 
notation, to describe, identify, or refer to 
any product of the industry other than a 
pearl taken from a salt water mollusk and a 
of the distinctive appearance and type of - ~-a 
pearls obtained from mollusks inhabiting , . 
the Persian Gulf and recognized in the 
jewelry trade as Oriental pearls. 

(d) It is an unfair trade practice to 
use the term “Oriental” to describe, iden- 
kot f or refer to any cultured or imitation 
rl. 

RULE 4:—Misuse of words “reproduc- 
tion,” “synthetic,” “replica,” etc. (a) It Is 
an unfair trade practice to use the word 
reproduction” or “replica” as descriptive 
of cultured or imitation pearls. 

(b) It is an unfair trade practice to use 
the term “synthetic” as descriptive of an 
imitation or cultured pearl, or of any other 
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Horological and Retail Jeweler 
Groups Receive Swiss Awards 


Ten horc'ogical and retail jeweler or- 
ganizations have received unexpected 
awards of handsome framed Swiss watch- 
maker etchings from The Watchmakers of 
Switzerland. 

The Swiss association had offered a “sur- 
prise” award to each U. S. organization 
nominated by the winners in the recent 
Swiss-sponsored Watch Inspection Time 
Contest. For these awards, special prints 
of a famous Swiss horological etching 
titled, “Watch Tradition,” were flown in 
from Switzerland and tastefully framed for 
presentation. 





A. M. Weiler, of Oakes, N. D., winner 
of the first prize, nominated the Minnesota 
Retail Jewelers Association as the group 
which he desired should receive the award. 

Other trade groups named and their 
nominators were: Watchmakers Clinic of 
the Opportunity School, Denver, Colo., by 
J. C. Cottrell, of Denver; Rio Grande Valley 
(Texas) Watchmakers Guild, by R. Dodd, 
of Weslaco, Tex.; Roanoke (Va.) Retail 
Jewelers Association, by Ewell B. Setzler, 
of Roanoke; Columbus and Central Ohio 
Watchmakers Association, by Robert G. 
Mead, of Columbus; Greenville (S. C.) 
Watchmakers Guild, by Ralph McSweeney, 
of Greenville; West Virginia Jewelers As- 
sociation, by Dillon E. Frankhauser, of New 
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xin MEEKER Billfolds, only the finest, well- 
tanned leathers and other materials are used 
throughout, from the fine nylon thread to 
the smooth-operating zippers. 
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Martinsville, W. Va.; Horological Society 
of New York, by David Schwartzwald : 
the Bronx; Horological Institute of 
America, by John C. Brotherton, of Worces- 
ter, Mass., and Los Angeles (Calif.) . 
Watchmakers Guild, by Thelbourne Cooper 
and Gilbert H. Oberstein, of Los Angeles. 





A handsomely framed print of the famous 
Swiss horological etching titled, "Watch 
Tradition" has been presented to ten Ameri- 
can horological and retail jeweler associa- 
tions by The Watchmakers of Switzerland, 
The trade groups were nominated to re. 
ceive the awards by winners in the recent 
Swiss-sponsored Watch Inspection Time 
Contest. 


Parker and Ronson Change 
Policy on 15% Excise Tax 


Two leading manufacturers announced 
during February a change of policy in 
the handling of the 15 per cent federal 
excise tax which applies to their products. 

The first announcement in February 
concerning revision of policy on the 15 
per cent tax was made by the Parker Pen 
Co. Parker dealers were told that they 
would, effective February Ist, be allowed 
their full retailer mark-up on the tax in- 
cluded list price. 

James N. Black, vice president of the 
Parker Pen Co., informed dealers that 
Parker products subject to the 15 per cent 
tax would carry retail prices that include 
the tax. New labels for individual units 
and sets will, however, make no reference 
to tax—either the manufacturer’s or re- 
tailer’s federal excise tax. Retailers will 
be invoiced at net prices—with the cash 
discount applicable to the total amount 
of the invoice. 

John F. Des Reis, vice president in 
charge of sales for Ronson Art Metal 
Works, Inc., announced early in February 
that his firm has established a new price 
list that was “consistent with a_ trade 
preference for a mark-up on the 15 pet 
cent federal excise tax.” The new prices, 
which became effective February 14th. 
conform with the OPS provision permit: 
ting the tax mark-up. 

Mr. Des Reis stated that Ronson has 
stepped-up its advertising, sales promo 
tion and publicity to assure accelerated 
consumer demand. 
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Associate Jewelers Ratity 
Pact Granting Wage Hike 


The membership of Associate Jewelers, 
Inc., at their annual dinner meeting held 
February 14th at New York's Gotham Ho- 
el, ratified an amendment to an existing 
union contract which grants a wage in- 
crease of eleven cents per hour to all their 
workers. The new wage agreement 1s 
subject to the ratification of the Wage 
Stabilization Board. 

In presenting the amendment for rati- 
fication, Herman Ostrin, association presi- 
dent, told the 70 members in attendance 
that protracted negotiations and discus- 
sions had been carried on weekly since last 
December between the association and 
the International Jewelry Workers Union, 
Local No. 1, A. F. L. A settlement was 
reached finally, he stated, which grants 
an across the board increase of eleven 
cents per hour for all employees. 

The association’s Labor Committee. 
which negotiated with the union, con- 
sisted of Herman Ostrin (Ostrin Co.). 
chairman, assisted by Henry Peterson 
(Feature Ring Co., Inc.), Louis Flyer 
(Flyer Bros.), Jacques Japka (LaFrance 
Jewelry Shop), Jules Gerson (Goldstein- 
Gerson Co.), Ben Ross (Ross Watch Case 
Corp.), and Philip Skalet (Skalet Mfg. 
Co., Inc.) 


HERMAN OSTRIN 


Re-eiected 
President 
of Associate 
Jewelers, Inc. 





In his report on the activities of the 
association during 1951, President Ostrin 
commended Tobias N. Berger, executive 
director of the association, on his success 
in bringing all labor and management 
problems to an amicable conclusion. It 
was pointed out that during 1951, although 
several controversies had arisen between 
labor and management, the executive di- 
rector had been successful in adjusting 
these disputes amicably and to the satis- 
faction of both management and labor. 

Re-elected as officers for the €nsuing 
year were: Herman Ostrin (Ostrin Co.), 
president; Philip Skalet (Skalet Mfg. 
Co., Inc.), first vice president; Jules Ger- 
son (Goldstein-Gerson Co.), second vice 
president; David Sarkin (David Sarkin. 
Inc.), secretary: Louis Flyer (Flyer 
Bros.), treasurer, and Tobias N. Berger. 
executive director. 

Named to serve on the board of di- 
rectors during 1952 were: Leo E. Austern 
(Lemore Jewelry Co.): Julian Baden 
(Baden & Foss, Inc.); Ferdinand Bihari 
(Stronghold Jewelry Co.) ; Jacques Japka 
(LaFrance Jewelry Shop); Bernard Kush- 
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ner (Kushner & Pines, Ine.) ; Alvin Orgel 
(B. Orgel Co.) ; Henry Peterson (Feature 
Ring Co.); Ben Ross (Ross Watch Case 
Corp.); Morris Rubin; David Schapiro 
(David Schapiro, Inc.), and _ Isidore 
Tenen (I. Tenen & Son). 


New Line of Gotham Watches 
Introduced at Sales Meeting 


Representatives of the Ollendorff Watch 
Co., Inc., manufacturers of Gotham watches, 
attended their annual sales meeting and 
dinner on January 17th at New York’s 
Hotel Biltmore. 

New Gotham watches for 1952 were in- 
troduced to the firm’s sales representa- 
tives who received the line with enthusiasm. 








Advetusing and promotion plans tor 1952 
were discussed, and new company policies 
were presented. 

The company’s salesmen remained in 
New York for several days following the 
meeting, preparing their full program of 
service to jewelry dealers throughout the 
country. 


Page Joins Town Crier Ranks 


Edward F. Page, president of the Albert 
Walker Co., wholesale jewelers of Provi- 
dence, R. I., was recently made a member 
of the Town Criers of Cincinnati, a local 
association composed of wholesalers and 
manufacturers’ salesmen. 
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Waltham Distribution 
Resumed Thru Wholesalers 


The Waltham Watch Co., now in pro- 
duction on its new 1952 watch line, an- 
nounced recently the return to its tradi- 
tional policy of distributing Waltham 
watches through authorized wholesalers. 

This new policy with the wholesaler 
could have been instituted a year ago, 
the company stated, but the management 
of the company felt that they should first 
demonstrate the acceptance for Waltham 
watches by retail jewelers. In order to 
secure factual proof of retailer acceptance 





for Waltham watches, the firm initiated 
a special sectional test in the fall of 1951. 

“The results,” said Teviah Sachs, presi- 
dent of Waltham, “made possible the com- 
pletion of our plans to sell through whole- 
sale distributors.” He further stated that 
retail jewelers in this trial area bought 
and featured Waltham watches and spent 
their own money in advertising them. “The 
response of the buying public was great,” 
Sachs added. “Almost all of the retailers 
re-ordered after making their initial pur- 
chase.” 

Sachs, in commenting on the new dis- 
tribution policy, stated that it was particu- 
larly appropriate that Waltham should 
return to its traditional policy of coopera- 
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tive effort with the wholesaler. He defined 
“service” as keeping the jeweler informed 
of promotional plans, advertising Plans, as 
well as frequent contact service by the 
wholesaler’s representative. 

“In establishing our list of authorized 
wholesalers,” said Sachs, “we first cop. 
tacted previous wholesalers of Waltham 
watches, because these firms have had long 
experience in the marketing of Waltham 
watches. Each wholesaler, as appointed 
will send out a notice of appointment to 
his customers, and Waltham will announce 
its list of authorized distributors as soop 
as it is completed. Company representa. 
tives are now traveling throughout the 
United States, and the management expects 
to have the initial task of establishing dis. 
tribution agencies completed within the 
next two months.” 





Teviah Sachs (left), president of Waltham 
Watch Co., receives the company's initial 
wholesaler order under its new distribution 
policy from Lawrence F. Percival of D. C. 
Percival & Co., Boston, Mass. Percival is 
but one of the newly-appointed wholesale 
distributors for Waltham Watches. 


Lucas Honored on Retirement 
At Surprise Party in Columbus 


After traveling as a jewelry salesman for 
more than 50 years, Percy D: Lucas de- 
cided early in January that it was time to 
get off “the road” and announced his de- 
cision to retire. 

Mr. Lucas, during his half-century of 
service as a jewelry salesman, became very 
well-known to hundreds of jewelers through- 
out the state and in his home town, Colum- 
ous, Ohio. 

To mark the occasion, Columbus jewel- 
ers staged a surprise farewell party for 
him January 11th at the Hotel Fort Hayes 
as the honored guest when he was ac- 
claimed as “the most well-known and best 
liked of the jewelry salesmen.” 

Two of the speakers at the dinner were 
Leslie Heimberger, who presented Mr. 
Lucas with a gold watch, and William 
Kahn, who presented him with a bronze 
plaque inscribed “A Grand Guy and Our 
Favorite Salesman from His Columbus 
Jeweler Friends.” 

Among those present were some jewelers 
who made purchases from Mr. Lucas al- 
most as long as 50 years ago, and if they 
had not their fathers did. These included 
Walter Luchtenberg, M. D. Hohenstine, 
Albert Kull, Jack Kull, Myron Trope, the 
three Kahn brothers, William, Ben and 
Ray; Dana Harrington, Ben Harris, Roy 
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Tom Canton, Paul Hughey, J. 
‘chard Argo, William Argo, Thomas L. 
ae Bernard Kaplan, Joe Feldman, 
Harry Shapiro, Glenn Butz and Circus 


Smurr, 


Sortman. 
Included in the group also were four 


members of Mr. Lucas’ firm in Cincinnati, 
Rosfelder Bros & Co., with whom he has 
heen a partner since 1942; Robert Henge- 
hold, Robert Stocker and Norman and 
Howard Rosfelder. 

Mr. Lucas and his wife left late in Jan- 
uary for Florida, where they will make 
their home in Fort Lauderdale. 


J. H. Jennings Joins Father 
At Quaker Silver Company 


James Jennings, president of the Quaker 
Silver Co., North Attleboro, Mass., an- 
nounced recently that his son, James H. 
Jennings, has become associated with the 
frm. Son James joins the company after 
finishing a full four-year course at the 
Rhode Island School of Design which in- 
cluded silver design and crafting. The 
senior Jennings was at one time a teacher 
in this school. In addition to this training, 
son James is also a qualified accountant. 

According to the senior Jennings, son 
James is taking to the silver business “as 
a duck takes to water,” evidencing those 
qualities of craftsmanship and inspirational 
design which characterize the Jennings 
operation. After a tour of duty in the fac- 
tory, it is expected that young Jennings 
will take over the territory. 


Two New Traub Appointments 





T. M. JOHNSON 


National Sales 
Manager 


C. W. LESCH 


Merchandising and 
Promotion Manager 


The current expansion program of the 
Traub Manufacturing Co., Detroit, Mich., 
necessitated the shifting of some manage- 
ment responsibilities to new shoulders, ac- 
cording to V. T. Salter, vice president and 
general manager of the company. 

The appointment of Thomas M. Johnson 
to the position of national sales manager 
follows five years of association with the 
firm as Midwestern regional sales manager. 
Johnson had a broad sales experience in 
the marketing of nationally known prod- 
ucts before joining the company. 

Charles W. Lesch, formerly regional 
sales manager of the West Coast area, has 
been appointed merchandising and promo- 
ion manager at the company’s main office 
m Detroit. Lesch will be in charge of 
styling of the Orange Blossom line as well 
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as working with retailers on promotion of 
the product. 


Webster Co. Representatives 
Attend Annual Sales Meeting 


Nine territorial salesmen of the Webster 
Co., manufacturers of sterling silver novel- 
ties and baby silver, North Attleboro, 
Mass., were in attendance at the firm’s 
annual sales conference held January 8 to 
10 at the factory. The sales meeting was 
presided over by Carl Beresford, executive 
vice president, and was addressed by Colo- 
nel Arthur Ashworth, president. 

A number of changes in territorial repre- 








sentation were announced. Ed W. Venables, 
who formerly represented the company in 
Chicago and the Midwestern territory, is 
moving to Cincinnati where he will cover 
Ohio, Indiana, Michigan, Western Penn- 
sylvania, West Virginia and Kentucky. 
George A. MacMonagle, formerly New 
England representative, will handle out of 
the company’s Chicago showroom at 176 
West Adams St., the territory comprising 
Illinois, Wisconsin, Minnesota, Iowa, Ne- 
braska, Kansas, Missouri, Oklahoma and 
Arkansas. Arthur W. Weatherbee, for 23 
years representing the Watson Co. of 
Attleboro, will hereafter represent the 
Webster Co. in New England, upper New 
York State and Central Pennsylvania. 
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Report on Drive Against Gem Smugglers 
Features Meeting of Diamond Ass'n. 


Complete details of an intensive drive 
against international diamond smuggling 
rings were outlined to members of the 
Diamond Manufacturers & Importers Asso- 
ciation of America at their 20th annual 
meeting held January 22nd at New York’s 
Hotel Roosevelt. The increased tempo of 
that organization’s drive against the smug- 
glers, it was stated, started a chain of 
events in motion which resulted in the 
confiscation by United States customs 
officials of approximately 10,000 carats of 
diamonds valued at $3 million. 

George Fine of Max Fine & Sons, Inc., 





who was re-elected president of the asso- 
ciation, stated that publicity concerning 
the fact that the United States Government 
offered rewards as high as $50,000 for in- 
formation leading to the arrest of smug- 
glers, was very instrumental in bringing 
about a record number of arrests and quan- 
tity of diamonds confiscated. He announced 
that the Belgian Government was requested 
to offer similar rewards, and that the asso- 
ciation will request Congress to amend the 
present laws so as to provide for stiffer 
prison sentences and penalties against con- 
victed diamond smugglers. 
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Mr. Fine also announced that upon the 
request of the Diamond Manufacturers g 
Importers Association of Amercia, the De. 
partment of State and the Internationa] 
Monetary Fund had promised Prompt ar. 
tion concerning “switch” transactions in 
diamonds. Such transactions involve the 
illegal purchase of diamonds in foreign 
countries with depreciated Currencies 
which are transshipped to intermediate 
countries for ultimate reshipment to the 
United States. He declared that this practice 
not only created unfair competition fo, 
the American diamond industry but in aq. 
dition was depriving such countries as. 
South Africa, England, and Belgium of , 
tremendous amount of dollar earnings. 

Guest of honor at the meeting was Judge 
Samuel S. Leibowitz who was presented 
with a plaque for his tireless efforts jp 
smashing organized crime. 





Highlight of the annual meeting of the 
Diamond Manufacturers and _ Importers 
Association of America was the coronation 
of Jinx Falkenburg, star of radio and tele. 
vision, as "Diamond Queen." Here, George 
Fine, president of the group, crowns Jin 
with the famous tiara which once belonged 
to the Austrian royal family and is valued 
at $100,000. Crown bearer Christine Cullen, 
5, looks on. 

Other officers re-elected at the meeting 
were: Vice Presidents—Simon Barend 
(Barend, Sweyd & Vanderlinden), and 
Alexander H. Arnstein (Arnstein Bros. & 
Co.); Secretary, Leo L. Kaplan (Lazare 
Kaplan & Sons, Inc.) , and Treasurer, Aaron 
Koenig (Max Koenig & Sons). 

Elected to the board of directors were 
Al Abrams (Diamond Processing, Inc.) ; 
Joseph Baumgold (Baumgold Bros., Inc.) ; 
Sereno P. Davis (Jacobson Bros. Diamond 
Corp.) ; Herman Dreiblatt; Sam Eckstein; 
Wallace W. Harwood (Schless-Harwood 
Co., Inc.) ; Stephen W. Hofman (Diamond 
Distributors, Inc.); Albert Lam (Lam & 
Epstein); Leon Ray (Lubell & Ray); 
Henry Reinhold (Reinhold Bros.) ; Joseph 
Schliff (J. Schliff & Sons); W. Waters 
Schwab (J. R. Wood & Sons, Inc.) ; Jack 
Solow (J. Solow & Son); Josef Spira; 
Jean H. Van Praag (Diamond Merchan- 
dising Corp.) ; Peter Verheyleweghen, and 
Harry Winston (Harry Winston, Inc.). 


Form Partnership in Vineland 


Harry Horowitz, proprietor of the Horo- 
witz Watch & Clock Shop, 524 Landis 
Ave., Vineland, N. J., announced recently 
that David Horowitz and Seymour Kramer 
have joined him in the business as patt- 
ners. 
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FAIR TRADE HEARINGS 
(From page 203) 


ble, unsuspecting public so that they can 
make a killing on all their other goods. | 

The witness spoke of a “growing wave of 
price wars” in the wake of last year's Su- 
me Court action on the Miller-Tydings 


re 
/ struggles, Mr. Lazrus 


amendment. These : 
said, are placing “tremendous pressure’ on 


the quality standards maintained by the 
jewelry business. . — 

Mr. Lazrus told the committee of his 
belief that “if you do not recommend 
legislation to restore legal fair trade, you 
will be signaling the return to the jungle 
for American business, where only the 
powerful and predatory will exist, and the 
weak are doomed to be destroyed.” 

In a statement to the two House Commit- 
tees conducting the hearings, Harry B. 
Henshel, secretary of the Bulova Watch 
Co., told Congressmen that experience in 
the past year has shown that the Schweg- 
mann decision has already seriously af- 
fected the American jeweler and the watch 
industry. 

He pointed out that one result of loss- 
leader sales, in some areas, has been the 
virtual disappearance of nationally adver- 
tised watches as a large factor in the 
jewelry store. Mr. Henshel added that even 
advertising of watches by the jeweler has 
had to be curtailed, thus causing further 
loss of business and prestige by both the 
jeweler and manufacturer. 

“Another by-product,” Mr. Henshel de- 
clared, “has been considerable loss of ex- 
cise tax income by the government. It 
follows that when prices are cut in half, 
taxes must be cut by the same or greater 
amount depending on the tax bracket at 
the retail price of the specific watch in- 
volved.” 


ENGEL TESTIFIES FOR NWJA 


Another witness asking Congressional 
action on fair trade was Leon J. Engel, of 
J. Engel & Co., Inc., Baltimore, Md. Mr. 
Engel appeared as a representative of the 
National Wholesale Jewelers Association. 


The manufacturer of jewelry items de- 
serves fair trade coverage for these rea- 
sons, according to the witness: “He spends 
hundreds of thousands of dollars advertis- 
ing his product, gaining consumer ac- 
ceptance and good will, and, in many in- 
stances, places upon the shelves of the 
retailer merchandise that is to a consider- 
able extent pre-sold. That manufacturer 
deserves protection.” 


Mr. Engel described one major small- 
retailer problem in these terms: “When a 
hig retailer promotes loss-leaders, he does 
so with the expectation of selling to the 
people who come into the store other 
merchandise on which he makes at least 
his normal margin of profit.. It is only rea- 
sonable to admit that a merchant cannot 
stay in business by selling merchandise 
below cost. The small store cannot pos- 
sibly compete with such an operation.” 

Adherence to fair trade measures, the 
witness said, “retards the growth of retail 
monopoly by making it possible for the 
small and neighborhood merchants in all 
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lines to compete with the large outlets.” 

How increasing price-juggling is now 
threatening small business was vividly 
documented for the Congressmen by jewel- 
ers with behind-the-counter experience. 
Samuel R. Zickerman, chairman of the 
Executive Board of Retail Jewelers of 
Greater New York, also State chairman of 
the Fair Trade Committee, New York Re- 
tail Jewelers Association, spoke out against 
“fraudulent tactics” instituted to “drive 
the little fellow out of business.” 

At present, Mr. Zickerman told the legis- 
lators, the situation confronting the small 
businessman is “so tense and explosive, 


promptly a majority of small business 
enterprises will be forced to the wall, 
reminiscent of the chaotic conditions of the 
1930s.” 

Also supporting enactment of fair trade 
legislation by the present Congress was 
Leo F. Henebry of Roanoke, Va., president 
of the American National Retail Jewelers 
Association, who told the House Commit- 
tee that the retail jewelers of America are 
in favor of the basic merchandising prin- 
ciples which underlie the Fair Trade laws. 
He urged Congress to pass legislation 
which will again legalize the so-called “non- 
signer” clauses in the Fair Trade laws of 





that unless remedial measures are taken the various states. 
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Metropolitan RJA Installs 
Goldschmidt as President 


The spirit of friendliness and cordiality 
that characterizes meetings of the Metro- 
politan Retail Jewelers Association was 
very much in evidence when new officers 
of that organization were installed on the 
evening of February 6th at the Madison 
Restaurant, New York. The duties of 
installing officer were capably handled by 
William Wagner, executive secretary of 
the National Association of Credit 
Jewelers. 

Installed as president for the ensuing 
year was H. Goldschmidt. Also installed 


were: Sam Steiner, first vice president; | 





Harry Wexler, second vice president; H. 
Stark, secretary; H. Levenstein, treasurer; 
I. Pearl, sergeant-at-arms; H. Wasserman, 
M. Aszkenas and S. Pitkin, trustees. 

New directors installed at the meeting 
were: E. M. Belman, chairman, M. Wex- 
ler, M. Pearl, M. Schnur, M. Weiner, M. 
Aszkenas, and Mr. Klein. 

E. M. Belman, retiring president, was 
not able to be present at the meeting 
due to the illness of his father. In his 
absence, a set of sterling flatware which 
was to be presented to him as a token 
of esteem for past services rendered, was 
accepted on his behalf by an association 
officer. 

The capacity crowd that attended the 
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affair filled the main dining room of th 
restaurant to overflowing. Following the 
installation ceremonies, a delicious 
past and refreshments were enjoyed nd 
all in attendance. ; 





Diamond Dealers Club Elects 
New Officers and Directors 


New officers of the Diamond Dealer 
Club were elected on January 30th at : 
meeting held at the clubrooms, 36 W. 47th 
St., New York. 

Elected as officers for a two-year term 
were: Jack Sigman, president; Charles 
Tolkowsky, vice president; Caro] Picke] 
secretary, and Oscar L. Levine, treasurer, 

Directors elected for a two-year term 
were: Paul Berman, Jacob Frankel, Stephen 
S. Korngold, Max Lipschutz, David Mar. 
inger, Irwin Moed, Maurice Poser and@ 
Charles E. Wolf. 

Completing the second year of a two. 
year term as directors are: Leon Bergman, 
Isidore Friedman, Elias D. Goldberg, Leo 
Kayser, Leon Leslau and Henry Lipschutz, 





Named 
Assistant 
to President 
at Waltham 


NICHOLAS NAZAR 





The appointment of Nicholas Nazar as 
assistant to the president of the Waltham 
Watch Co. was announced January 10th by 
Teviah Sachs, president. In addition to his 
new duties, Mr. Nazar will continue as 
Director of Research and Engineering. 

Mr. Nazar, a Waltham employee for 14 
years, has worked in almost every depart 
ment in the century-old watch firm. Most 
of his experience has been in an executive 
position. 

The 45-year-old director recently super- 
vised the development of two new 21-jewel 
movements which will be introduced by 
the company this spring. 





Taunton Pearl Works Purchased 
By Boston Financial Interests 


The disposition of the estate of Willard 
A. Ormsbee, president and treasurer of the 
Taunton Pearl Works up to the time of his 
death in July, has been in the hands of a 
Boston bank. Recently, a group of Boston 
financial interests purchased the company 
and it is their intention to perpetuate and 
expand the business, retaining the ex 
perienced personnel who have been largely 
responsible for its successful operation. 
Paul G. Everson has been appointed execu- 
tive vice president. 

Taunton Pearl Works is a major pro- 
ducer in the men’s jewelry field. Plans pro- 
vide strengthening and promoting their 
own branded “Town and Country” line. 
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4 Two executives of the Concord Watch 
Co. Inc. 10 W. 47th St., New York, an- 
nounced recently that Arthur E. Brodie 
has become active in the management and 
participation of the firm. Announcement 
of Mr. Brodie’s appointment, which _be- 
came effective February lst, was made 
jointly by Robert L. Wessell and William 
W. Heer. | 

4 William G. Lowe, president of William 
Lowe, Inc., importers of precious stones, 
610 Fifth Ave., New York, left for Paris 
February 15th in search of new trends in 
jewelry designs. He will return home on 
March 20th. 

4 The 25th annual exhibition of jewelry 
designs, created by student designers in 
the class conducted by Christian A. Jakobb, 
will be held April 3rd at the Mechanics’ 
Institute, 18 W. 44th St., New York. The 
exhibit will be open from 3 to 6 P.M. to 
members of the trade and official repre- 
sentatives of trade associations, schools 
and colleges. The public will be able to 
attend the exhibition from 7 to 10 P.M. 
Three medals, donated by the Medallic 
Art Co., New York, will be presented to 
students who have executed the most out- 
standing jewelry designs. 

q Samuel Cohen, vice president of A. Cohen 
& Sons Corp., wholesale jewelers at 29 W. 


23rd St., New York, sailed February 27th 


aboard the Queen Mary for an extended 
trip through Europe and the Middle Fast. 
Accompanied by his wife, his plans called 
for spending a great deal of time making 
merchandising and marketing surveys 
while abroad. Along with business activi- 
ties, he also plans some side trips for 
pleasure. Mr. and Mrs. Cohen expect to 
return to this country on April 22nd. 

q Salvatore V. Daccurso, manager of mar- 
keting research for the Jacques Kreisler 
Manufacturing Corp., makers of watch 
bands and men’s jewelry, has been ap- 
pointed assistant treasurer of the New 
York Chapter, National Association of 
Cost Accountants. 

4 Tiffany & Co., Inc., prominent New York 
jewelers at 727 Fifth Ave., announced re- 
cently the appointment of George F. Eaton 
as chief designer of jewelry in their manu- 
facturing department. 

q The partnership of Cattaneo & Chaillou, 
jewelers at 1 W. 47th St.. New York, was 
dissolved as of January 15th. Julius Cat- 
taneo will continue the business under his 
own name at the same address. 

4 Bernard Landau, 608 Fifth Ave., New 
York, sailed January 30th on the S. S. 
Constitution for Europe where he will visit 
the leading gem markets. Mr. Landau, 
who was accompanied by his wife, expects 
to remain abroad three months. 

q New and larger quarters at 625 Madison 
Ave. are being readied for the Concord 
Watch Co., Inc., which is presently located 
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at 10 W. 47th St., New York. The firm 
expects to move to the new location on 
or about May Ist. 

q New York’s Hotel Roosevelt was the site 
of the February 5th meeting of the Greater 
New York GIA Study Group. Bert Krashes, 
Gemological Institute of America instruc- 
tor, lectured on the topic: “Phenomenal 
Gemstones and Their Substitutes—Causes 
and Factors Affecting Value.” To supple 
ment the lecture, Mr. Krashes exhibited 
a variety of gemstones to the study group. 
The lecture was followed by a general 
question and answer period. 





Elected Senior 
Vice President 
of Gruen 


WILLIAM B. OGUSH 





The election of William B. Ogush as 
senior vice president of the Gruen Watch 
Co. was announced recently by Benjamin 
S. Katz, president. Mr. Ogush, formerly 
president of the William B. Ogush Co., Inc., 
well-known manufacturer of precious metal 
and diamond watch cases, had _ been 
elected a vice president of the Gruen 
Watch Co. last July when Gruen acquired 
ownership of the Ogush plant. 

To assume the greater responsibility his 
new position entails, Mr.. Ogush will spend 
several months in Cincinnati. After that, 
he will spend his time between the execu- 
tive offices in New York and Cincinnati. 





New York Guild of the AGS 
Elects Emily Jaeger President 


Members of the New York Guild of the 
American Gem Society elected Miss Emily 
Jaeger president at their January 29th 
meeting which was held at the offices of 
J. R. Wood & Sons, 216 East 45th St., 
New York. 

Other officers elected were: Walter 
Steiger and Arthur Muller, vice presidents; 
Samuel Koulish, treasurer; Carl E. Bjorlin, 
secretary, and William A. Greenfield, pro- 
gram director. 

Guest speaker at the meeting was Nathan 
Nathanson of the U. S. Customs Office, 
who is an authority on antique silverware. 
Mr. Nathanson gave a talk on the back- 
ground of antique silverware and the 
problems he faces every day in evaluating 
silverware entering the United States via 


the New York Port. 
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for Price List No. 18 of May 1951. 
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Obituaries 








WittiAm Frank Bass, 49, who for the 
past 32 years had been active in the 
watch and jewelry business in Dallas, 


Texas, died January 29th in Mexico City, 


where he and his wife were on vacation. 
Born in Roswell, N. M., Mr. Babb learned 
his trade working for the Dallas firm of 
Klar & Winterman, Inc. He also, at one 
time, worked for the Ben Morris Jewelry 
Co. During World War II he opened his 
own watch repair and jewelry shop. Sur- 
viving are his widow, two sons, his mother 
and two sisters. 


Harry S. Haywoop, salesman for R. 
Wallace & Sons Mfg. Co. for 45 years 
prior to his retirement in 1946, died Janu- 
ary 3lst. Mr. Haywood represented the 
in the larger cities of the 


| South for the greater part of his selling 








| & Co., Ince. 





Poor health had kept him inac- 
He is sur- 


career. 
tive for the past five years. 
vived by his two daughters. 


BENNIE Mattes, 59, vice president and 
secretary of Leonard Krower & Son, Inc.., 
wholesale jewelers of New Orleans, La., 
died January 23rd. During his 43 years 
in the jewelry field, Mr. Mattes made a 
wide acquaintanceship among manufac- 
turers, wholesalers and retailers. He had 
been buyer and catalog compiler for the 
complete and varied lines of jewelry mer- 
chandise handled in his department. In 
addition to his widow, he is survived by 
a son and two daughters. 


Water P. McTeicure, 82, founder of 
McTeigue & Co., manufacturing jewelers 
at 16 E. 53rd St., New York, died Febru- 
ary 19th at his winter home in New 
Rochelle, N. Y. Since his retirement sev- 


' eral years ago, Mr. McTeigue had lived 


mainly at his home in Woodstock, N. Y. 
Surviving are his widow, three sons and 
three daughters. 


LESTER STERNBERG, 48, Southern sales 
representative for Eichberg & Co., Inc.. 
diamond cutters and importers at 51] 
Fifth Ave., New York, died February Ist 
in Roanoke, Va. Mr. 


of a heart attack 


LESTER STERNBERG 


Sternberg started his career in the fancy 
goods business with L. D. Block & Co. 
and was successively employed by Jen- 
nings Silver Co., Multi-Facet and Eichberg 
He is survived by his widow, 
three children, his mother and a brother. 
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Charles C. Smith, 57, Dies: 
Hamilton Watch Co. Presiden} 


Charles C. Smith, president and boarg 
chairman of the Hamilton Watch Co., dieg 
February 6th of a heart attack at his home 
in Lancaster, Pa. He was 57 years of age, 

Born in Warren, Pa., Mr. Smith studied 
engineering at Penn State College and the 
University of Pennsylvania from 1913 to 
April, 1917, when he enlisted and served 
as a lieutenant in the first World War 
He also, during World War II, served seyey 
months with the rank of Major in the U, § 
Army Air Corps. 


CHARLES C. SMITH 





Before joining Hamilton, Mr. Smith 
worked for 11 years as a staff member of 
Lybrand, Ross Brothers and Montgomery, 
Philadelphia public accountants, receiving 
his certificate as a certified public ace- 
countant in 1921. 

Mr Smith joined Hamilton as comp. 
troller in 1930, was elected secretary and 
comptroller in 1932, vice president and 
secretary in 1939, and was named a men- 
ber of the board of directors in 1947, He 
was appointed president and board chair- 
man of the company on August 9, 195], 
following the sudden death of R. M. Kant 
the week before. Previously Mr. Smith had 
been vice president in charge of finance. 

He is survived only by his widow. 





L. E. Mecklenborg, 78, Dies; 
Cincinnati Jiry. Manufacturer 


Louis E. Mecklenborg, 78, co-founder of 
Mecklenborg & Gerhardt, jewelry manu- 
facturers at 811 Race St., Cincinnati, Ohio, 
died of a heart ailment in his home on 
February 3. 

Mr. Mecklenborg and Gred Gerhardt 
founded the business in 1910, and sold it 
in 1944 to their two sons, Norbert Meck- 
lenborg and Carlton Gerhardt, and Miss 
Helen Koch. Upon the death of Miss Koch 
on April 4, 1951, the surviving partners 
purchased her interest in the business from 
her estate. 

Following his retirement, Mr. Mecklen- 
borg lived with a daughter, Mrs. Loretta 
Somerville, and spent much of his time 
painting scenic pictures in water color. 

Other survivors include another daugh- 
ter, a brother, sister, eight grandchildren 
and four great grandchildren. 
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George ©- Lunt, 87, Dies; 
Treasurer of Lunt Silversmiths 


George C. Lunt, treasurer of Lunt Sil- 
yersmiths, Greenfield, Mass., succumbed 
to failing health at his home in that city 
on January 295th. He was 87 years old. 

Born in Newburyport, Mass., Mr. Lunt 
went to Greenfield in 1890 to take charge 
of the engraving department for A. F. 
Towle & Son Co. and in 1902 forme 
the present firm of Rogers, Lunt & Bowlen 


Co. 


GEORGE C. 
LUNT 





Long active in the business and civic 
affairs of his community, he was a trus- 
tee of the Greenfield Savings Bank and 
a director and a past vice president of 
the Franklin County Trust Co., past presi- 
dent of both Greenfield Club and Green- 
field Country Club. He was a member 
of the 24-Karat Club of New York and 
the Boston Jewelers Club, and past presi- 
dent of the Sterling Silversmiths Guild 
of America. 

Although he delegated the management 
of the business to his son, Denham C. 
Lunt, president of Lunt Silversmiths, some 
years ago, he never lost his keen interest 
in the business and was at his desk almost 
daily until well over 85 years of age. On 
his 80th birthday he was tendered a 
unique tribute by virtually every one of 
his competitors. Representatives of the 
leading sterling silverware companies of 
the country gathered to honor him with 
a birthday luncheon at the Weldon Hotel. 
in his home town. 

He is survived by his widow, his son. 
two grandsons and two great-grandsons. 





Schick Revises Distribution 
Policy in New York Market 


Chester G. Gifford, executive president 
of Schick, announced recently a change in 
the existing distribution methods in the 
New York market. Effective February Ist. 
all Schick Electric Shaver sales in New 
York will be made directly to the retailer. 

The change, Mr. Gifford said, was made 
after a careful study and analysis of the 
New York market, where Schick had been 
selling through wholesale distributors. 
Schick will now sell to all retailers in this 

















SELLS FAST 
Make 150°. profit selling Mirac- 
ulouf, Sacred Heart and _ other 
medals encased in transparent 
EVERLASTING Plexiglas. 18” 
gold-plated chain with lock. Gift- 
boxed. Your cost $10.80 doz. (Re- 
tails $2.50 ea.) Sample pendant 
$1.00 sent first class. Money hack 
guarantee. FREE CATALOG. Send 
$1.00 for sample to get started. 
STEPHEN PRODUCTS CO. 
1947 Broadway, Dent. K. N. Y. 23 
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area who will stock and promote the sale 
of Schick Electric Shavers, who can meet 
satisfactory credit requirements, and will 
sign Schick’s retailer fair trade agreement. 





N. Y. Trade Leaders Accept 
Posts in Red Cross Fund Drive 


The formation of a Jewelry and Allied 
Trades Committee for New York’s 1952 
Red Cross campaign in March was an- 
nounced recently. The committee will un- 
dertake to raise $65,000 toward a city- 
wide goal of $6,700,000. 

Serving as chairman of the Jewelry 
Committee is G. H. Niemeyer, president 
of Handy & Harman, Inc. The deputy 
chairmen who will assist him are Harry 
J. Bromley, vice president of National 
Jeweler, and Benjamin Lazrus, chairman 
of the board of directors of Benrus Watch 
Co. 

Six jewelry executives will assist in the 
campaign as general co-chairmen for the 
group. They are: Col. Harry D. Henshel, 
assistant secretary, Bulova Watch Co.: 
Victor A. Lambert, president, Lambert 
Bros.; Oscar M. Lazrus, president, Ben- 
rus Watch Co.; William B. Ogush, senior 
vice president, the Gruen Watch Co.; W. 
Waters Schwab, president, J. R. Wood & 
Sons, Inc., and Milton Weill, Arrow Mfg. 
Co. 





List of Officer Candidates 
Submitted by Golden Circle 


A list containing the names of members 
who are candidates for office in the Golden 
Circle Club of New York was submitted 
by that group’s Nominating Committee 
at the February 11th meeting, held at New 
York’s Hotel Abbey. New officers will be 
elected at the March 10th meeting of the 
organization. 

Nominated by the committee as officer 
candidates were: Leo Davidson, presi- 
dent; Sam Lewitt, vice president: Harold 
Pearlman, treasurer: Joseph Hornstein, 
financial secretary; Frank Sheppard, ser- 
geant-at-arms, and C. Popiel, secretary. 

Members nominated to serve on the 
board for one year were Al Walden, Jack 


W. Carling and William Latin. Candi- 
dates for a two-year term are: George 
Kramer, Arthur J. Tuveri and David 
Weinberg. 


Members of the Nominating Committee 
included Jerome L. Grant, chairman: 
Harry J. Bromley. Sol Raskin, Arthur |. 
Tuveri, Sumner Wyman and Lansford F. 
King. 

Highlight of the meeting was an }n- 
teresting address by Kingsley Gould, who 
is associated with the Point of Purchase 
Sales Institute, sales analysts. His talk 
dealt mainly with the relation between 
in-the-store displays and impulse buying. 
Mr. Gould stated that store owners can 
stimulate impulse buying by properly dis- 
playing merchandise where it can be read- 
ily seen by the consumer and where it 
will arouse interest. He illustrated his talk 
with colored slides and recordings of actual 
sales conversations. 
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BOHEMIAN GARNET JEWELRY 


made by the finest 
Artisans in American 
occupied Germany. 
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and popular jewelry 
today — is 
attractive earrings— 
bracelets—rings and 
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able prices. 
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WATCH REPAIRS 


FOR THE TRADE 


Our usual fine quality workmanship at a 


new 
LOW PRICE 
Price list on request 
ANITA WATCH COMPANY 
116 Nassau St. 
MEMBER: Jewelers Board of Trade 


New York 38, N. Y- 











Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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SAUNDERS 


1952 CATALOG 


@ Fine Jewelry Casting 
6 and 
© Finishing Equipment 


40 Pages Fully illustrated De- 
tailed information on all equip- 
ment for most efficient jewelry 
casting. 


Centrifugal casting process 
and equipment needed at each 
stage discussed in detail in 
separate chapter on casting 
techniques. 


This catalog will be a standard 
reference for fine jewelry cast- 
ing. Send for your copy with- 
out cost or obligation. Ask for 
catalog +52. 


ALEXANDER 
SAUNDERS & CO. 


95 Bedford Street 
New York 14, N. Y. 








“An unusual Gift for 
an Important Event’ 
Your Confirmation Gift Problem is solved— 


10k 





14 kt. 

Gold Gold 
$13.50 $17.00 
Keystone. Keystone 


_ -BARMITZVAH _- 


Also: Ladies & Gents Military Rings—Fra- 
ternal Rings—Signet Rings—Ladies & Gents 
Stone Rings—Gold & Platinum Mountings & 
Wedding Rings. 


ESTERSOHN & KUSHNER 
71 Nassau St. New York, N. Y. 














JEAN NAFTULE 


Importer of Synthetic & Semi-Precious 
STONES 


Specializing in Calibre 1's, 134-2 mm 
Round Machine Cut 1 to 10 mm 


35 Maiden Lane, New York 38, N. Y. 
BOwling Green 9-8973 

















EN 
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THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufactures of Gold-Filled Crowns 
Sola though Jobbers & Mfrs. 

50 ELDRIDGE STREET NEW YORK 2, N. Y. 
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Machine Chain Manufacturers 
Elect Reibling President 


The Machine Chain Manufacturers Asso- 
ciation recently elected a new slate of 
officers to represent the association during 
the 1952-53 season. Voting was conducted 
on February lst at the annual meeting of 
the group in Providence, R. I. 

Those elected were: President, August 
Reibling (Reibling-Lewis, Inc.); Vice 
President, Murray Etsten (National Chain 
Co.), and Treasurer, Walter Kunzmann 
(Kunzmann Chain Co.). 

Named to the board of governors were: 
Max Schweinshaut, Jr. (M. S. Co.) ; Adolf 
Schraysshuen (Universal Chain Co.) ; Rus- 
sell L. Rooney (Federal Chain Co.), and 
William O. Sweet (Sweet Mfg. Co.). 


GIA Presents Winter Resident 
Courses in Three Cities 


Resident Courses, which supplement 
work of the Correspondence Courses of the 
Gemological Institute of America, opened 
with Course A in New York and Los An- 
geles on January 7, and will open in 
Chicago March 10. Each will be imme- 
diately followed by the more advanced 
Course B work in all three cities. 

Eight states are represented by the 22 
students who reported in Los Angeles for 
Course A which is under the supervision 
of Lester B. Benson. Benson, who is Di- 








rector of Resident Courses for the Insti. 
tute, is being assisted by GIA staff jp. 
structors James Small, Gene Speitel, ang 
Joe Phillips, as well as by GIA Graduate 
Charles Parsons of San Diego. 

Ten states and Canada are represented 
among the 21 students who are attending 
Class A in New York. These classes are 
under the supervision of G. Robert Crown. 
ingshield, director of GIA’s Eastern Head. 
quarters, assisted by GIA instructor Bert 
Krashes, and are being conducted in the 
Roosevelt Hotel. Krashes will have Charge 
of the Chicago Classes A and B which 
will open respectively March 10 and March 
31, and are to be held at the Chicago 
Museum of Natural History. He will be 
assisted by Charles Parsons. 

The Resident Classes presented by the 
Institute are designed to provide for thoge 
students who desire it, grading and testing 
experience with diamonds and colored 
stones. These laboratory sessions are ag. 
companied by lecture sessions. 





Rider Purchases Scott Jewelry 


John Lindsey, Jr., president of the Scot 
Jewelry & Optical Co., Laurel, Miss., an. 
nounced recently the sale of his business 
to the Rider Jewelry Co., Baton Rouge, 
La. The Rider concern will operate the 
business under the firm name of Scott 
Jewelry Co. 
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AISENSTEIN MAPS EXPANDED SALES AND AD CAMPAIGN 
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Executives and sales representatives of the Louis Aisenstein & Bros. Corp. are shown above 

at their annual convention held recently at the Hotel Russell in New York. Discussion at 

the three-day meeting centered on plans for advertising and merchandising the firm's line 
of watches. 


A new plan for expanding, merchandis- 
ing and advertising their complete line of 
watches was introduced to members of the 
Louis Aisenstein & Bros. Corp. at a three- 
day sales convention held at the Hotel 
Russell in New York. 

Active members of the corporation as 
well as members of its advertising agency 
were welcomed to the convention by Ed- 
ward Ansen, president; Stanley Moser, vice 
president in charge of sales, and Pierre 
Poffett, president of the Mido Watch Co. 
of America. 

The first two days of the convention were 
devoted to a review of past efforts and an 





outline of future programs in connection 
with Heuer, Roamer and Medana watches. 
The third day was devoted to a similar 
analysis and projection of plans for Mido 
Self-Winding Multifort watches. 

At the close of the sales convention, 4m 
nouncement was made that Mido would 
continue an all-out advertising promotion 
devoted exclusively to self-winding water 
resistant watches. The national promotion 
will be backed by an increased effort t 
supply dealers with the necessary trafic 


and sales stimulators for newspapers, Wil 


dow displays, etc. 
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JEWELERS COMPLETE MANAGEMENT COURSE 
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Shown following their graduation from the sixth 'Jewelry-Store Management and Merchan- 
dising"” program, conducted jointly by. New York University School of Retailing and the 


Joseph Bu 


lova School of Watchmaking, are the following 25 students: Front row, left to 


right—Joseph L. Roberts, Jr., Victor S. Tanquary, Jr., Anthony P. Celotto, Archie Lighter, 


Her 


bert Savitt John A. Logan Mrs. Walter Gawel, Harold Marans, J. J. Sones, John Jay 
Pavell, Frank N. Proctor, Ivo E. Sciarra and David G. Loeb. Back row, left to right— 


William E. Stout, John H. Epp, Don J. Christensen, Gabe Hausmann, Leonard L. Kenyon, Jr., 
Horace E. Rutledge, Harry |. Melcer, Sanford C. Bernstein, A. Richard Goodman, John M. 
Lewis, Jr., J. G. Lefkowitz and W. W. Wall, Jr. 


Twenty-seven students of the Joseph 
Bulova School of Watchmaking and the 
New York University School of Retailing 
course in “Jewelry-Store Management and 
Merchandising” were graduated February 
Ist at the Bulova School of Watchmaking 
at Woodside, Long Island. 

This training program of only two weeks’ 
duration was intensely comprehensive in 
design. The subjects of buying, merchan- 
dising, advertising, sales promotion, credit 
managing are but a few of the topics dis- 
cussed and presented in the course. Lec- 
tures were supplemented with trips to 
jewelry and watch manufacturing plants 
in the New York area. 

Both Dr. Charles M. Edwards, Jr., dean 
of the School of Retailing and Dr. Elmer 
0. Schaller, professor, gave their personal 
supervision to the course, although a large 
percentage of the lecturing staff are active 
business men in many diversified fields. 


These business leaders and experts came 
from all sections of the United States spe- 
cifically to lecture at this training pro- 
gram. 

This sixth program like the previous 
programs was designed to serve the spe- 
cialized needs of the retail jewelry industry. 
Future programs will be developed as the 
demand dictates. These may include either 
additional programs, additional emphasis 
on specialized phases of the retail jewelry 
business, longer programs, or any combina- 
tion of the above that will best meet and 
serve the needs of the jewelry trade. 

During this program another essay con- 
test was offered to the attending students, 
for the best essay of approximately 2500 
words on an assigned subject related to 
the Jewelry Business. The winner of the 
contest will receive an award of $500, pro- 
vided by the Joseph Bulova School of 
Watchmaking. 





Many New Features Included 
In AGS "52 Conclave Program 


A number of significant innovations will 
be made in the programming of this year’s 
conclave of the American Gem Society, 
scheduled for March 30, 31 and April 1 
at the Hotel Sheraton, Chicago, III. 

In addition to the gemological review 
series for members, which has always been 
conducted by Dr. Ralph J. Holmes of Co- 
lumbia University, there will be an ad- 
vanced series of lectures held at the same 
time for those members who are prepared 
for them. This year, too, for the first time, 
two full sessions will be devoted to dia- 
mond grading. Always in the past some 
lime was given this important subject, but 
hever so generously before. 


Of special interest will be two lectures 
on the pricing of gemstones, one on the 
factors and problems determining the pric- 
ing of diamonds and one on the pricing 
of colored stones. .Richard T. Liddicoat, 
C.G., assistant director of the Gemological 
Institute of America, will conduct the lec- 
ture on diamonds. Lester Benson, C.G., 
also of the Gemological Institute of 
America, will conduct the one on colored 
stones. A practical adjunct to the lecture 
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on colored stones will be a special show- 
room displaying a complete selection of 
colored stones of various sizes and values 
set up as a pricing guide. 

A lecture being planned on the growth 
of crystals also promises to be very pro- 
vocative. The eminent geologist Dr. Rich- 
ard M. Garrels of Northwestern University 
is scheduled to conduct it. 





ANRJA Appoints Committee 
To Combat Unethical Practices 


The Executive Committee of the Ameri- 
can National Retail Jewelers Association 
has voted to prosecute an all-out fight 
against illegal and unethical merchandising 
practices, it was announced recently by 
Charles M. Isaac, executive vice president. 

President Leo F. Henebry, Roanoke, Va., 
appointed the following committee to carry 
out the program: Oscar Kind, Jr., Phila- 
delphia, Pa.; Robert A. Abbott, Lowell, 
Mass.; William Walsh, Passaic, N. J.; 
Harry R. Gerber, White Plains, N. Y., and 
E. M. Belman, New York, N. Y. 

A complete survey will be made of prac- 
tices which are considered to be unfair 
merchandising, unethical and questionable 
to the retail jewelry trade as a whole. 









PEARL 


RESTRINGING 
For The Trade 


20¢ 


PER STRAND 


Plus 15¢ For The Insured 
Parcel Post Package 
(which may contain 

one or more jobs) 

EVERY JOB IS CLEANED 
A Fine-Quality Job 

At A Low Cost 
Mail Orders 


Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 
































**The Card Specialists” 


a Harris 
e 


EARRING CARDS 

For Manufacturers 
MADE TO YOUR SPECIFICATIONS 
Send for literature and samples 


and Wholesalers 
SAMUEL P. HARRIS, INC. 


55 Pawtucket Ave. East Providence, R. 1. 
EA 1-1526 


@ Fancy and ‘‘Plastic’’ 
coated finishes 


© All styles and designs 
© For all purposes 


@ Any quantity 

















PERSONAL 


It’s more than a personal matter when you 
need ‘‘Hard-to-Get’’ Watch Parts in a hurry 
— it’s customer satisfaction, too! POLTOCK 
has EVERYTHING! Write Dep’t. J for 
FREE Ligne Gauge, Catalog, and Stationery. 
JOHN A. POLTOCK & CO., 15 MAIDEN 
LANE, NEW YORK 38, N. Y. 
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“de a yt * 
“€ated Ex clus? 
Style #1869 


Alice customers needn't worry 
about poor deliveries during these 
times of scarce materials .. . be- 
cause Alice has the means and 
the will to see that each and 
every regular customer is taken 
care of to his complete satisfaction. 


Thru the Wholesaler $100 


JEWELRY CO. 
















Ask your wholesaler for 
Fisher's new sport 
charm catalog, — 
charms, medals, and 
sporting jewelry. 


J.M. FISHER CO., Attleboro, Mass. 














FINE STERLING 


sae?» “SR 
\ } ) Zz HOLLOWWARE 
. 7 ond 

, g Y AUTHENTIC ANTIQUE 


REPRODUCTIONS 


72 « STREET 
BOSTOM, MASS. 














Seld only direst te Retailers 
WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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4 Members and guests of the New England 
Guild of the American Gem Society met 
on February 13 at the Museum of Science, 
Science Park, Boston, where “A Report 
from the Gem Trade Laboratory” was pre- 
sented by G. Robert Crowningshield, C.G., 
director of GIA’S Eastern headquarters. 
His talk covered discussion of unusual 
materials seen in the lab, and a report of 
experiments in testing stones. He also 
covered the more precious of the colored 
stones and means of identifying them. 

q Directors of the Massachusetts and 
Rhode Island Retail Jewelers Association 
have held several meetings at the Hotel 
Bellevue in Boston preparatory to the 
annual meeting and banquet which is 
scheduled to take place in the Parker 
House on April 16. 

¢ Hard-rolling bowlers on the teams of 
the Boston Jewelers Bowling League will 
bring their series to a close on April 15. 
At this stage Patrick Marino of the 
Washington Building and Marty Walsh of 
A. Stowell & Co., are fighting it out for the 
“champ” sweater, which will be formally 
prgesented to the winner at the annual 
banquet on April 26, at which time other 
team and individual prizes will be dis- 
tributed. Place of the banquet will be an- 
nounced here next month. 

q The news is out—the souvenir has been 
selected for presentation at the Diamond 
Peacock Club’s annual] dinner-dance at the 
Hotel Somerset on April 19, Patriot’s Day. 
But, like a true “patriot,” the Peacock is 
keeping the nature of that gift a closely 
guarded secret. 

¢ Harold Farber, head of the Travis, Far- 
ber Co., 909 Jewelers Building, returned 
from a Florida sojourn sporting a fine coat 
of tan and, of all things, a “crew haircut” 
—at least, that’s what old friends term it 
as they recall Harold’s appearance back in 
his Harvard days. 

q The Parker Pen Co. announces addition 
of two New England representatives who 
will assist in servicing this area—Robert 
W. Walker, formerly of Long Island, N. Y.., 
and now residing in Melrose, Mass., and 
J. R. Dayhoff, of Averill Park, N. Y., who 
will reside in Wellesley, Mass. 

q John K. S. Mills, 901 Jewelers Building, 
has been on the sick list for several weeks. 
q Leap Year, or not, two of the office staff 
of I. Alberts’ Sons, 8th floor, Jewelers 
Building, have become engaged—Miss Shir- 
ley Masterman, and Miss Marilyn Liber- 
man. 

q Joseph V. DiVita, diamond setter asso- 
ciated with S. Bloomfield Co., Inc., 601 
Jewelers Building, is recuperating from an 
accident in which he was struck by a bus. 
He was forced to be away from his bench 
for more than six weeks. 

q Saul Goldberg, who has operated the 
Bracelet Hospital, Chelsea, Mass., is now 


associated with Ben Rosenberg, 503 Jewel- 


NEW ENGLAND 


ers Building, with his work devoted ex. 
clusively to the repairing of bracelets. 

q Miss Katherine A. Murphy, of the 
Katherine A. Murphy Co., 509-11 Jewelers 
Building, took what she found to be ap 
“extended” Florida vacation, occasioned by 
the fact that recent plane accidents cut air 
travel to an extent which clogged train 
schedules and made it impossible for her 
to return when she had planned, due to 
no return reservations. 

q Edwin Guiness of the firm of Louis F. 
Guiness, Inc., 711 Jewelers Bldg., is back 
from a Florida fishing trip, proud of » 
snapshot showing him with a 60-pound 
tarpon he landed at the Gulf Fishing Dock, 
Miami Beach. The fish is being stuffed for 
future display in the Guiness home. Her. 
bert Guiness, now in the Army Air Force, 
has been transferred from Bangor, Maine, 
to Langley Field, Va. 

q Mr. and Mrs. Michael Mahar of Mahar 
& Engstrom Co., 405-9 Jewelers Bldg, 
vacationed in Sarasota, Fla., in February, 
during which time extensive alterations and 
expansion of the firm into the recently 
vacated Room 409 was underway. This new 
room, when completed, will serve the firm 
as a crystal and bracelet department. 

q Patrick J. Egan, father of Catherine and 
Anna Egan, operators of the Edmund Y. 
Kirby Co., 304 Jewelers Building, received 
a 50-year service medal from the Boston & 
Maine Railroad on February 21, during 
ceremonies at the Hotel Manger. Mr. Egan 
is a charter member of the Railroad Work- 
ers Brotherhood. 

q Vincent O’Neill, formerly with the Filene 
department store’s watch repair depart- 
ment, and more recently with Ratzkof 
Brothers, Washington Bldg., has purchased 
the store of Frank G. Whitkens, 312 VW. 
Broadway, South Boston, and will operate 
that establishment. 

q¢ Two New Englanders—Mathew J. Brown 
of Scott Jewelry Co., Lowell, Mass., and 
Craig D. Munson, of International Silver 
Co., Meriden, Conn., have been nominated 
to posts on the retail and suppliers‘ divi- 
sions, respectively, of the Board of Direc- 
tors of the Jewelry Industry Council. 

q Allen Davidson, treasurer of Thomas 
Long Co., and Arthur M. Horne, of Shreve, 
Crump & Low Co., were named recently as 
members of the governing council of the 
Boston Retail Trade Board. 

¢ Melvin J. Culter, formerly with Marson 
Brothers, Boston, has been assigned to 
cover the Metropolitan Boston area as 4 

















For all the silver you need 
All you need is 


9A. Siler Ce 


NEW HAVEN ll, CONN. 


1847 Rogers Bros.—Anchor Rogers Sterling- 
Wm. Rogers & Sons 





rn 





THE JEWELERS’ CIRCULAR-KEYSTONE 





il marl 





Pe ee Oe Em 





salesman for A. Frisch & Co., Inc., 306-7 
Jewelers Building. Miss Harriet Shuman 
has joined the office staff of the same firm. 
4 Mrs. .Rose Marshall, head bookkeeper of 
the Travis, Farber Co., 909 Jewelers Build- 
ing, was a recent sponsor of a contempo- 
rary American art exhibit at the Dorchester 
Women’s Republican Club in a campaign 
to raise funds for the coming election. The 
exhibit was termed a success, with several 
leading artists represented, among them 
Fine, Heffron, and McCauliffe. 

4 Mr. and Mrs. E. J. “Jockey” Johnston 
of Caribou, Maine, spent the month of 
February touring Florida. 

4 Mr. and Mrs. Harold Ginsburg, of Boston 
Jewelry & Loan Co., Fall River, Mass., 
made an extended vacation and business 
trip to Hollywood, Calif., where Mr. Gins- 
burg conferred with the directors of a 
moving picture studio in which he has an 
interest. 

4 Three Boston jewelry firm representa- 
tives were elected recently to the Credit 
Bureau of Greater Boston, Inc.: Harold B. 
Bliss, of Shreve, Crump & Low Co., being 
named as treasurer; Stanley C. Hilton, of 
A. Stowell & Co., as a director; and Jo- 
seph H. Fahey, of Smith-Patterson Co., as 
a member of the Operating Council of the 
Bureau. 

q Mr. and Mrs. George Allman, of Quincy 
Jewelry & Loan Co., Quincy, Mass., left on 
February 14 on the initial cruise of the new 
French liner, Liberte, by way of celebrat- 
ing their 20th wedding anniversary, plan- 
ning to return the 10th of March. During 
their absence the store was operated by 
their sons Bruce and Jerry. 

q Henry Desjardins, jeweler of Beverly 
and Salem, Mass., a director, also, of the 
Beverly Trust Co., made a trip this last 
month to Calgary, Alberta, Canada, where 
he has an interest in a gold mine oper- 
ated by the Alberta Mining Co., Ltd., and 
where recent reports told of uranium being 
found in the area. 

q Charles Ross of Travis, Farber Co., 909 
Jewelers Building, is recuperating from a 
recent operation at Beth Israel Hospital. 

q Philip Barber of S. Barber & Sons, 712 
Washington Building, had the misfortune 
to have a short circuit in his car on the 
night of February 1, causing a fire which 
totally destroyed the machine. 

4 Return from the armed services of 
Thomas Manning, husband of Mrs. Loretta 
(Fitzgerald) Manning, bookkeeper at the 
firm of Patrick J. Gill & Sons, 709 Wash- 
ington, has resulted in Mrs. Manning leav- 
ing the firm where she has been employed 
so long. Miss Mary Golding will carry on 
the work. 

q Frederic C. Kunz, Jr., son of Fred Kunz, 
708 Washington Building, who graduated 
in the Navy recently as a metalsmith, has 
been transferred to the SeaBees and is 
stationed at Little Creek, Va. 

q Alfred F. DeScenza, of the firm of the 
same name, 609 Washington Bldg., is re- 
cuperating from five weeks’ stay at the 
Baker Memorial Hospital, where he under- 
went a serious operation. Fred DeScenza, 


of the same firm, became engaged on 
February 9. 


4 John McNamara, treasurer of the E. H. 
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Saxton Co., Washington Bldg., made a re- 
cent visit to his son who is serving in the 
U. S. Marine Corps, and who is stationed 
in North Carolina. 

q Eugene Sanger, head of Sanger & Co., 
Washington Building, celebrated his 87th 
birthday with a party and about 30 guests 
at the Hotel Touraine, Boston, on January 
31. <A picture taken on that occasion 
showed Mr. Sanger with two members of 
the staff who have been with him for more 
than 30 years, ever since the firm was 
established—Henry F. Weiler and Thomas 
Wilson. 

¢ Extensive remodeling and changing of 
partitions has taken place in the quarters 
of Swartchild & Co., 502-5 Washington 
Building. 

q William Salemi, of Joseph Gann, Inc., 
406 Washington Building, spent the month 
of February in Florida. 


q Herbert and Gerald Schuster, sons of 
Murray Schuster, 412 Washington Building, 
both plan to be married this year, Gerald 
on June 1, with a honeymoon trip to 
Europe, and Herbert in September. 

q Mr. and Mrs. Herbert W. Stranger, Jr., 
306 Washington Bldg., are back from a 
winter vacation on Cape Cod. 


q Extensive alterations are taking place at 
Harry Parritz & Brother, 315-316 Washing- 
ton Building, and when completed the 
place will be entirely new, with blond 
wood interior, new bronze lighting fixtures, 
new ceiling, floor, and show cases. 

q A. Earl Wilson, jeweler of Springfield, 
Vt., is recuperating from a major operation. 














FORMER 
ASS T SALES MGR. 
AVAILABLE 


Man with unquestionable 
record with manufacturer 
distributing through jewelry 
wholesalers will shortly be 
available. 


Prefers opportunity with 
medium sized company 
where he could handle sales 
and possibly also advertis- 


ing. 
Box "A., 21" Care 
JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St., New York 17, N. Y. 


























ANECRAFT 


| 5 th anniversary catalog 


HOT OFF THE PRESS! Danecraft’s new catalog for 1952 is so hot with 
wonderful sterling creations — imaginative moneymakers — that it’s fairly 


making the press sizzle! 


And Danecraft, specialists in sterling silver jewelry, has beautiful new ads 
in the promotion hopper too; ready to pre-sell your customers. 

The ink on the ’52 catalog will be wet for a few days . . . but if you get 
your request in NOW, we’ll send you one as soon as it’s dry. 


Preferred by the stores women prefer. 


FELCH & CO., INC., Craftsmen in sterling, Providence 7, R. |}. 
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ILLUSTRATED 
OF NT NG OIC 


Made by 


ALLCRAFT NOVELTY CO., INC. 
6-18 Maiden Lane, Dept. A, New York 38, N. Y. 











WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 


Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 


CENTRAL WATCH MATERIALS 
& SUPPLY CO.,, Inc. 








» Wholesole Jewelers 


134 So. 8th St. Phila. 7, Pa. 








LEARN JEWELRY REPAIR 


®STONE SETTING & MANUFACTURING ATe 
e HOME! Same Course given Residence stu-.¢ 
¢ dents. Contains 26 illus. Lessons and val- 
uable data. Cost per lesson under 75¢.° 
® Offer limited. Write NOW! e 
®A. W. THACKER ACADEMY FOR JEWELERS® 
e 117 Fourth Ave., Pittsburgh 22, Pa. * 
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LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Fashioned School—Est. 1894. Approved 
for P.L. 16 Veterans & 346 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept."'K"' Iil'd Catalog 
BAldwin 9-1376 














Arthur T. Johnson, Principal 











WATCH REPAIRS 
For the Trade 


Precision Workmanship at low price. 
Electronic Timing. Over 30 years experience 
Price List on Request 


0. E. BOSS 


4925 Walnut St. Philadelphia 39, Pa. 
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HNICAL SCHOOL 


COURSES FOR SUCCESS FOR 
WATCH MAKERS - ENGRAVERS 


D JEWELERS 


GRADUATES PASS CERTIFIED MASTER 
WATCHMAKER,. H1A AND ALL STATE 
LICENSING EXAMS. 
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q The Edward J. Coyle jewelry store at 
137 S. 20th St. is still reaping the rewards 
of a luscious section of publicity in the 
Philadelphia Inquirer over a month ago. 
The full column under two photos of 
models wearing Coyle’s jewels was headed 
“Philadelphia Expert Personalizes Jewel 
Styling.” It told about custom-made jewelry 
in glowing terms and expressly recom- 
mended this store “when a birthday, anni- 
versary or similar occasion calls for some- 
thing very special .. .” 

q George H. Lohr of 6340 Germantown 
Ave., who like many other retailers would 
love to see some action against “whole- 
salers” who sell at retail, has his own con- 
fidence-building way of handling customers 
who ask him to appraise “bargain” mer- 
chandise. A young serviceman recently went 
to Lohr with a “perfect” $500 diamond he 
had picked up for $250. He asked Lohr to 
appraise it and reassure himself and his 
fiancee, who had accompanied him, that it 
was “perfect.” Lohr examined the stone 
and then handed it to the customer for his 
inspection. The boy noticed “dust” on it 
that wouldn’t brush off; finally convinced 
himself the large black spot in the diamond 
was an imperfection, without a word from 
Lohr. Needless to say he returned the ring 
and, after much pressure, obtained a re- 
fund. Then he bought a flawless diamond 
solitaire from the Lohr store. 

q Greeting cards have been added to the 
wide variety of merchandise handled at 
Beitcher’s Jewelry at 2109 S. 7th St. 

q Jerome Wiener, formerly of M. Sickles & 
Sons, has joined the staff of Hays Jewelers 
at 7316 Frankford Ave., as of February 
18th, Robert Lieberman, who owns Hays, 
has announced. This store has recently 
been completely remodeled with new 
floors, ceiling, lighting, new paint and a 
new outdoor sign. Extensive additions have 
been made to the facilities and the stock 
of the leather goods section with emphasis 
on items other than luggage. 





PROMINENT BANQUETER 





Senator Robert A. Taft, shown here with 
Benjamin S. Katz, president of the Gruen 
Watch Co., was Mr. Katz's quest at the 
recent 24 Karat Club banquet at New 
York's Waldorf-Astoria Hotel. By the look 
on Mr. Taft's face it is evident he enjoyed 
meeting the crowd of 1400 people, many of 
whom waited in line to get his autograph. 





* PHILADELPHIA 


¢ Mrs. Ellen Batteaux has joined the staf 
of the George M. Bovard store at 6158 
Ridge Ave., as clerk-bookkeeper. 

q Despite four months of illness, Wa} 
Sheets, owner of Walt’s Jewelry Store 
8049 Frankford Ave., was, at this writing. 
taking inventory and ordering new fixtures 
as an important phase in the gradual re. 
decoration of his store. He is now working 
part-time in his shop. 

q Mark Sohmer of 5937 Lansdowne Ave. 
“like most other jewelers” he claims, ‘s 
preparing to direct the spring rush to his 
store with a series of ads in local news. 
papers. 

q Mayer & Daily, jewelers in the Crozer 
Building, are formulating plans for “re. 
freshing” their store this spring. 

q Andrews Jewelers will follow the same 
plans used to promote sales for Valentine’s 
Day in building sales for Mother’s Day and 
other holidays throughout the remainder 
of the current year. They began during 
Valentine’s Day business to “talk up” 
Mother’s Day and other holidays. Two 
cases of costume jewelry and gifts were 
and will be displayed prominently at all 
times. And local papers will carry adver. 
tising for every holiday. “We’re not sleep. 
ing during the so-called ‘dull’ seasons,” 
says one spokesman for the store. 

q The special February meeting of the Re- 
tail Jewelers Association of Philadelphia 
and Eastern Pennsylvania was the first at- 
tended by the customarily faithful Al Gur. 
wood for several months. Al’s mother and 
wife have both been ill for quite a length 
of time and he, himself, has been on the 
sick list since the first of the year. 

q The February meeting of the Retail 
Jewelers Association of Philadelphia and 
Eastern Pennsylvania was “one of the most 
important ever conducted,” according to 
the official announcement. Members and 
non-members connected with retail jewelry 
stores were urged to attend. The subject 
under discussion was “Watch Merchandis- 
ing.” Local sales representatives and na- 
tional sales managers of each nationally 
advertised watch manufacturer were in- 
vited to attend and participate in the dis- 
cussion. 

q The new Elgin clock on which com- 
muters pin their eyes as they race up 
Winona Ave. to the train is only an inkling 
of the changes made at Flinchbaugh’s in 
Norwood, Pa. The store is beautifully ap- 
pointed with new limed oak showcases. 

q Ringold’s Credit Jewelers store at 4316 
Germantown Ave. is undergoing a series 
of improvements which started with a new 
coat of neutral gray paint, continued with 
an enlargement of the watch repair de- 
partment and will go on with new and, 
as vet, unannounced improvements. 

4 Among the several new ads in the latest 
classified telephone directory, the one by 
the Thomas C. Duff & Son store seems t0 
be attracting considerable favorable atten- 
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tion. Done with striking simplicity, the 
copy headed by “Diamonds, Watches, 
Jewelry,” is sending customers to Suite 
100 at 1001 Chestnut St. 

4 “Tap’s Tips” in a recent issue of Field 
& Stream printed a tip which some jewel- 
ers have discussed, but none capitalized 
on, as far as we've noticed. This writer 
advises sportsmen to “buy a second-hand 
hunting watch case at your local jewelers,” 
and use it to carry line and fly dressings 
because the cans in which they are pur- 
chased are difficult to open with cold, wet 
hands. The watch case, of course, flys open 
with the pressing of a button. 

q In order to supplement its repair ser- 
vices, Roberts’ Hollywood Jewelers on 
South 16th St. has opened a new jewelry 
repair department. The firm has, for some 
time, successfully operated a watch repair 
department. This jewelry store achieves a 
clever tie-in with the name “Hollywood” 
by lining the walls with photographs 
showing Hollywood stars wearing items 
similar to those in its stock. Susan Peters 
wore Roberts’ jewelry on programs on 
Television Station WPTZ which supplied 
another tie-in. Mr. Roberts is still seeking 
a new location, preferably larger, so that 
he may add electrical appliances to his 
stock. 

q The Sansom Street Business Men’s Asso- 
ciation held a well attended meeting at 





Old Bookbinders Original Restaurant on 
Thursday, February 21st. 

q Treasure Cove jewelry store at 1521 
Chestnut St. has been renamed “Vogue” 
Jewelry Shop. This does not involve any 
change in ownership or management ac- 
cording to one spokesman for the store. 
The emphasis is still on costume jewelry 
with merchandise selling at less than one 
dollar featured in window displays. 





Named Assis- 
tant Sales 
Manager 
at Gemex 


ERNEST WEGMANN 





The appointment of Ernest Wegmann as 
assistant sales manager was announced re- 
cently by the Gemex Co., Union, N. J. He 
has been associated with the company for 
16 years. 

Mr. Wegmann is working under the di- 
rection of William A. Swartman, sales 
manager for Gemex. 











WYLER SALESMEN HEAR '52 PROMOTION PLANS 
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The sales staff of the Wyler Watch Agency heard details of the firm's '52 promotion and 

merchandising campaigns at their recent three-day convention in New York. Seated, left 

to right: Jack T. McCready, Alfred Wyler, Robert G. McCready (Wyler "Salesman of the 

Year"), Paul Wyler, Thomas H. McCready, Ernest Rosenthal and Harold Rapp. Standing, 

left to right: John Feidelberg, Robert Cort, Robert Willens, Lou Ruskin, Frank J. Teagarden, 
Walter H. McCready, Harry Braunsdorf and Edward C. Krozka. 


Sales representatives of the Wyler Watch supplements and trade publications, he 





Agency were told details of the heaviest 
promotion and merchandising campaigns in 
the firm’s history at their annual meeting 
held recently at the Gramercy Park Hotel 
in New York. 

The salesmen received word of the new 
watch styles and features that will be 
added to the Wyler Incaflex watch line in 
1952 in talks by Paul and Alfred Wyler. 

Irwin Zlowe, head of the Zlowe Co., ad- 
Vertising agency for Wyler, outlined the 
Promotion and merchandising plans for 
Wyler watches. Expanded campaigns will 
Tun in national media, Sunday magazine 
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said. Heavier use of point-of-sale displays 
and other selling aids for Wyler dealers 
will also be stressed. 

The sales convention included a discus- 
sion of customer relations by Harold Rapp, 
manager of the Wyler Service Department. 

Named “Salesman of the Year” at the 
meeting was Robert G. McCready, who will 
receive a round trip to Switzerland, all 
expenses paid. With his father, Thomas H. 
McCready, and two brothers, Walter H. 
and Jack T. McCready, Bob represents 
Wyler Incaflex watches in the Pacific Coast 
and Mountain States area. 








From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality .. . 
the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 

for your inspection. 


Beautifuiiy executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


BYARD F. BROGAN 


PLATINUM, PALLADIUM AND GOLD JEWELRY 
DIAMONDS, CULTURED PEARLS AND GEM STONES 
805 Sansom St. Philadelphia 7 


WRITE FOR NEWSPAPER MATS OF THIS AD 
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More Than Just 
A Diamond Ring! 








trent e 
) 
LETECESS 
BONDED 
DIAMOND RINGS 


Quality Merchandise 
PLUS ! 


TV-RADIO SPOTS 
MOVIE TRAILERS 
DIRECT MAIL 
WINDOW DISPLAYS 
NEWSPAPER MATS 


COUNTER CARDS 
*™M Reg. 


Write for full details 








BALTIMORE |, MD. 














QUICK! 
SILVER! 


Plated or Sterling—Flatware or Hol- 
lowware .. . you can get what 
you want and get it fast from 
Kohner's tremendous Silver Depart- 
ment! COMMUNITY—TUDOR—1847 
—WM. ROGERS—ROGERS— WEB— 
WEBSTER—POOLE. Order today! 








max KOHNER 


Wholesale Jewelers 
BALTIMORE |, 


MARYLAND 








#1  eanntain case—Black, 
LEATHER CLOCK CASES Dark Brown, Dark Blue, Red, 


To Green . Keystone $7.00 
#22) Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green. Keystone $11.00 
#35J—Genuine Ecrase Leather 
with gold tooled border. Brown, 
Tan, Rose, Green and Light 
I. 4: sciinentael Keystone $13.00 
Sion — 25” for Swiss and 

m. Immediate Delivery. 
RRIsTO” IMPORT CO., INC. 
630 Fifth Ave., New York 2 











ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY e 
5 HOPKINS PLACE, BALTIMORE, MD. 
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q Announcement was made recently by 
E. A. Kiger, president of the C. A. Kiger 
Co., Inc., wholesale jewelers of Kansas 
City, Mo., that H. E. “Bert” Harris has 
left the firm after 52 years of faithful and 
consecutive service to accept a new posi- 
tion. Mr. Harris has stepped into a posi- 
tion as manager of the Hamilton Watch 
Department of the B. M. Hammond Co., 
Inc., wholesale jewelers of San Antonio, 
Texas. He had, in recent years, directed 
his entire effort to selling and merchandis- 
ing Hamilton watches for the Kiger Co. 

4 Nathan Lipner has been named manager 
of the Mission Jewelry Co., 1601 Elm St., 
Dallas, Texas. A native of San Antonio 
and a Dallas resident for six years, Mr. 
Lipner is a World War II Air Corps 
veteran and a lieutenant colonel in the 
Air Force Reserve. 

q Dr. James L. Guard, prominent optome- 
trist and jeweler of Blytheville, Ark.. has 
been named that city’s “outstanding man” 
for 1951. His selection was announced 
at the annual Junior Chamber of Com- 
merce banquet January 18th. 

q J. E. Green, of Beaumont, was installed 
as president of the Sabine Area (Texas) 
Watchmakers Guild at a dance held 
January 9th in Beaumont. Other officers 
installed were: Preston Davis. Orange, vice 
president; Richard Rousch. Beaumont. 
secretary, and T. A. Bell. Port Arthur, 
treasurer. New directors are John Totino 
and Ed. C. Turnbull, both of Port Arthur: 
Brice Fowler and R. L. Nathan, both of 
Orange, and Hamilton Young and L. B. 
Normand, who are from Beaumont. 

q Officers of the New Mexico Retail 
Jewelers Association met January 13th in 
Carlsbad to discuss plans for the year and 
consider the introduction of a uniform 
watch guarantee plan. Attending the meet- 
ing were Adair Gossett, Carlsbad. presi- 
dent: Andy Sutter. Clovis. immediate past 
president: Russ Schmitz. Silver Citv, Hugh 
Huff, Roswell. and Eric Smith, Portales. 


vice presidents: Sam Rankin. Hobbs. 
secretary-treasurer: Eddie Gabriel. Albu- 
aquerque, regional secretary, and Pete 


Horton, Hobbs, and Joran Chandler. Ar- 


tesia. directors. 


Baltimore-Washington News 

q Mr. and Mrs. Dick Shah of Shah & 
Shah, 921 F St., N.W., Washington. D. C.. 
left recently for an extended vacation in 
Florida. 

q Jewelers and friends in the Greater 
Washington area are extending best wishes 
for a speedy recovery to Leo L. Lorditch, 
jeweler at 803 G St., N.W. 

q Convention committees of the Maryland- 
Delaware-District of Columbia Jewelers 
Association are formulating plans for their 
annual confab which will be held this year 
in May at Baltimore. 

q J. Engel & Co., wholesale jewelers of 
Baltimore, won in December the Golden 


cently on a two-months’ 














> THE SOUTH 


Pretzel Award given by the Hamilton 
Watch Co. for outstanding advertising, 

€ Central District police of Baltimore re. 
covered a number of watches in the home 
of one of three youths who were held fo, 
investigation in connection with a series 
of jewelry window smashings and _ fob. 
beries. The watches in question were 4]. 
legedly taken from the Diamond Jim 
Brady jewelry store at 106 N. Eutaw St. 
q Jay G. Engel of J. Engel & Co., left re. 
trip that would 
take him through the South American 
countries. Accompanied by his wife, his 
plans called for a motor trip as far as 
New Orleans and thence via boat to com. 
plete his tour. 

q Jack Fetting of the A. H. Fetting Mfg. 
Jewelry Co., Baltimore, president of the 
Jewelers Association of that city, an. 
nounced recently plans for the coming 
annual dinner-dance to be tendered by the 
association on March 12th. The affair is to 
be held in the Charles Room of the Shera. 
ton Belvedere Hotel. Fine music, a full 
course dinner and drawing for valuable 
door prizes are planned and a large turn- 
out is expected. Installation of new asso- 


ciation officers will take place at this 
gathering. 
q Mr. and Mrs. Al Snyder of Snyder's 


Jewel Box, Staunton, Va., celebrated a 
wedding anniversary in January. 

¢ Womack’s Jewelers of Covington, Va., 
now has a new branch store in Buchanan, 
Va. 

¢ Claster’s, Inc., jewelers formerly located 
at 206 Market St., Harrisburg, Pa., moved 
recently to a new location at 333 Market 
St., that city. 

q Roy L. Mundey, Jeweler, is the new 
trade name for the firm of Bentz and 


Mundey, retail jewelers at 29 N. Potomac 
St., Hagerstown, Md. The firm has been 
operating under the new name _ since 


January lst. 


Greater Washington (D.C.) RJA 
Elects Mel Foer President 


Mel Foer of Melart Jewelers, Inc., was 
elected president of the Greater Washing: 
ton Retail Jewelers Association at a recent 
meeting of the group. He succeeds Sol 
Lynn of Lynn Jewelers. 

Other officers elected were: William R. 
McCall, McCall Jewelers, vice president; 
Eli Weiner, Woodridge Jewelers, secretary, 
and Harry Brott, Kahn-Oppenheimer, Inc., 
treasurer. 

Named as board members for a two-year 
period were: Jack Rosenberg, Oneida 
Jewelers, Inc.; Samuel Fischer, Fischer- 
Tulkin Jewelry Co., and Samuel Root, 
Root Jewelers, Arlington, Va. Sol Lynn, 
retiring president, automatically became § 
member of the board of directors for 4 
period of one year. 

It was also announced at the meeting 
that the association would be host to Miss 
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Gladys Babson Hannaford, well-known Myron Everts, company executive, the turn- 


lecturer and authority on diamonds, dur- out exceeded all expectations. On the first 
ing the week of February 25th. day of the sale, the sidewalk in front of Will PAY 
the store was blocked for 30 minutes be- I 


———_ 


fore the doors opened at 9:30 A.M. By 


. . H irector eleven A.M., Everts considered closing the 
Corrigan s Display Virec : 
; ° doors in order to ease the flow of traffic 
Wins Three National Awards ‘odin dimagiane . ASH 
Alexander A. Gatto, display director of | — " ss 


the Corrigan Jewelry Co., Inc., Houston, 
Texas, recently won three awards in as 
many weeks. 

His most recent was the third grand 
prize among all entrants in a contest in 
conjunction with the launching of a new 
sterling flatware pattern, Florentine Lace, 
bv Reed & Barton. He was given a 32-piece 
oct of Florentine Lace, handsomely gift 


to any established Jeweler, 
dollar for dollar, for stock 
and fixtures, or will con- 
duct auction sale for you 
boxed. 


A week previous he received a bronze 
medal from Display World, a trade maga- 


and finance any necessary 





funds needed for a success- 





zine, for outstanding work done in the field : 
of jewelry display during 1951 Arthur A. Everts (center), president of ful sale. 
tan ¥ ee Arthur A. Everts Co., Dallas jewelry con- | 
[he third award was second prize for a cern founded by him more than 50 years | 
window display featuring Heirloom Ster- ago, looks over architect's drawing of new | Our long record in con- 
ling. He was given a place setting of Stan- store front with his son, Myron Everts (left), 
ton Hall sterling silver. and Tim Welch, firm official. ducting auction sales is 
ll three contests were of nati , 
me eee ional and ee eer ee . well-known in the trade. 
international scope. The removal sale was a prelude to the 


firm’s move in February to a new and 
larger location at 1813-15 Main Street. The 

new quarters are one block up and across LOUIS COLMES 
the street from the concern’s old location. eo 


The new location, Mr. Everts stated, will LYNBROOK, N. Y. 


give the firm more adequate selling space. 
Tel: Lynbrook 3-8044 








The Everts store was formerly located at 


1612-16 Main Street. 




















Proudly displaying the prize he won in Reed 
& Barton's nationwide window display con- 
test for the best presentation of its new 
sterling flatware pattern, Florentine Lace, 
is Alexander A. Gatto, display director of 
the Corrigan Jewelry Co., Inc., Houston, 
Texas. In a three-week period, Mr. Gatto 
won three awards in contests of national 
and international scope. 


In addition to the chest of Florentine 
Lace silver, Reed & Barton will present 
Corrigan’s with a beautiful Pandora wed- 
ding gown, to be given to some lucky Hous- 
ton bride. It will be used as a prize in a 
contest the store is planning to sponsor. 

Mr. Gatto has been display director of 
Corrigan’s for the past three years. He was 
also, at one time, display director of two 
leading department stores, one in Lexing- 
ton, Ky., and the other in Lynchburg, Va. Tort weet) WE Wel be oe 


. | ALL JUNGHANS PRODUCTS $= 


Everts Holds Removal Sale | 
ViSIT OUR SHOWROOMS 


Before Moving: 
etore Moving:to New Quarters HENRY COEHLER CO.. INc. 


A removal sale held during Jannary by 
the Arthur A. Everts Co., Dallas jewelers, 220 Sth AVENUE. NEW YORK 1, N. Y. 
drew a bigger response than any previous | | 
Promotion which the firm has conducted in 


its more t . i i 
ore than 50-year history. According to SEND FOR NEW CATALOG AND PRICE LIST 





1524 Merchandise Mart, Chicago, Ill. 
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Do you know why 


MICROTIME 


WATCH and CLOCK OILS 
Give the Best Lubrication? 


IF NOT... 
Ask Your Jobber Today! 
= @ 
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EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 
Chicago 2 illinois 











—GOLD 


a? —SILVER 
Uv “aN —RHODIUM 


ev SILVERWARE 


Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES—TOILET IMPLEMENTS 


and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3. Illinois 


This is Our Only Location 














WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 











CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 














Our work costs no more “of 
than ordinary work 


BECKER-HECKMAN commen 
29 East Madison Street, Chicago 3, Illinois 








VZ SILVER TARNISH 
> vu PRO-TEX-SIL 


Free Test Sample to Jewelers 

is yours today! See how one applica- 
tion of Pro-Tex-Sil protects for weeks. 
WELMAID MANUFACTURING CORP. ,Dept. 23 
1737 WN. Comphell Ave., Chicago 47, Il. 
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q. J. Arthur Rogers & Son, well known 
Chicago wholesaler of Blu-Crest Diamond 
Rings, planned to move soon to new and 
enlarged quarters on the fourteenth floor 
of the Heyworth Building. 

q A. M. Rhode, president of the Rhode- 
Spencer Co., 223 W. Madison St., was re- 
elected to the board of directors of the 
National Jewish hospital in Denver, Colo. 
q Milton Axelrod, vice-president of Pakula 
& Co., 5 N. Wabash Ave., was recently on 
a flying trip through Mexico and Texas. 
Harry Pakula, president of the firm, was 
returning on February 15 with his wife 
and daughter to Florida for a vacation. 
He had been there previously on a business 
trip. 

q The Chicago Jewelers Association was, 
at this writing, scheduled to hold a lunch- 
eon meeting on February 21 at the Palmer 
House. John Boyle, State’s Attorney, was 
to be guest speaker. 

4 Commemorating their 75th year in busi- 
ness, Stein & Ellbogen Co., 55 E. Washing- 
ton St., introduced a new “Select” dia- 
mond ring line. Rudy Samuels, in a recent 
announcement, reported the appointment of 
Jack Sims, Jr., to cover Texas for Stein & 
Ellbogen. 

qG. H. Matson, Matson’s, Inec., 55 E. 
Washington St., planned to leave February 
11 for a month’s vacation in Florida. 

q Members of the Golden Roosters were, 
at this writing, looking forward to their 
Ladies’ Night formal party which was 
scheduled for February 23 in the Gold 
Room of the Congress Hotel. Vincent New- 
man, in charge of the arrangements, re- 
ported that approximately 400 were ex- 
pected: 100 Roosters and their wives and 
100 guests and their wives. 


q Louis Lang, 59 E. Madison St., was | 


scheduled to leave February 8 for South 
America to join his wife. Mrs. Lang jour- 
neyed to that continent some time in Jan- 
uary. Combining both business’ and 
pleasure. Mr. Lang will visit all the large 
cities in Venezuela and Brazil and _ will 
enjoy a reunion with his family. Mr. and 
Mrs. Lang expected to return to this coun- 
try around March 1. 





Fischel Bros. Announce Change 
In Firm Name and New Opening 


The opening of a new store and a change 
in the firm name of another jewelry firm 
were announced recently by members of the 
Fischel family, well-known Indiana jewel- 
ers. 

The new store was opened at 212 West 
Walnut St., Kokomo, by Kurt B. Fischel, 
formerly a partner of Fischel Bros., in New 
Castle. The new concern will be operated 
under the trade name of “Fischel’s Jewel- 
ers, Kokomo, Indiana.” 

His brother, Albert, in the meantime, 
announced that the New Castle store, at 
1320 Broad St., will be conducted under 
the name of “Fischel’s Jewelers, New 





CHICAGO 


Castle, Indiana.” It was formerly known as 
Fischel Bros., Jewelers. 

Kurt B., Albert and Ludwig Fische] 
(onnsainions at Pogue’s in Cincinnati) 
are the sons of Mr. and Mrs. Carl Fischel 
of New Castle. The elder Mr. Fischel, g 
watchmaker for 65 years, will celebrate his 
80th birthday on March 4th. Mr. Fischel, 
who for many years operated a store in 
Mannheim, Germany, is now a licensed 
watchmaker in the State of Indiana, a 
“fifty-year member” of the Horological 
Institute of America, and is stil] doing 
full-day’s work at the bench in his son’s 
store in New Castle. 





Jack Prins Named President 
Of Chicago Jewelers Club 


The Jewelers Club of Chicago, on Feb. 
ruary 19, held its annual election of officers, 
A nominating committee consisting of 
Einar Bagge, Waltham Watch Co., retired: 
Henry Brookstra, Alvin Lauschke, Vin. 
cent Newman and Saul Cogan selected the 
1952 slate. 

The new officers are: President, Jack 
Prins (Son & Prins Co., Inc.) ; Vice Presi- 
dent, John Montgomery (M. A. Mead & 
Co., Inc.); Treasurer, Raymond Zelke 
(National Jeweler), and Secretary (re- 
tained), Melvin L. Goldman (lawyer at 30 
N. Michigan Ave.). 





Wallace Gives Seventh 
Wage Increase Since V-J Day 


A four per cent general wage increase 
for all salary, hourly-paid and piece work 
employees, effective February 18th, was 
announced recently by Wallace Silver- 
smiths, Wallingford, Conn. This increase 
is allowable under Wage _ Stabilization 
regulations and represents the increase in 
the cost of living index since January, 


1951. 


The increase for hourly-paid and _ piece 
work factory employees was negotiated by 
the Amalgamated Silverworkers Union, 
Local No. 45, International Jewelry Work- 
ers Union A. F. of L., and the company. 

This is the seventh general increase 
granted since V-J Day, the last one having 
been given in January, 1951. 





Twenty Jewelry Finalists Named 
In "Brand Name’ Competition 


Twenty stores have been named finalists 
and will compete for the fourth annual 
“Brand Name Retailer of the Year” awards 
in the jewelry field, it was announced Feb- 
ruary 7th by Henry E. Abt, president of the 
Brand Names Foundation, Inc. 

The Foundation will present a plaque to 
the “Jewelry Store Brand Name Retailer of 
the Year” and “Certificates of Distinction” 
to four other outstanding jewelers. There 
will be similar awards in 19 other retail 
categories. The awards will be made at a 
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dinner on Brand Names Day—1952, April 
16, in the Grand Ballroom of the Waldorf- 
{storia Hotel in New York City. | 

In announcing the names of the finalists 
in the jewelry field, Mr. Abt, said, “This 
vear’s more than 6000 entries from stores 
sa all categories of retailing tripled the 
jumber which were submitted for the 
highly successful 1950 awards. It is certain 
that the tremendous interest in the ‘Brand 
Name Retailer of the Year’ awards indi- 
cates ever increasing emphasis on manu- 
facturers’ brands throughout every field of 
retailing.” 

The 20 finalists in the jewelry field rep- 
resent 20 cities in 14 states. The jewelry 
store finalists are: Ferris Bower Jewelry 
Store, Decatur, Ind.; Brawley Jewelry Co., 
Raleigh, N. C.; Evans Jewelers, Fort 
Wayne, Ind.; Hamilton Jewelers, Trenton, 





N. J.; Helzberg’s Diamond Shops, Ince., 
Kansas City, Mo.; Hillman’s Jewelry Store, 
Canton, Ohio; Klevers Jewelry Store, 
Bowling Green, Ohio; Rene La Haie Jewel- 
ers, Alpena, Mich.; Lavoie’s Jewelers & 


Opticians, Fall River, Mass.; Martinek 
Jewelry Store, Traverse City, Mich.; 
Moyers Jewelers, Inc., Vallejo, Calif.; 


Nelson Page, Inc., Charlotte, N. C.; Pins- 
ker’s Jewelry Store, Middletown, Conn.; 
M. E. Reed Jewelry, Pitcairn, Pa.; Rickys 
Jewelers, Klamath Falls, Ore.; Rose 
Jewelry Co., Detroit, Mich.; Rupert Jewel- 
ers, Santa Ana, Calif.; Savitt, Inc., Hart- 
ford, Conn.; Schindler’s, Sioux City, Iowa, 
and Snyder’s Jewel Box, Staunton, Va. 

Two of the finalists—Rickys, Klamath 
Falls, Ore., and Schindler’s, Sioux City, 
lowa—received awards in last year’s com- 
petition. 














OFFICERS OF TRAINING SERVICE MEET NEW INSTRUCTORS 


A “get acquainted” meeting was held 
recently between officers of the Jewelry 
Training Service and instructors from the 
recently closed Chicago Institute of Watch- 
making. All of the instructional facilities 
of the Chicago Institute of Watchmaking 


were recently made a part of the Jewelry 
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of the board. Charles Goldstein is the 
executive director of the Service. 

New directors elected for the ensuing 
year on January 9th are as follows: Webb 
C. Ball, The Ball Co.; Jack Berg, Mason 
& Berg; John Biggins, Elgin National 
Watch Co.; Charles G. Brown, Stein & 
Fllbogen Co.; Charles D. Ellbogen, Wen- 


a 
RA 


“~ 


The Jewelry Training Service recently introduced the new instructors whom it had taken 
over from the closed Chicago Institute of Watchmaking to the Service's officers. Officers 
of the JTS, shown seated, left to right, are: Phil Martin, treasurer; Mead Montgomery, 
president; Hyman Wein, first president of the Jewelry Training Service; Ira Marks, secretary, 
and Charles Goldstein, executive director. Instructors in the middle row, left to right, are: 
Henry Kirchhoff, Peter Burgio, Henry Ness, Olaf Olson, Fred Gross, Martin Pizzolato, Fred 
Light and Hugo Ziehm. Instructors standing in the rear, left to right, are: James McKee, 


Albin Schmelzle, John Cadwallader, Carl Vogelbacher, 


Richard Radewagon, Rudolph 


Krischke and Robert Scott. 


Training Service which is located at 226 
S. Wabash Ave. in Chicago. 

A non-profit organization, the Jewelry 
Training Service is operated by the jewelry 
industry in Chicago and officially spon- 
sored by the Chicago Jewelry Manufac- 
turing Association, the Chicago Jewelers 


Association, and the Jewelers Associa- 
tion of Greater Chicago. Officers are: 
Mead Montgomery (M. A. Mead & 


Co.), president; Milton Axelrad (Pakula 
& Co., Inc.), vice president; Ira Marks 
(Lebolt & Co., Inc.). secretary; Phil Martin 
(Martin Jewelers), treasurer,. and Frank 
Milhening (J. Milhening, Inc.), chairman 
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dell & Co., Inc.; George Engelhard, 
National Jeweler: H. Paul Juergens, 
Juergens & Andersen Co.; Norman Kernis, 
Norman Jewelers, Inc.; Vincent J. New- 
man, Jewelers’ Board of Trade; A. E. 
Newmark, Newmark’s; Harry Pakula, 
Pakula & Co., Inc.: Jack Prins, Son & 
Prins Co., Inc.; Joe Rubenstein, Sr., 
Rubenstein Bros. Jewelry Co., Inc.; James 
Swartchild, Swartchild & Co., Inc.; Hyman 
Wein, Clinton Watch Co.. Inc.; A. D. K. 
Mason, Marshall Field & Co, Inc., and 
William E. Comiskey, THe JEeweters’ 
CIRCULAR-KEYSTONE. Mr. Mason and Mr. 
Comiskey are the only new members of 
the board this year. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 














WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 
Students may enroll at any time of the year 











MANUFACTURING OF 14K 


EAR WIRES 


in YELLOW AND WHITE GOLD 
Available in 6 different styles 
ALSO 
ANTIQUE 
EARRING 
REPRODUCTIONS 
and 
RELIGIOUS 
ITEMS 


Send for free catalogue 


M. MOROCH—— 


17 ELDRIDGE STREET ° N. Y. 2, N. Y. 
WaAlker 5-4638 























Make Use of Your Movements 


60 different sets of watch case dies. For all 
movements. Complete cases. Also, backs and 
bezels, for any cases made from your own 
metals, if desired. Jewelry dies made to order. 


TOOL AND DIEMAKER 


Wm. Wishinsky 655 Sixth Ave., NewYork, N.Y. 


Phone: WAtkins 9-3170 

















DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 
31.N. STATE ST. CHICAGO 2, ILL. 
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DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnati, Ohio 
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K Me SPECIALIZE... 


in special order wool. Sad us your 
specifications. W. 4 submit a design 
without obligation. 
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‘(SCHUMER BROTHERS CO. 


Wha n m clurin g Neu a oe 


5 EAST THIRD STREET + CINCINNATI, OHIO 








with oNbas| and Loyalty, 


Exclusive ieoal Franchise 
WRITE TODAY for Complete Defalls 
A.G.SCHWAB *ixc"" 


9 Lest Sixth Street 


22 
CINCINNATI 2, OHIO 


FAITAFULLY SERVING THE RETAIL JEWELER SINCE 1378 








The Wallenstein-Mayer (Co. 


31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Kaown 


Makes of 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


We Give You SERVICE PLUS 


Write for our new 
1962 Catalogue 
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q Recent business trips were made _ by 
James G. Flatau and Harold B. Cohen of 
the Kaufman-Kassel Co., manufacturers, 
434 Elm St.; John Schira, Jr., of Schira 
Brothers, manufacturers, 530 Walnut St.: 
Robert Hainline, Robert Brimmer, Al 
Wehry and Ray G. Eibel of Klein Brothers 
Co., wholesalers, 626 Vine St.; Herman 
Rauch of C. and H. Rauch, wholesalers, 
5930 Walnut St., and J. Paul Knight, of 
the firm of J. P. Knight, 104 West Fourth 
St. 

q Adolph Menjou, star of “Gruen TV 
Playhouse,” and Coleen Gray, movie star, 
were guests at an open-house program of 
the Gruen Watch Co. on January 31 in its 
Norwood plant. Families of employees 
viewed exhibits of parts and precision in- 
struments used in the manufacture of 
Gruen watches, and service pins were pre- 
sented to a number of the employees. 

q Clarence Loeb of Litwin & Sons, Inc., 
114 West Sixth St., returned recently from 
a five-week vacation at Hollywood, Fla. 
Mr. Loeb was accompanied South by his 
wife. 

¢ Also enjoying winter vacations have been 
Norbert Faigle, manufacturer, 528 Walnut 
St., and wife; Carlton Gerhardt of 
Mecklenborg & Gerhardt, manufacturers, 
811 Race St., and wife; Ralph E. Goebel, 
wholesaler, Provident Bank Building, and 
wife; Albert Sauer of A. Sauer & Co., 
329 East Eighth St., and Percy D. Lucas, 
Rosfelder Brothers & Co., manufacturers, 
413 Race St., all in Florida; John Schira, 
manufacturer, 530 Walnut St., and wife in 
Mexico, and E. B. Jacobs of D. Jacobs 
Sons Co., wholesalers, 811 Race St., and 
wife, at White Sulphur Springs, W. Va. 

¢ Mark P. Herschede of the Frank Her- 
schede Co., retailers at 8 West Fourth St., 
was in New York City recently on busi- 
ness. Mr. and Mrs. Lawrence Herschede, 
of the same firm, were vacationing in 
California, and Edward Gott, clock repair- 
man for the firm for more than 30 years, 
has been ill at his home for several weeks. 
¢ The retail store of Bihl Brothers in sub- 
urban Newport, Ky., was robbed of an 
estimated $4,000 worth of merchandise, in- 
cluding more than 200 rings, on February 
1. Jerome Bih] said no attempt was made 
to open a safe containing considerably 
more valuable jewelry, and $25 in cash 
on top of a desk was overlooked. 

q Many in the industry here regretted to 
learn of the deaths of Herman Lodde, a 
retailer in Lafayette, Ind., and of Robert 
Zuckerman, proprietor of the Jewel Box 
in the Onesta Hotel Building, Canton, 
Ohio, on January 14. Both were popular 
with salesmen visiting their stores. 

4 A number of local wholesalers attended 
the wedding of Mary Jane Effler and 
Joseph F. Balter on January 26 in St. 
Clement Church. The bride is a daughter 
of Philip Effler, retailer at 4727 Vine St. 
in suburban St. Bernard. Also of interest 
in the trade here was the announcement 
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of the engagement of Jean Schmidlapp of 
the Betty Kay Jewelry & Gift Shop, re. 
e . ’ 
tailers at 2727 Erie Ave., to William North 
of Urbana, O. 
q Ray Kirkendall of the G. W. Seifrieg 
Co., precious metals smelters and refiners 
at 5 East Third St., who has suffered fo; 
two years with a heart ailment, was syff. 
ciently recovered to attend the annua] 
party of the Town Criers, his first public 
appearance since becoming ill. A member 
for 26 years, he was warmly greeted by 
his many friends. 
q Sandy Armstrong, a long-time salesman 
for Litwin & Sons, Inc., in Southern ter. 
ritory, is now in charge of production and 
customers’ orders in the plant. He has been 
succeeded on the road by William Holt. 
man. 
q Local wholesalers and manufacturers 
are wishing good luck to C. L. Wikel, who 
opened a new retail jewelry store in the 
Talbot Building, 131 North Ludlow St, 
Dayton, Ohio, on February 1. For many 
years, he had been associated with the 
Veigel Jewelry Co. in that city. 
q Albert and Hubert Esberger of Esberger 
Brothers, retailers at 1133 Vine St., en- 
tertained a number of wholesalers at the 
annual dinner dance and _ installation of 
officers of the Vine Street Merchants As- 
sociation on February 28 in the Hotel 
Alms. 
q¢ Mrs. I. B. Goodman, wife of the head 
of the I. B. Goodman Manufacturing Co., 
205 West Fourth St., who underwent an 
emergency operation in New York City 
while on a recent trip with her husband, 
is now convalescing satisfactorily in her 
home here. 
4 Local jewelers attending the 24-Karat 
Club banquet in New York City included 
George E. Brown and Maurice Gerwe of 
the Gerwe Brown Co., wholesalers, 817 
Main St., and Edward L. Spitznagel, man- 
ager of George H. Newstedt and Co., re- 


_tailers at Fourth and Race Streets. 


4 Jack Laumann, son of Albert J. Lau- 
mann, retailer at 2454 Gilbert Ave., is now 
attending the Technical and Education 
School at Verdun, France. He is serving 
with the Armored Division of the Fifth 
Army in Europe. 

q Akim Litwin of Litwin & Sons, Inc, 
has recovered from a heart attack which 
he suffered while on vacation at Miam 
Beach. His son, Jacob, has been with him 
in the Florida city. 

q Victor Youkilis of the Victor Corp. 
wholesalers in the Enquirer Building, and 
his wife, enjoyed a combined business and 
pleasure trip to Chicago and Louisville, 
Ky., early in February. 

4 Edward Schulze, son of Henry Schulze, 
manager of the retail store of Motch the 
Jeweler in suburban Covington, Ky., is 
now in the armed forces and stationed at 
Camp Cook, Calif. 

4G. J. Weber has replaced William Shook 
as a salesman for Lord’s Jewelry Co., te 
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tailers at 9 East Sixth St. Mr. Shook has oficers for this year were elected: Presi- 
moved to California. dent, J. Paul Knight; Vice President, Sam 










q Robert Litwin, son of Jacob Litwin and Silverman; Secretary, Arthur Hirschfield, 

on the office staff of Litwin & Sons, Inc., and Treasurer, Cherrington L. Fisher. 

‘, now undergoing training for an officer’s Named to the advisory board were George 

commission in the U. S. Army. Gruen of the Gruen Watch Co.:; Robert 

4 Frank Peprez, Ohio salesman for the Seifert of the Albert & Seifert Co., and 

Gruen Watch Co., who was ill for several Charles Stern. 

weeks, has returned to his territory. aes 

q Cpl. Herbert Lee Krombholz, stationed ' ; IRD TRI 

at Fort Benning, Ga., recently spent a fur- Zerhusen Succeeds Fitzpatrick o 2 te te 1a O 

lough with his parents, Mr. and Mrs. Her- As President of Town Criers i | ices — 

bert Krombholz, retailer in suburban Sil- u . = ~ WE REFINE FILINGS * SWEEPINGS | 

verton, Ohio. Mr. Krombholz is recovering Members of the Town Criers, Cincin- - OLD GOLD+SILVER AND PLATINUM . 

from minor surgery. —" Ss unique a -asereape ae of manufactur- ‘ - e — 

q Floyd R. Ross, retailer in the Southern ers and wholesalers’ salesmen, and a WE SELL FINE GOLD * | it N - 
ous guests got together on January 17 in cae nea 


ALLOYED GOLD + CHLORI 


Ohio Bank Building for 18 years, has 
moved to 716-18 Keith Building, 525 Wal- 
nut St. 
q Herbert Schwartz, manager of the Wil- 
liam A. Effler retail store at 5908 Hamilton 
Ave., attended the Chicago Gift Show. 
4 Mrs. Josephine Rohs, 81, member of a 
family long associated with the jewelry 
business in Cincinnati, died January 5 in 
Our Lady of Mercy Hospital. She was the 
widow of Henry B. Rohs, who for many 
vears had been associated with her late 
father, Ben Schneider, in a retail store at 
1415 Vine St. Two of her sons, Herman 
and Edward, are jewelry manufacturers 
at 534 Vine St. Other survivors include 
another son, three daughters, two sisters, 
two brothers, 18 grandchildren and eight 
great grandchildren. 
q Robert L. Williams has purchased the 
interest of James Graff in N. B. C. Mfg. . 
New fF resident of 


& Jewelers, in suburban Covington, Ky. Town Criers 
of Cincinnati 






the Hotel Alms for the annual dinner meet- 
ing and election of officers. More than 60 | << 
persons were present, and it was one of | | SILVER * SOLDERS OF Al 
the most enjoyable parties held by the 7 | lc 
group in many years. 

Jack Zerhusen of Litwin & Sons, Ince., 
was unanimously elected president, suc- 
ceeding Charles Emmett Fitzpatrick of the 
Gerwe Brown Co. Mr. Zerhusen was the 
first of 46 Litwin employees to enlist in 
World War II, and is a popular member 
of the younger group of Cincinnati jewelry We Also Distribute Ali Nationally 
salesmen. Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS Co. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 


FINE SILVER * ANODES * STERLING 











Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 
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Elect New Officers, Directors 

More than 60 members and guests of 
the Cincinnati Wholesale and Manufactur- Other new officers are: First Vice Presi- 
ing Jewelers Association attended the an- dent, Charles Jauch, A. G. Schwab & Sons, 
nual dinner meeting on January 15 in the Inc. ; Second Vice President, Don Knight, Cultured Pearls ce» eat 
Hotel Alms, where the following directors J. P. Knight; Third Vice President, Gilbert A. 14K White Gold Cultured Pear! Shortener $4 50 
were elected: Sam Silverman, S. Silverman Fey, Wallenstein-Mayer Co.; Secretary, J. B. 14K Large Baroque Cult. Pearl Bracelet $30.00 
Co.; Arthur Hirschfield, D. Jacobs Sons Charles Hummel, the Gerwe Brown Co., | ©- 14K Claw Mtgs. 7MM Cult. Pearl Earr. $17.00 
Co.; Cherrington L. Fisher, Harry Green- and Treasurer, Robert Hengehold, Ros- ee ee. a 
wold Co.; Eugene Swigart, E. and J. felder Brothers & Co. The latter two have S. SMIGROD 
Swigart Co.; Maurice Gerwe. Gerwe Brown 4 held their respective offices for many years. 37 WEST 47 STREET, N. Y. 19, N. Y. 

Co.; James N. Heldman, A. G. Schwab & An impressive feature of the brief busi- 
Sons, Inc.; J. Paul Knight, J. P. Knight: ness session was a silent toast to four de- 
Max Litwin, Litwin & Sons. Inc.: Tra Katz. parted members, Adolph Ottensoser, Mayo 
Gruen Watch Co.; Jule Kassel, Kaufman- L. Loeb, Charles Payne and Edward Wub- 
Kassel Co., and William J. Schwartz. Cin- bolding. 
cinnati Gold & Silver Refining Co. Guests present included retailers Stanley 

The nominating committee included Her- Hall of Hall and Frank, Lebanon, Ind.; 
bert C. Schwab of A. G. Schwab & Sons, Ralph Templin, Chillicothe, O.; Henry 
Inc.; Boris Litwin, Litwin & Sons. Ince.., Rothweiler of the Richard G. Tafel & 
and Ralph J. Simon, Dorst Jewelry Co. Son Co., Joseph Merkley and William Scribable Celluloid, Plastic 

The principal speaker was Ollie James, Kendrick, all of Louisville, Ky.: Kenneth — a be ~ 
columnist for the Cincinnati Enquirer, who Brown, St. Matthews, Ky.; C. L. Wikel, paarcieagllimernagy-egyagdhictondangen, 
gave a humorous talk, and others who Dayton, O.; Hy Sohmer of the Emil Leich- ROYAL TAG & LABEL CO. 
spoke briefly included Albert C. Wallen- ter Watch Co., New York City; Robert ot Werren St. Newerk 2. WN. J. 
stein, president of the National Wholesale Hainline of Houston, Texas. a new sales- Market 3-3618 
Jewelers Association: Joseph Bare, execu- man for Klein Brothers Co.; Robert Gott- 
~ secretary of the Greater Cincinnati lieb, diamond dealer of Chicago, and EXPERT 

etail Jewelers Association, and_ several Edward Willenborg of this city. . 
others. Charles Stern of the Wallenstein- Music during and following the elabo- ehregarr ge a 
Mayer Co.. the association president, pre- rate smorgasbord dinner was provided by sien I 0c peste ays hy pcre 
sided, and dinner entertainment was pro- Vickie Morgan, torch singer, and Fred clasps, clicks, etc., replaced at reasonable 
vided by Fred Lindemann, accordionist. Walter, accordionist. The evening was con- prices, All jobs acnesipeinenen —_ 

At a dinner meeting of the board of cluded with cards and numerous group 31 N Pte snanig IMlinots 
directors the following week, the following discussions on business and politics. a ' , 
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q Charles W. Lindemann, Jr., partner in 
the San Francisco jewelry firm of Linde- 
mann Jewelry Co., 233 Post St., was re- 
cently awarded the San Francisco Cham- 
ber of Commerce’s Annual Key Man 
Award. 

q Reinhold Bujannoff, jeweler, located for 
several years at 51 Lick Place, San Fran- 
cisco, moved recently into a new location 
at 312 Sutter St., that city. 

q Lovett’s Jewelers, 1217 K St., Sacra- 
mento, Calif., has been purchased from 
Stan Lovett by Marion Dayley. Mr. Dayley 
has been active in Northern California 
jewelry circles for some 30 years and has 
operated the repair department of Lovett’s 
for the past four years. 

q The 1952 Handbook and Directory of the 
California Retail Jewelers Association will 
feature a promotion calendar, to aid mem- 
ber jewelers in scheduling promotional sell- 
ing events and special coming events. 

q Berman’s Jewelers is the new trade name 
for Gordon’s Jewelers, 31 Pier Ave., Man- 
hattan Beach, Calif., since its purchase by 
Harry A. Berman. 

q Pierre’s, formerly located at 133 Mont- 
gomery St., San Francisco, has moved to 
new quarters at 233 Post St. Owner of the 
firm is Peter Gluckmann, a specialist in 
watch and clock repairing. 

q A new watch and jewelry repair shop in 











GEM TESTING LABORATORY 
Has ty X-Ray equipment In the West for 
pearl identification. Testing of all stones. 
Appraisals for the trade. Same day return of 
shipments. 


KENNETH F. MacKENZIE, F.G.A. 
Gemologist 


707 So. Hill St., Los Angeles 14, California 
Appraisals and Gem Testing Exclusively 

















CULTURED PEARLS 


PRICE LIST ON REQUEST 


TOYO PEARL CO. 


PERMANENT FIRM BUYER IN JAPAN 
542 S. BROADWAY, LOS ANGELES 13, CAL. 

















Send today for your FREE copy of New 
issue of "GEMOGRAM." A booklet which 
will aid you in selling and merchandising 


fine colored stones. 
FINE RUBIES — EMERALDS — SAPPHIRES 


GEORGE C. HOUSTON 


220 W. 5th St. Los Angeles 13, Callf. 
MUtual 1872 

















CULTURED PEARLS 


lilustrated brochure on request for complete 
line of pearl jewelry. 


EMPRESS PEARL SYNDICATE 
PR reall Fa bere 
315 W. 5th St. Los Angeles 13 
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South San Francisco is Brentwood Watch 
Shop, recently opened by James Harris at 
1 Brentwood Drive. 

q Sam Haffner and Charlotte Russell are 
the new managers of Sam Haffner, Inc., 
successor to the I. Behrstock Co., 315 W. 
5th St., Los Angeles. The Behrstock firm 
was established in 1914 and both Mr. Haff- 
ner and Miss Russell have been affiliated 
with the company for more than 25 years. 
q New president of the Southeast Retail 
Jewelers Association is Gerald F. Shupe of 
Compton, Calif. Other new officers serving 
with Shupe are Dick Stephens, first vice 
president; Fred Mays, second vice presi- 
dent; Floyd Hawley, recording secretary; 
Lydia Walters, treasurer, and Norman 
Luth, corresponding secretary. 

¢ Kay Jewelers, national credit jewelry 
chain, have opened their fifth store in the 
Los Angeles area at 6373 Van Nuys Blvd., 
Van Nuys, Calif. The store features nation- 
ally advertised branded merchandise. Burt 
S. Korman is manager of the Van Nuys 
branch. 

q Mr. and Mrs. Jack Hilton have opened 
a new jewelry store at 1303 E. Compton 
Blvd., Compton, Calif. 





Ehrmann's Talk on Diamonds 
Highlights AGS Guild Meeting 


The phenomenal growth of the diamond 
market was cited by Martin L. Ehrmann, 
C.G., head of the Los Angeles diamond 
firm that bears his name, in an address 
delivered before the more than 50 guests 
assembled for the January meeting of the 
Southern California Guild of the American 
Gem Society. 

Ehrmann pointed out that the big dia- 
mond fields in Africa were only opened 
some 70 years ago whereas the California 
Gold Rush was more than a century ago. 


MARTIN L. 
EHRMANN 


Martin L. 
Ehrmann Co., 
Los Angeles 





He said that false prophets for years have 
been saying the market will reach a sat- 
uration point and the price will fall but 
Ehrmann then quoted figures to show a 
constantly growing demand for both gem 
and industrial diamonds. 

“Today,” Ehrmann stated, “every Tom, 
Dick and Harry who gets engaged has to 
buy a diamond and that wasn’t true 50 
years ago. Production has increased stead- 
ily since the opening of the fields but 
demand has always led supply. . .. Im- 


porters today are lucky to get 25 per cent 
to 30 per cent of their orders—that’s hoy 
tight the supply is.” 

In recent months, Ehrmann has worked 
closely with Scientists in charge of the 
cyclotron at the University of California jy 
Berkeley and is one of the pioneers in the 
making of green diamonds. One of hig 
stones, a six-carat green gem, was recently 
sold to the King of Egypt to be useq in 
the King’s engagement ring. Experiments 
have been limited due to the presgure 
of defense work and medical demands op 
the Berkeley cyclotron. It costs approxi- 
mately $350 per hour to operate the unit 
which bombards the diamonds with more 
than 100,000,000 volts. 

In discussing the experimental work 
Ehrmann declared that it is now possible 
to control the color and obtain colors other 
than green. “Secondary chemicals in the 
diamond,” he said, “determine what the 
final color will be. The green diamonds 
we are now making are no longer just 
colored on the surface but the color has 
penetrated the whole stone. I don’t believe 
there is a natural green diamond, however, 
but think they have all been doctored by 
one technique or another.” 

Chairman of the meeting was Kenneth 
MacKenzie. Presiding officer was Neele §. 
Barner who announced that meetings will 
be held on the third Tuesday of each 
month at the downtown, Los Angeles Ath- 


letic Club. 





Boutross Stars on TV Shows 


Jim Boutross, public relations expert for 
the Empress Pearl Syndicate, is getting to 
be a Los Angeles television regular. In the 
space of two weeks, Jim was featured for 
a full 15 minutes on the Paul Pierce show 
over KNBH and did a variation of the 
same material on the Al Jarvis show over 
KLAC. 

Rare pearls, unusual jewelry pieces using 
pearls, and an explanation of the different 
types of pearls were discussed. At the end 
of the Jarvis show, listeners were invited 
to send in for the Empress Pearl Syndicate 
brochure and, according to the firm, hun- 
dreds of requests have been received so far. 





Business Forecasts for ‘52 
Analyzed at 24-K. Club Meeting 


The economic outlook for the jewelry 
industry in 1952 was the main topic of 
discussion at the January 8th meeting of 
the Jewelers 24-Karat Club of Southern 
California, held at the Los Angeles Elks 
Club. 

Club president, Emanuel Lippett, had 
wired leaders throughout the jewelry in- 
dustry for their personal forecasts for 1952. 
Without exception each answer received 
contained an optimistic forecast for the 
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EMERALDS — SAPPHIRES — RUBIES 


I. WIDESS & SONS 


220 W. 5th ST., LOS ANGELES 13, CALIF. 
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ZIPPO OUTLINES NEW SALES 


PROGRAM AT MEETING 


ec oe 








Details of a new sales program were outlined to the Zippo windproof lighter selling team 

shown above at their annual sales conference held recently at Bradford, Pa. Objective of 

the new program is to find and cultivate quality merchandisers who want to increase their 
activity in merchandising Zippo products. 


The introduction of a new flint dis- 
penser and “Operation Who’s Who” high- 
lighted the Zippo Manufacturing Com- 
pany’s second national sales convention 
held January 6-9 at the Pennhills Country 
Club, Bradford, Pa. 

The entire sales strategy of Zippo in 
1952 revolves around “Operation Who’s 
Who.” It is a program to find and culti- 
vate quality merchandisers who want to in- 
crease their activity in merchandising 
Zippo products. 

This sales program was developed on the 
premise that in almost every business a 
small percentage of companies do a large 
percentage of the total volume. In the 
jewelry field, for example, 90 per cent of 
the business is done by 56 per cent of the 





jewelers and 50 per cent is done by 10 per 
cent. 

The objective of Zippo’s program is to 
know and cultivate the top 10 per cent of 
their dealers . . . the dealers who are gen- 
uinely interested in developing their own 
Zippo business. 

Second highlight of the meeting was the 
introduction of the new flint dispenser, 
Zip-a-Flint. This is the new plastic model 
which delivers the flint without fumbling. 

A banquet on the evening of January 
9 climaxed the conference. George C. 
Blaisdell, president, delivered the principal 
address. He complimented everyone on a 
job well done in 1951 and said he was 
looking forward to an even better year in 


1952. 














year ahead. Leaders in the diamond, watch 
and silver fields were contacted as well as 
jewelry wholesalers. 

Following the reading of the wires in 
each of these categories, a panel of 24- 
Karat Club members representing different 
phases of the industry gave their views on 
the local picture in that field. President 
Lippett served as moderator for the panel 
which was composed of Irving Kaufman 
(Allison-Kaufman Co., Inc.), Frank Stirl- 
ing (E. W. Reynolds Co.), Walter Dorrer 
(Higbee & Dorrer), and Jules Lindenbaum 
(King Jewelry Co., Inc.). 

Discussion from the floor followed in 
each category. The panel from the 24- 
Karat Club did not share the extreme 
optimism as indicated by the wires from 
industry leaders but followed a somewhat 
conservative line. However, they could see 
a reasonably good year for those jewelers 
who put forth intelligent promotion efforts. 
They also agreed that they felt the dia- 
mond market would remain stable. 


Crescent Jewelers Lease Space 
In Oakland for Fourth Store 


Victor H. Graber, president of Crescent 
Jewelers, Oakland, Calif.. announced re- 
cently the signing of a lease on a fourth 
location for his rapidly expanding organi- 
zation. 

The newest and largest addition to the 
Crescent chain of ctedit jewelry stores will 
be located at 1111 Washington St., in the 
heart of Oakland’s busiest shopping dis- 
trict. In this four-story building, three 


floors will be devoted to departmentalized 
selling. 
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Although Crescent Jewelers opened its 
first store 18 years ago, “Vic” Graber 
assumed presidency only six years ago 
and, since he took office, the firm has seen 
a marked expansion. From one store, at 
llth and Broadway in Oakland, grew a 
second, opened in March, 1949, in Hay- 
ward, Calif. A third, in Walnut Creek, 
Calif., opened its doors in October, 1951. 


Mr. Graber’s executive staff is headed by 
Jack Peters, general manager, who has 
extensive background and experience in a 
number of leading jewelry stores. 





Named Gen- 
eral Mdse. 
Mor. of 
Seth Thomas 


R. C. CARMAN 





R. C. Carman has been promoted to the 
position of general merchandise manager 
of Seth Thomas according to a recent an- 
nouncement by H. E. Blackburn, sales 
manager. 

Mr. Carman has been associated with 
Seth Thomas as merchandise manager of 
watches for the past year. He is now re- 
sponsible for the merchandising of both 
Seth Thomas watches and clocks. 


CNew 14th DEGREE 


Masonic Rings 
created by Gran 








"THESE NEW MASONIC RINGS are die 
struck with all emblems enameled 
in proper colors and vermicelli en- 
graved background. Made in 10K 
and 14K gold, in all finger sizes. 
Bezel for diamond available in 
breast of eagles. 

Both rings come in regulation 
width and have Latin motto em- 
bossed inside. White gold double 
eagles are applied on ray _back- 
ground. Side emblems are Masonic 
Square, Compass and 14th Degree 
on one side and Rose Croix and 
Kodash on other. No. 1794 has 
Shrine emblem in addition on one 
side. Other combinations of emb- 
lems can be cut to your order. 

These rings have the well known 
GRAN workmanship and design and 
are exceptionally low in price. Your 
inquiry will receive prompt attention. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 25, Ind. 
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s.j. surnamer co. 





370 7th Ave., N.Y. 1, N.Y. 





Diamonds 
direct from Antwerp 
double 


the jewelers 


margin of profit 
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This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 


With the help of the “Silent Teacher” 
you can now learn the fine techniques 
of Engraving at Home—in your spare 
time. 


The “Silent Teacher” enables you to 
see your own errors .. . correct your 
own work ... progress faster. 


The “Silent Teacher” is under the di- 


rection of GUSTAVE VAN ERP, Master 
Engraver, and originator of the method. 


Write for full information 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missourl 

















yy Importers of 

ENGLISH CHINA 
and 

EARTHENWARE 


Stock and Import 


ILLE & CO., INC. 
New York 10, N. Y. 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















TEDMAN IMPORTING CO. 


225 Fifth Ave. Suite 829 
New York 10, New York 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 

















MADDOCh & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
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HELBROS PROMOTION PLANS OUTLINED AT CONFAB 





The sales force of the Helbros Watch Co. is shown above at the close of its 1952 sales 

meeting which was held in January at New York's Hotel Lexington. The firm's two top 

salesmen for 1951 are shown standing in the rear. They are Ben Leffert: (fourth from left), 
and Fred Klein (fourth from right). 


Executives of the Helbros Watch Co. 
and representatives from all parts of the 
nation attended their annual sales confer- 
ence at the Hotel Lexington, New York, 
on January 7 to 10. The 1952 line was 
shown to the salesmen and advertising and 
promotion plans for the ensuing year were 
discussed. 

Ben Leffert and Fred Klein were desig- 
nated top Helbros salesmen for the year 
1951. William Helbein, president, pre- 
sented each of them with a suitably in- 
scribed Helbros calendar watch. 

Helbros is planning an intensive promo- 
tional campaign centering around aid to 
the Damon Runyon Memorial Fund for 
Cancer Research. Irwin Roseman, adver- 
tising manager, explained to the salesmen 
that Helbros has created 12 watches to be 





known as “Helbros Watches for the Damon 
Runyon Memorial Fund.” Partial proceeds 
from the sale of these watches will be 
donated to the Fund. 

The new Helbros promotion will be mer- 
chandised both on a national and local 
level with special television films, radio 
transcriptions, all types of window and 
counter displays, special lapel buttons and 
seals, program of trade and _ consumer 
advertising and other material. 

In addition to the Damon Runyon Me. 
morial Fund campaign, Helbros is also 
expanding its schedule of television spots 
throughout the country as well as prime 
radio spots for the Hoagy Carmichael radio 
show. In addition, there will be new 
colored mailing promotions, new displays, 
mat books and various dealer aids. 





Jewish Citizens Donate $7500 
To Detroit Catholic University 


As a gesture of true friendship and 
brotherhood towards the University of De- 
troit, which is celebrating its 75th anni- 
versary this year, Leonard N. Simons of 
Simons-Michelson Co., Detroit jeweler and 





Leonard N. Simons (left), of Simons-Michel- 
son Co., Detroit jeweler and advertising 
executive, presents checks totalling $7500 
to the Very Rev. Celestin J. Steiner, S.J., 
president of the University of Detroit, a 
Catholic institution which this year cele- 
brates its 75th anniversary. The checks rep- 
resented contributions from 75 local Jewish 
citizens and were presented as a gesture of 
true brotherhood. 


advertising executive, collected $7500 from 
75 local Jewish citizens and presented it 
to that Catholic institution. Mr. Simons 
formally presented the gift to the Very 
Rev. Celestin J. Steiner, S.J., president 





| 


of the University, at a luncheon in the 
Founder’s Room of the Sheraton-Cadillac 
Hotel, Detroit, Mich. 

The gift, coming exclusively from Jews, 
was designated as a tribute to Leo M. 
Butzel, one of Detroit’s most distinguished 
Jews, who is and has been for many years 
on the Board of Trustees of the U. of D. 
Mr. Simons collected the $7500 personally 
by contacting each and every contributor 
himself. He is currently serving as Michi- 
gan Regional Brotherhood Chairman of 
the Detroit Round Table of the National 
Conference of Christians and Jews. 





A. |. Hall & Son Sells Inventory 


The wholesale jewelry and 
inventory of the Los Angeles branch of 
A. I. Hall & Son, Inc., has been purchased 
by Louis W. Corwin and Mayer Greenberg 
who will operate as The Hall Co. 

Present offices and salesrooms at 315 W. 
5th St., Los Angeles, will be maintained. 
The new firm will serve the territory south 
of Fresno and Paso Robles, thus covering 
all of Southern California and portions of 
Arizona. All personnel of the former South- 
ern California office of A. I. Hall & Son 
will: continue with the firm. 
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CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N.Y. 
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March 


9—Illinois Retail Jewelers Association, 
Annual Meeting, Leland Hotel, Springfield, 
Jil. 

9.5—Denver Gift and Jewelry Show, 
Hotel Albany, Denver, Colo. 

96—Detroit Gift Show, Statler and 
Book-Cadillac Hotels, Detroit, Mich. 

9.7—Parker House Gift Show, Parker 
House, Boston, Mass. 

3.7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

3.7—Mid-South Gift & Jewelry Show, 
Hotel Peabody, Memphis, Tenn. 

9.12—St. Louis Gift Show, Hotel Statler, 
St. Louis, Mo. 

10-13—National Gift Show, King Ed- 
ward Hotel, Toronto, Canada. 

10-14—Mid-South Gift and Jewelry 
Show and Mid-South Variety Show, Gayoso 
Hotel, Memphis, Tenn. 

15-17—Nebraska Retail Jewelers Asso- 
ciation and Nebraska State Horological 
Association, Annual Convention, Hotel 
Yancey, Grand Island, Nebr. 

16-19—Washington Gift Show, Hotel 
Willard, Washington, D. C. 

16-19—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

18-19—Indiana Jewelers Association, An- 
nual Convention, Hotel Lincoln, Indian- 
apolis, Ind. 

23-26—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

23-26—Heart of America Glass, China 
and Gift Show, Hotel Muehlebach, Kansas 
City, Mo. 

29-31—Kansas Retail Jewelers Associa- 
tion and Kansas State Horological Asso- 
ciation, Joint Annual Convention, Lassen 
Hotel, Wichita, Kan. 

30-April 1—American Gem Society, An- 
nual Conclave, Hotel Sheraton, Chicago, III. 





April 

13-17—Northwest Gift, Art and House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

15-18—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

16—Massachusetts-Rhode Island Retail 
Jewelers Association, 37th Annual Conven- 
tion, Parker House, Boston, Mass. 

19—Diamond Peacock Club, Annual 
Dinner-Dance, Hotel Somerset, Boston, 
Mass. 

20-22—Michigan Retail Jewelers Asso- 
ciation, Annual Convention and Jewelry 
Exhibit, Grand Rapids, Mich. 

20-24—49th State Gift, Art and House- 
wares Show, Statler Hotel, St. Louis, Mo. 


20-21—Oklahoma Retail Jewelers Asso- 
ciation and Oklahoma Horological Asso- 


ciation, Joint Annual Convention, Skirvin 


Hotel, Oklahoma City, Okla. 


FOR MARCH, 1952 





20-21—Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Yorktowne 
Hotel, York, Pa. 

20-22—-Minnesota Retail Jewelers Asso- 
ciation, 48th Annual Convention, Hotel 
Nicolett, Minneapolis, Minn. 

27-29—North Carolina-Virginia Retail 
Jewelers Association, Annual Convention, 
Robert E. Lee Hotel, Winston-Salem, 
~ 

27-29—Wisconsin Retail Jewelers Asso- 
ciation, Annual Convention, Pfister Hotel, 
Milwaukee, Wis. 


May 


4-5—New York State Retail Jewelers 
Association, Annual Convention, Ten 
Eyck Hotel, Albany, N. Y. 

4-6—Florida Retail Jewelers Association, 
Annual Convention, Jacksonville, Fla. 

18-23—New York Stationery Show, Hotel 
New Yorker, New York. 


June 


5-6—National Wholesale Jewelers Asso- 
ciation, 45th Annual Convention, Drake 
Hotel, Chicago, III. 

28-30—New Jersey Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Tray- 
more, Atlantic City, N. J. 


July 


20-23—-Southeastern China, Glass and 
Gift Show, Municipal Auditorium, At- 
lanta, Ga. 

27-31 — National Association of 
Credit Jewelers, Annual Convention 
and National Jewelry Fair, Conrad 
Hilton Hotel (formerly The Stevens), 
Chicago, IIl. 


August 


3-6—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

10-13—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

10-14—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf Astoria 
Hotel, New York City. 

17-20—Western Jewelry, Silverware, 
China and Glass Show, Biltmore Hotel, 
Los Angeles, Calif. 

17-20—California Retail Jewelers Asso- 
ciation, Annual Convention, Biltmore Ho- 
tel, Los Angeles, Calif. 

31-September 4—Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Texas. 





Pennsylvania Watchmakers 
Install Officers at Banquet 


Fun and cordiality reigned supreme at 
the 18th annual banquet of the Watch- 
makers Association of Pennsylvania, held 
January 15th at the Italian Sons and 
daughters of America Club, North Side, 
Pittsburgh. 

Highlight of the evening was the in- 
stallation of the following officers who 
will serve for the ensuing year: George 
Niesslein, president; August K. Schran, 
vice president; George W. Meyers, secre- 
tary; Virgil Petrocelly, treasurer, and 
Joseph A. Beimel, technical adviser. 
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GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 77-0400 
CHINA . GLASS ° TABLEWARE 
EARTHENWARE oe GIFT and ARTWARES 


Domestic and Foreign 
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Booths 


FINE ENG! LISH 
TABLEWARE 
Send for illustrated pamphlets 


MIDHURST IMPORTING CORP. 
129 FIFTH AVENUE, NEW YORK 3, N. Y. 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section K—Conclusion: Questions and Answers, Part II 


Most of the following questions and answers deal with engraving probiems. 
However, it is advantageous for the engraver to have knowledge of certain 
facts concerning jewelry work; so, the questions are chosen to cover all 


that we feel the engraver should know. 


63. 


64 


65 


66 


67. 


69 


Is cementing advisable for other 
work? 

Yes. Some small articles have pe- 
culiar shapes and cannot be held 
securely in an _ engraving block. 
Many articles are too small to be 
held firmly in any of the block at- 
tachments so cement is the answer. 
What style of lettering is best 
for small gold knives? 

Klock. The engraving space is 
usually long and narrow. Three neat 
drop letters cut with a liner squared 
with picks is suggested as the most 
satisfactory style. 

What style would be best for the 
backs of small pins, fraternity 
pins, etc.? 

Small neat block using round or flat 
graver. The joint and catch are high 
which creates a great difficulty in 
maneuvering the graver. Slanted 
block letters solve the problem by 
allowing cuts that are placed to 
avoid contact with the protruding 
joint or catch. 

What style is best to use on the 
backs of crosses? 

Block is ideal with small flat or 
round graver, easily read. Some cus- 
tomers may specify script and this 
is allowable provided the name isn’t 
too long. More letters can be got- 
ten on in block and they are more 
readable than very small script. 
What style is best on the front 
of lockets? 

Usually a very small space is re- 
served for engraving. A small ver- 
tical script lettter usually fits in bet- 
ter and also matches the design on 
the article. 

What style is best on sterling 
identification bracelets? 

Block (Gothic) with a round graver. 
Sterling wears quickly and any shal- 
low cutting graver is undesirable. 
Roman can be used cut with deep 
prominent strokes. 

What style is best on gold-filled 
identification bracelets or any 
gold filled bracelets? 

Roman, ribbon cut for men’s brace- 
lets. Script for ladies’ bracelets. 


70. 


71. 


72. 


73. 


74. 


75. 


76. 


77. 


78. 


79. 


80. 


What style is best for napkin 
rings? 

Script is first choice. Good for boys 
or girls. Neat block cut with a liner 
is also good. 

What style is best for baby cups? 
Script for boys and girls. Block 
with a liner is good. 

What style is best for baby spoons 
and forks? 

Script first, liner second. 

What style is best on the back of 
a man’s wrist watch when the 
inscription is unusually long. 

A small round block graver. The 
result is neat and easy to read. This 
is a good style to use on all lengthy 
watch back inscriptions, 

What is besi to use on a man’s 
wrist watch, three initials only? 
Small Roman letters, ribbon cut. 
Script, flat graver and liner are used 
but the Roman style is neatest and 
most outstanding. 

What is the best to use on the 
back of a pocket watch when a 
monogram is not wanted? 

Three Roman letters, cross-lined 
and shaded. 

What is best to use on a small 
lady’s watch? 
Small script letters. 
used. 

Can stainless steel or base metal 
watch cases be cut? 

Yes. 

How? 

Use a liner; make the cut but do 
not lift out of the metal. Back out 
leaving burr. Trim off burr from 
the side with a flat graver. Other 
eravers can be used with success but 
for the beginner, this method is 
safer. Experience is essential here. 
Is Chinese white the best medium 
for designing? 

Not necessarily. A film of beeswax 
dusted with a little bag of powdered 
chalk or “whiting” works very well. 
White showcard paint can be used 
instead of Chinese white and is 
much cheaper. 

Is it necessary to steel point all 
designing? 


Roman is also 


$l. 


82. 


83 


84. 


85. 


No. Only those designs that may 
be rubbed off as cutting progresses, 
On inscription work, the steel poins 
should certainly be used. 


How can a jerky line be avoided 
when using the steel point? 

Do not hold the point perpendicu. 
lar to the work, but rather increase 
the slant of the stylus and the point 
will glide smoothly over the surface, 


What can be used to prevent 
block attachments from marring 
the article while it is being en. 
graved? 

Chamois-leather or flannel should 
be used between clamps and article 
to prevent nicks and scars. 


How may a transfer be saved for 
future use? 

It is sometime necessary to save a 
transfer and a permanent impres 
sion is made. To do this, use a thin 
piece of card board, postal card 
thickness. Dampen contact area 
slightly. Place over design and rub 
over the area with a_ burnisher. 
When lifted up, the design will 
stand out in relief. Place close to 
a flame to dry out. This sets the 
design more permanently so that it 
can be used many times. To use 
this type of transfer, it is pressed on 
the article, which has been prepared 
with a light film of transfer wax. A 
light but clear transfer is the result. 
With this system, good results can 
be obtained using Chinese white on 
the article and lamp black on the 
transfer card. Some engravers use 
red cosmetic rouge. The medium 
is of no consequence so long as a 
clear transfer is shown. Transfers 
on cards can be filed away for fur- 
ther use. 

In block cutting why are some 
first letters made larger on in- 
scription work? 

For emphasis on important words 
and also to present a pleasing ap 
pearance. 

In placing a long inscription in 
a limited space, can anything be 
done about the lack of space 
between the words due to cramp- 
ing them too closely? 
Yes. Nothing can be done to galp 
space, but the first letter in eac 
word can be made larger. This 
makes the inscription easier to read 
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Now, ‘phone plugs are all right for ‘phones, but when a deli- 
cate watch-tick must be converted into a precisely printed dot 
with absolute fidelity, a positive, unquestionable contact is 
vitally important. Note the sturdy Watch-Master construction 
above. The watch-holder remains firm in any position. The ball- 

bearing-locked contact is ‘secure’ . uniformly so, 


AT ALL TIMES. 







In the 
Watch 





< ~ Master — many details, such 
as these, assure maximum 
durability, operating efficiency 
consistent accuracy ...,so— 
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580 Fifth Avenue New York 19, N.Y. 
OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 
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and leaves no doubt as to where 
one word stops and another starts. 
This is adaptable to all Roman and 
plain block work. 

In the block alphabet, what size 
are the. numerals in relation to 
the capital letters? 

The same size. 

In the script alphabet, what size 
are the numerals in relation to 
the capital letters? 

2/3 the size. 

In the Old English alphabet, what 
size are the numerals in relation 
to the capital letters? 

2/3 the size. 

Does the plain block alphabet 
have a lower case? Does Roman? 
Yes, but they are not generally used 
by engravers. 

To engrave the inside of a watch 
back, how can you get to the 
cuts when the letters are designed 
close to the curved edge? 

A graver with a sudden, extreme lift 
is necessary. This can be a script 
graver, flat graver or round graver. 
If script is used, a graver with a 
short belly and high lift must be 
used for the cuts. If a flat graver is 
used, it will be found that all cuts 
can be made from two directions 
and so the curved edge can be 
avoided. A round graver for Gothic 
lettering is very adaptable here al- 
through the cutting appears to be 
almost impossible due to the raised 
curved edge. A special tool may be 
prepared for this type of work. Se- 
lect a small round graver (#50), 
heat and bend sharply near the tip 
until enough lift is gotten to clear 
the raised edge of the watch back. 
Reharden and draw. Any curved 
letter can be cut with ease with this 
tool. 

How about napkin rings with 
raised edges; how can they be 
cut without .narring the edges? 
Very much like the preceding an- 
swer. Extreme lifts are necessary 
on all tools for this sort of work. 
Is it safe to leave Chinese white 
on the article indefinitely? 

No. It has been found that if 
Chinese white is left on a highly 
polished surface for a period of 
time, the surface is dulled slightly 
and it is necessary to buff the arti- 
cle to restore the finish. This be- 
comes especially unhandy when the 
article happens to be a deep bowl 
with a monogram to be engraved 
in the bottom. If properly used, 
Chinese white is not at all injurious. 
Just don’t leave it on too long. 


What are some of the usual 
errors made by beginners on 
actual work? 

(1) Foremost is marring the article. 
Many a fine job has been ruined by 
nicks made by block attachments. 
Even wrapping the article with 
flannel sometimes leaves marks if 
gripped too tightly. Be sure there 
are enough layers of flannel between 
attachments and article. A marred 
article is a sure sign of carelessness. 
Speed is the next common error. 
Some engravers never really develop 
their true ability because of too 
much emphasis on speed and not 
enough on quality of work. For a 
beginner, speed is ruinous. Its re- 
sults are poor lay-out, many slips 
and burnishes and finally a “botch” 


job. The way to gain speed is to 
slow down and work carefully. 
Speed will be gained as experience 
is added. 

(3) Cutting designs that are too 
large for the article. Remember that 
engraving is not supposed to com- 
pletely cover the given surfaces. De- 
pending on the job to be done, the 
result should be neat and crisp look- 
ing, easy to read. 

(4) Weak looking designs with a 
minimum of cutting. All lettering 
is meant to be read and should be 
strong or bold enough to look well 
in the given space. Choice of a thin 
flat graver or liner simply because 
it is easier to handle invariably pro- 
duces a weak appearance. On mono- 
grams choice of a quick wriggle fill- 


in because it is easiest to handle j, 
usually disappointing. Moree to 
the engraver than to the customer 
Use the fill-in that you are sure wil} 
look best regardless of time spent 
Most customers are willing to pay 
well for a really finished piece of 
work. 

(5) Overworking a design. There 
is a tendency among some student, 
to lavishly clutter up an otherwise 
good design with innumerable 
scrolls, loops, whirls and such. This 
is a bad practice as it is time cop. 
suming, confusing to the customer 
and is not required at all. The trend 
today is for simple designs that can 
be read. And this is a challenge to 
any engraver because it demands 


(Please turn to page 240) 





Glossary of Engraving Terms 


Among engravers, there are certain different terms used which may mean 
the same thing, and naturally would be confusing to a beginner. For instance, 
the terms “belly” and “heel” are identical in meaning. This glossary is intended 
to avoid any misunderstandings that could arise from either duplicate or con- 
flicting terms. Some of the terms the author believes are defined here for the 


first time in any pupublication. 


Monogram: Two or three letters placed 
together in a pleasing and artistic ar- 
rangement. 

Off-shading: A light cut or hair-line 
spaced away from the regular shade cut 
given fill-in letters. See “N. R. G.” on 
sheet entitled “Fill-ins for Letters and 
Monograms” under “Block.” 

Old English: See “G—Old English” for 
designed Old English alphabet. 

Pearl Roman: An artistic variation of 
Roman, light and airy in appearance. 
Pick: Term used to “square-off” a flat 
graver cut, or a script cut such as the 

top of a lower case “‘t.” 

Picked Block: Simple block style, “squared 
off” letters using picks. 

Picking-up (metal): After making sev- 
eral cuts in copper or brass, a tan color 
may be noticed just under the cutting 
edge of the belly, of a trace of metal 
adhering to the steel of a graver. If not 
removed immediately, the following cut- 
ting will be rough and difficult. 

Relief monogram: Monograms in which 
the background is filled in and the let- 
ters are not. 

Ribbon: Used generally to refer to the 
Ribbon Alphabet. Also used to denote 
method of cutting. 

Ribbon-cut: Term psed to denote all cut- 
ting where more than two shade lines, 
placed close together as in regular rib- 
bon cutting, are used. 

Ribbon-shaded letters: Letters that are 
shaded with ribbon cuts. 

Roman: A style of block cutting illus- 
trated at bezinning “E—Roman.” 

Running initials: Used to denote three 
interwoven letters located on a horizon- 
tal plane. 

Satin-finish: A polish with a satiny ap- 
pearance. Not so bright as a mirror 
finish. 

Script: See drawings at beginning of “RB 
—Script.” 

Script Slant: The correct slant for all 
script cutting as illustrated on the 
“Leonard Script Sheet.” 

Script tools: More correctly called script 
gravers. Many engravers refer to all 
their gravers as “tools.” 

Serif: See “E—Roman.” The tips placed 
at the ends of stems and bars peculiar 
only to this alphabet. 


Shade cut: In Script, the wide cuts as 
compared to hair-lines. In Block, the cut 
used to shade a filled-in letter. 

Shading: Generally used to refer to wide 
bright cuts or ribbon-cuts placed on 
filled-in block letters. Refers also to 
the wide cuts used to accent some ribbon 
monograms or ciphers. 

Shadow-line letters: 
lined letters. 

Signet ring: A ring with designated space 
for engraving on it, an initial, mono- 
gram or any other design. This space 
is located at the top-outside of the 
mounting. 

Simplified script: See illustration at be- 
ginning of “B—Script.” 

Single-shaded letters: Letters that are 
shaded with one bright cut. 

Slanted block: Any block letters that are 
not vertical in construction. The slant 
may be to the left or right. 

Slanted Old English: Any Old English 
letters that are not vertical in construc: 
tion. 

Solid cut: A single shade cut or any single 
cut such as would be made with a flat 
or round graver. 

Spacing: Generally applied to the cor- 
rect arrangement of letters in any given 
word. It also applies to the exact ar- 
rangement of words as in designing an 
inscription. 

Square graver: Any graver made from 
a piece of steel of square cross-section, 
commonly called a script tool or graver. 

Square-off: To make square the raw end 
of a cut by using a “pick.” 

Stems: Generally applied to the basic cut 
or fundamental part of any letter. In 
block, it refers to the vertical cut. 

Stylus: A rubber marker with a steel 
point on one end. 

Transfer wax: A mixture of beeswax 
and tallow used for transferring de- 
signs. 

Up-cut: Refers to any cut made in an 
upward direction, away from the hori- 
zontal base line. 

Vertical script: See illustration at be- 
ginning of “D—Vertical Script.” 

Wriggle-cut: Refer to “F-8” 
“Block.” 


Same as  cross- 
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Let my “Lungs” 
breathe your dusts! 





LEIMA GRINDER-POLISHER 
DUST COLLECTOR 








““ALL-IN-ONE’’ UNIT 


e Protect your health 
e Keep clothing and workshop clean 
e Recover precious metals 


e Get faster, better grinding 
and polishing 


HE Leiman high-suction system acts as power- 

ful “lungs”, removing all dangerous grinding 
dusts and polishing particles at the source. Sur- 
roundings are clean and safe for you and your 
workers. Put in a modern, inexpensive Leiman 
“all-in-one” unit and enjoy dependable protection 
and production for years and years, 





WRITE FOR FREE DETAILED BULLETIN show- 
ing various models ahd prices. No obligation. 





MODEL 47F. Needs only 18 x a |CUdll 
29 inches floor space. Ideal 

for small shop, small work or 
restricted space. Has 1/3 
h.p. motor for wheels or buffs 
up to 4°". Also 4 h.p. in- 
terior motor, suction fans and 
dust collectors. Adjustable 
dust hoods have wet pumice 
pans and electric light sock- 
ets. Very quiet running. May 
be used with your own polish- 
ing motor. Plugs into any 
standard 110 volt outlet. 























LEIMAN BROS., INC. 











MODEL A. Needs only 2 x 4 
foot floor space. Top produc- 
tion machine for all classes of 
jewelry and silver work. Ac- 
commodates two wheels or 
buffs up to 8''. Dust hoods, 
with electric light sockets. 
Available either with '/2 h.p., 
110 volt motor or 1 h.p., 220 
volt motor. Two dust collect- 
ing cabinets permit separate 
collection of gold, platinum 
or other dust for recovery. 









171 Christie St. 
Newark 5, N. J. 











Publication 


-—and for making selling suggestions to customers. 


will be available at a reasonable cost. 


are sold remittance with order. 





THE STERLING FLATWARE 
PATTERN INDEX 


Contains Material Found In No Other 


Jewelers find THE STERLING FLATWARE PATTERN INDEX 
absolutely indispensable for identifying patterns to be matched 
It contains, 
under one cover, full-size illustrations of more than 1300 
sterling flatware patterns—active, inactive and obsolete patterns, 


and cross-indexed again under the name of the manufacturer 
using it. Illustrations are beautifully done, in full size, and 
printed on fine coated paper. The binder is of rich black 
cowhide leather, gold stamped. These pages are supplied in 
convenient loose-leaf form, and revisions published periodically 


IMMEDIATE DELIVERY 
With Binder $20.00—Without Binder $15.00 


Prices subject to change without notice. All books 





MODERN WATCH REPAIRING TO PERFECTION 


Efficient — Fast — Inexpensive Service 


REQUEST TRADE PRICE LIST AND FREE SHIPPING LABELS 
Also: Jewelry—Clock Repairing—Special Order Work 





WE CARRY: 


All imported & American Tools, equipment, meterials, move- 
ments, cases, attachments, all jewelers findings and sundries. 
All books on Watch-Clockmaking, 
SPECIFY your requirements for FREE information. 


Jewelry, Engraving, etc. 





LATEST enlarged catalog on all dress and service watches; 
all clocks; cuckoo clocks; watch bracelets; all books in your 
field. Write for your FREE copy today! 

JUST OUT: Request latest "BARGAIN FOLDER 52" on im- 
ported & domestic tools & moterials for big savings. 


QUICK MAIL ORDER SERVICE 
Member of Jewelers’ Board of Trade 


MODERN TECHNICAL SUPPLY CO. 


Wholesaler & Importer 
Each pattern name is listed in one alphabetical index .. . Dept. 3JCK; 55 W. 42nd Street 


New York 18, N. Y. 
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NTI-OXIDIZER—Wish you would give me formula 
for the best anti-oxidizing solution, for use in sol- 
dering gold. (Question No. 6211) B. I. 

A nswer—tThe most used anti-oxidizer is boracic acid 
and grain alcohol, mixed in equal parts of the acid and 
alcohol. To apply this, brush the solution over the work 
with a camel’s hair brush; ignite over an alcohol lamp or 
bunsen gas flame; apply borax water on other flux; sol- 
der the job; finally, while still hot, dip the work into a 
pickle solution made of a half cup of sulphuric acid in 
two quarts of water. This will leave the gold surface in 
good condition for polishing. 





WISS CODE—What is the meaning of the combina- 

tions of letters stamped on some Swiss watches, like 

HXL, etc., on the plate, near the balance cock? (Ques- 
tion No. 6212) A. L. T. 


A nswer—tThese combinations of letters are in pursu- 
ance of U. S. Customs regulations under what is called 
the “Importers’ Specification Code.” The combinations 
of letters stamped on the watches are to enable the U. S. 
Customs officers to identify in each shipment of watches 
from abroad, the importer, the manufacturer, the grade, 
and the place of origin of the watches so stamped. We 
need hardly explain further that this code system origi- 
nated on account of the difficulty of customs officials, 
who are not watchmakers, in recognizing the variations 
of construction, quality, etc.. on which customs duties 
are partly based. 


| Freseeers BRASS—What is the best way to remove 
lacquer from a brass plate? (Question No. 6213) 

Bs ee 
Answer—tThis can be done effectively and economi- 
cally by either immersing the lacquered brass in dena- 
tured alcohol, or if its area is too large for immersion, 
you can quickly rub the lacquer off with a rag dipped in 
denatured alcohol. In either case, the last operation 
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should be rinsing with clean denatured alcohol. If the 
latter is not done, traces of the lacquer in the alcohol used 
for the first step, would show up as milky film after the 
“polluted” alcohol evaporates from the plate. 


URKEY OILSTONE—Is Turkey oilstone any better 
than hard Arkansas stone for sharpening drills, grav- 
ers, etc.? Where can it be obtained? (Question No. 


6214) W. V. 


A nswer-—In the first place, we believe Turkey oilstone 
is now unobtainable in the U. S. A. We haven't heard of 
it for sale generally, in the American trade, for many 
years. Even so, we do not think Turkey stone was ever 
better than the hard Arkansas stone produced by the 
Norton Co., Pike, New Hampshire, for many years and 
obtainable by all dealers in watchmakers’ tools and 
supplies. 


664 * OLD” LACQUER— What kind of lacquer can I use 

for imparting a “gold” color to brass musical in- 
struments Where can I obtain it? (Question No. 6215) 
T. D. 


Answer—We suggest that you write to Egyptian Lac- 
quer Co., 1270 Sixth Avenue, New York, N. Y., for the 
trade name of any of their products that would do the 
work named. We also suggest that you ask them to ac- 
commodate you by selling you the small quantity you 
need, unless they can give you the address of some nearby 
retail dealer who handles their products. 


T ARNISH—Will ammonia tarnish plated and filled 
jewelry. if used for cleaning the work, in connection 


with water and soap? (Question No. 6216) P. W. 


Answer—tThe answer is “no.” There could be no 
tarnishing effect from the use of ammonia, in any jewelry 
cleaning operations. 
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Ka et @ With over 40 million cars... 


more than a mile of road for 
every square mile of area . . . and over 250,000 gas- 
oline stations along those roads . . . the people of 
the U.S. have achieved freedom of personal mobil- 
ity beyond anything even imagined anywhere else. 















oo oe 






Question: 


Who worked out the plan under which 
— this was achieved? 
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Answer: No one did and no one 


could. It is the product 
of a process, not a plan. It came about through the 
American process of open, strenuous competition 
in the automotive and petroleum industries. It’s 
the kind of accomplishment which only such com- 
petition can produce . . . and let’s not forget it! 
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; This report on PROGRESS-FOR-PEOPLE is published by this magazine in coopera- 
tion with National Business Publications, Inc., as a public service. This material, 
including illustration, may be used, with or without credit, in plant city adver- 
tisements, employee publications, house organs, speeches or in any other manner. 


The competitive system delivers the most to the greatest number of people 
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more’ perfect work. With simpler 
designs to deal with, a slight error 
is easily seen. 

When transferring’ silverware 
from a furnished sample, should 
a poor design be improved? 

No. The design must be cut as it is. 
Any change would be obvious and 
displeasing to the customer who no 
doubt has many pieces already en- 
graved with the original design. 


When transferring silverware, 
should you improve the cutting if 
the sample shows inferior work- 
manship? 

Yes. There.is no excuse for poor 
cutting even when obliged to cut 
a poor design. 

What is the best procedure to 
follow when engraving a large 
set of sterling flatware? 
Procedures usually depend on in- 
dividuals. One of the simplest 
ways to begin is to design and cut 
one of each article thereby getting 
comparative sizes of each design 
proportionate. Then the whole set 
may be transferred from these pat- 
terns and cut. To relieve monotony, 
transferring and cutting all forks, 
then knives, spoons, etc., is just as 
good a practice. It should be noted 
here that speed is attained not 
through rapid designing and cut- 
ting but by following a systematic 
routine of getting the work done. 
What about the alphabets not 
shown in this book such us Co- 
lumbia, Text, Blackstone, Pearl 
Roman, etc.? How are they cut? 
The purpose of this book has been 
primarily to teach the student the 
simple and most used alphabets and 
how to cut them correctly. If the 
beginner has a good understanding 
of the structure of the alphabets 
covered here, then these other al- 
phabets will present no real prob- 
lem. Careful examination of any 
other alphabet will show that its 
components are similar to those in 
Script, Vertical Script, Roman, 
Simple Block or Old English and 
the cutting will follow along the 
same lines. Blackstone, for instance, 
can be handled very much like Old 
English although its general appear- 
ance is quite different. Many fancy 
block alphabets are directly based 
on Roman construction. 

Can an engraver “get by” with- 
out mastering Script? 

No. Script is by far the most im- 
portant alphabet. There have been 
instances where an engraver never 
really mastered script and so was 
forced to use a form of block or 
Old English for all work. Since 
script is in such demand, an en- 
graver of this nature is not “getting 
by” because of his script deficiency. 
Usually the trouble is not in being 
able to cut script but in a poor un- 
derstanding of the design. Thorough 
study and application of the struc- 
ture of all script letters invariably 
results in greatly improved work. 
Once understood the problem dis- 
appears. 

To become a good engraver is 
artistic originality absolutely 
necessary? 


100. 


101. 


102. 


103. 


104. 


105. 


106. 


No. It helps considerably, but is 
not essential. The largest part of 
an engraver’s work is in doing in- 
scriptions, etc., that are based on 
alphabetic letters designed long ago. 
Letter constructions follow certain 
rules and forms and it only remains 
to find out what they are. Skill in 
drawing or designing will come to 
any one through continued practice. 


In reference to transfers on silver 
flatware, what is the best wuy to 
center a design when using a 
piece of paper or thin cardboard 
as the original? 

Mark off a center line on the orig- 
inal design. Mark off a center line 
on the article. Place the original 
over the article and when the two 
center lines coincide, the design is 
correctly centered. The same pro- 
cedure may be used for centering 
any transfer from paper to the 
article. Monograms may be trans- 
ferred from the bottom of dishes 
in this manner, or from the sides 
of pitchers and bowls. 

What is a cipher? 

Two or three script letters looped 
together in an artistic manner, 
usually fitted into a circular design. 


How can a design be corrected 
or altered without redesigning 
the entire inscription or mono- 
gram as the case may be? 

Use a small camels hair brush to 
apply more Chinese white over the 
small area that is to be re-touched 
or corrected. If grease and powder 
are used, the same brush may be 
used to dust powder over the de- 
sired spot. 


Are short tools more easily con- 
trolled? 

Not necessarily. The engraver 
should have script tools of various 
lengths. For example short cuts, 
especially curved, are handled with 
greater ease if the tool is short. 
On the contrary, a long shade line 
requires a much longer tool to get 
the maximum leverage for the 
power demanded in such a cut. 


If a Buffalo pad is not obtain- 
able, what can be used as a sub- 
stitute? 

Printers ink—roll gelatine can be 
melted and molded in the desired 
form for transferring. This can be 
secured from any printing com- 
pany. To prepare, place gelatine in 
a double boiler and heat until 
melted. Then, pour into a can or 
tin of the desired size; allow to 
cool and solidify. The gelatine can 
then be removed and cut into sev- 
eral perfectly round pieces. 

What does E. P. N. S. stand for? 
Electro-plate on nickel-silver. This 
may be found on many holloware 
pieces. The metal does not cut as 
smoothly nor as bright as sterling 
silver. 

Is there a specified length of 
belly for all script gravers? 

No. The length of belly should vary 
with the type of cutting done. Short 
curved cuts are more successfully 
executed with a short belly to pre- 
vent it from dragging. Larger work 
can be executed with a longer belly. 
The length range should be from 
1/16 to 3/16 of an inch, depending 
on the type of cutting. A _ belly 
longer than this has no advantage. 
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Is solid gold a correct term to 
use in referring to 10K, 14K, or 
18K gold? 

The term “solid gold” is used to 
distinguish any karat grade of gold 
from gold-filled or gold-plate; mean. 
ing that the entire article is made 
of gold of the designated karat 
without layers of base metal, 


What does the term “gold-filleq” 
mean? 

This designates a composite metal. 
stock used for jewelry, watchcases 
etc., that comprises alternate layers 
of gold (outside) and base-metal in. 
side. It economizes cost of produc. 
ing goods, by reducing the weight 
of gold needed, by the amount of 
weight of base-metal used in many. 
facturing the gold-filled sheet, wire, 
or other forms of stock. 


What does “‘rolled-gold plate” 
mean? 

“Rolled-gold plate” is made in the 
same manner as “gold-filled,” but 
the layer of gold is thinner. 


What does “gold plate” mean? 
The depositing of gold upon a 
base-metal by electro-plating. 
What does gilding or “gilt” 
mean? 

The depositing of a very thin film 
of gold on any metal, by electro. 
plating, or other processes. 


What is sterling silver? 
Sterling silver contains .925 pure 
silver and .075 of other metals. 


What is coin silver? 

Coin silver contains .90 pure silver 
and .10 of other metals. 

What is nickel silver? 

An alloy often used as a base for 
silverplated ware, generally con- 
taining 65% copper, 18% zinc, and 
18% nickel. 

What is German silver? 

The same as nickel silver. 

What is “burnishing”’ and how 
is it done? 

Burnishing in relation to engraving 
means the removing of slips or 
scratches incurred during the proc- 
ess of engraving. It is done by using 
a curved tip burnisher which should 
have a highly polished tip. Slips 
are removed by rubbing in a circu- 
lar manner, starting at the shallow 
end of the slip and working the 
metal towards the center of the 
slip or cut. In this manner a light 
cut may be obliterated completely 
and a deep cut rendered less notice 
abie. The article usually requires 
a slight buffing on the polishing 
lathe to restore an even finish. 
How may engraved cepper plates 
be blackened or oxidized? 

By using liver of sulphur, obtain- 
able at any drug store. Adding 
water, make a thick paste and ap- 
ply directly over the cuts. Heat the 
plate over a flame until the liver 
of sulphur preparation has turned 
black. Then, line-finish the plate, 
thus removing the excess and leav- 
ing a smooth finish. Clean plate thor- 
oughly by wiping with a clean, dry 
piece of cotton. Lacquer the plate, 
using a medium-thin solution of 
clear lacquer. The technique is ex- 
plained under I.-7. 

How may silver plates be black- 
ened or oxidized? 

Silver may be treated in the same 
manner as copper. 
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Helbros Distributes 
Runyon Display Unit 
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As an additional merchandising aid in 
raising funds for the Damon Runyon 
Memorial Fund, the Helbros Watch Co., 
New York, has made for distribution to its 
dealers the above wooden display. 

Designed to exhibit six Helbros watches 
for the Damon Runyon Fund in new plas- 
tic boxes, the display bears the campaign 
slogan: “Be A Cancer WATCHman” and 
uses the campaign colors—yellow and 
green. 


Dormeyer Enlarges 
National Advertising 


Marvin E. Allesee, vice president of the 
Dormeyer Corp., announced recently that a 
considerably enlarged advertising program 
will be used to merchandise Dormeyer 
products in 1952. 

The firm has initiated its 1952 advertis- 
ing year with 2-color half-pages in Life 
magazine. Both the Fri-Well Automatic 
and Dormeyer Food-Fixer are featured. 


1881 (R) Rogers (R) Offers 
Free Merchandising Display 





The new Enchantment pattern in 1881 (R) 

Rogers (R) silverplate by Oneida Ltd. 

shown in the presentation chest with special 

display features which is offered free to 
dealers. 
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Hamilton Franchises 
West Coast Distributors 


The Hamilton Watch Co. recently fran- 
chised two new wholesale distributors to 
serve West Coast dealers, it was announced 
by Lowell F. Halligan, vice president in 
charge of sales. The new distributors are 
The Ball Co. of California, Inc., 610° S. 
Broadway, Los Angeles, and Morgan and 
Allen Co., Inc., 657 Mission St., San Fran- 
cisco. 

Mr. Halligan also reported that A. I. 
Hall & Son, San Francisco and Los An- 
geles, has voluntarily retired as a Hamilton 
distributor. 


Gemex Co. Offers 
Versatile Display Unit 


The new, versatile Gemex display is de- 
signed for the jewelers counter. A_per- 
manent counter pad, the rich velvet back- 
ground sets off each watch band. It can be 
quickly converted into a compact window 
display. An attractive simulated lizard 
cover provides safe, convenient storage. 





Assortment includes ten popular styles 
of Gemex expansion bands for men and 
women: the new Rhapsody, three Sonata 
styles, the Gem, Adventurer, two Gov- 
ernors, Ambassador, and the Challenger. 
Display unit is free with Assortment 
A-88/1. For further information, write 
Gemex Co., Union, New Jersey. 


Longines Renews Sponsorship 
Of Two Radio Programs 


Longines-Wittnauer Watch Co.. New 
York, has renewed its sponsorship of “The 
Symphonette” and “The Choraliers” over 
the CBS Radio Network for the next 52 
weeks. 

Two of radio’s outstanding musical pro- 
grams, “The Symphonette,” spotlighting 
an orchestra conducted by Mishel Piastro, 
is broadcast Sundays at 2:00 to 2:30 PM, 
EST, with “The Choraliers,” featuring an 
all-male chorus conducted by Eugene 
Lowell, presented Sundays at 10:30 to 
11:00 PM, EST. Both programs are pro- 
duced by Alan Cartoun, with Frank Knight 
the host. 





Birthstone Ring Display 
Offered by Robert Allen 





The Robert Allen Co. of Minneapolis is 
offering a new counter-display for the 
merchandising of birthstone rings. It is a 
colorful fabric-covered display that holds 
the 12 authentic birthstones plus a feature 
spot for the ring of the month. The dis- 
play is available free of charge along with 
a representative purchase of birthstone 
rings. 


Zippo President Featured 
As A ‘Man of Distinction’ 


George G. Blaisdell, president of the 
Zippo Mfg. Co. of Bradford, Pa., is being 
featured as a “Man of Distinction” in the 
well-known and popular advertising cam- 
paign promoting Lord Calvert whiskey. 

The ad featuring Blaisdell appeared in 
the February issue of The American Maga- 
zine and will be followed by similar inser- 
tions in Collier’s, Life, Cosmopolitan, and 
True magazine during March and April. 


Speidel Introduces 
‘Parthenon’ Display 





The new "Parthenon" display by Speidel is 
equipped with several unique features: it 
lights up and has three revolving stages. 
The display exhibits 12 Speidel bands and 
can be obtained free from distributors. 
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imperial Pearl Receives Gold Medal Award for 1952 





Gloria Swanson, noted Hollywood and Broadway actress, presents the Gold Medal Award 

for 1952 to Joseph Goldstone, president of the Imperial Pearl Syndicate, as David 

Goldstone, vice president, looks on. Imperial Pearl received the award for the quality, 

design, and fashion styling of its pearl accessories for the past year. The award was made 
by Charm Institute, New York. 





Omega Places Key Display 
In Grand Central Station 


The Norman M. Morris Corp., distrib- 
utors in the U. S. for Omega watches, has 
arranged for exclusive display space in one 
of the main waiting rooms of Grand Cen- 
tral Station in New York. 





illuminated in 


Three-dimensional and 
full-color, the display features the Omega 
against a background of world and stars. 
It is estmated that over 70,000 people pass 
this display area every day. 


Color Keys Seventeen's 
Spring Accessory Show 


Color was the keynote of Seventeen 
magazine’s recent spring Accessory Show, 
which attracted buyers from all over the 
country to the publication’s editorial offices, 
488 Madison Ave., New York. More than 
190 leading manufacturers displayed 168 
items in five dramatic panels that cover the 
main trends in casual-to-formal wear for 
the spring-into-summer months ahead. 

One panel featured the “Midas Touch” 
of gold which will be found on formals for 
1952. Gowns, stoles, jewelry, etc.. will all 
reflect it. 
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I.D. Making 
Waterproof Cases 
According to the I. D. Watch Case Co., 


Inc., Jamaica, New York, the company is 
now manufacturing a new and improved 
waterproof case, known as “Series C.” The 
cases are not merely “water-tight” or 
“water-resistant,” the firm states. The cases 
have been certified waterproof in an inde- 
pendent testing laboratory by scientists 
who subjected the cases to critical tests. 
The cases, it is said, are easy to assemble 
and can be made to hold all types of 


movements, including automatic. 
ta 


Versatile Display Unit 
Offered by Internationa! 


International Sterling is currently offer- 
ing the L-778 House of Sterling Display 
shown below. This unusual fixture may be 
used over and over again for general mer- 
chandise. The unit is patterned after a 
period window of simple design. Shelves 
hold flatware plaques, hollowware pieces, 


























copy cards. The color scheme is blue and 
white. Without merchandise, the fixture is 
priced at $10 F.O.B. Meriden, Conn. 
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"Special Occasion’ Ribbon 
Introduced by Marshall Co. 


A new product—"special occasion” gift 
ribbon—is now being distributed by the 
Rs & E. Marshall Co., 1445 W. Jackson 
Blvd., Chicago. This is a plastic and rayon 
ribbon with a lustrous satin finish that ties 
easily into attractive bows and clusters. 
Printed on the ribbon are designs and 
wordings appropriate for those special oc. 
casions on which jewelry-store gifts are 
most commonly given. 

For example, one ribbon has the word 
“Baby” printed repeatedly in blue on a 
pink background. In between each word jis 
a pattern of rattles and baby shoes, A 
ribbon marked “Shower” has a pattern of 
raindrops and umbrellas. All ribbons are 
7/16” wide and are available in 100-yard 
rolls. 

In addition, the company is supplying a 
specially-designed ribbon holder with each 
order for 5 rolls of “special occasion” rib. 
bon. 


Feinstein & Co. Offers 
Birthstone Ring Display 


In conjunction with the publicity cam. 
paign for promotion of birthstone rings 
by the Jewelry Industry Council, E. §S. 
Feinstein & Co. has brought out a new 
display featuring a birthstone ring for 
man, lady, boy, miss and baby. 





The display is free of charge with the 
sale of the five rings, which are all 10-kt. 
gold. The complete display with five rings 
is $27 Keystone. A similar display will be 
issued each month subject to the same 
arrangements. 


Westinghouse Announces 
Record Ad Budget for 52 


The Westinghouse Electric Appliance 
Division plans to spend more than 12 mil- 
lion dollars in advertising and promoting 
the sale of electric appliances in 1952, a 
record budget, it was reported recently. 

The appliance division will bear a good 
part of the costs of the Westinghouse tele- 
vision and radio coverage (via CBS) of 
the national Republican and Democratic 
political conventions, a 13-week Get-Out- 
The-Vote campaign, and election night 
returns. 

In magazine advertising, Westinghouse is 
concentrating more effort in the mass ciI- 
culation magazine, women’s, shelter, small 
town and rural magazines. 
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Full-Course Meal Made 
By Kitchen Appliance 


A “miracle luncheon,” an entire meal 
from canapes to dessert was prepared re- 
cently by a single electrical appliance at 
Sherry’s, Park Ave., New York. The ap- 
pliance, called the Osterizer, prepared a 
nine-course meal that included 16 different 
dishes. 

The Osterizer, made by the John Oster 
Mfg. Co., Racine, Wisconsin, is priced at 
$39.95. It chops, grates, grinds, pulverizes, 
mixes, liquefies, blends and churns—at the 
fick of a switch. Placed on the cocktail 
bar, the Osterizer even mixes drinks. In 
the kitchen, it prepares practically every- 
thing from soup to dessert. 


Westclox Introduces 
Counter Merchandiser 


A new counter 
merchandiser for 
wrist watches is 
being offered by 
Westclox  divi- 
sion of General 
Time Corp. It is 
6" wide and II" 
high and has 
simulated wood 
grain and ace- 
tate window. 





Star Ring Introduces 
Masonic Ring Display 


A new Masonic ring display, which 
features a large eye-catching Masonic em- 
blem, has been introduced by Star Ring 
Mfg. Co., Inc., 887-889 Main St., Buffalo 3, 
New York. 





The display, 844” x 12”, comes in a 
wooden frame covered with a_ two-tone 
velvet of powder and navy blue, except for 
the Gothic arch and Masonic emblem. 


Juvenia President Selects 
New Watches in Switzerland 


Erich W. Mehler, president of the 
Juvenia Watch Agency, Inc., 580 Fifth 
Ave., New York, left for Switzerland re- 
cently to visit the Juvenia factory in La- 
Chaux-de-Fonds. Mr. Mehler is selecting 
for U. S. distribution new models which 
the factory has prepared for 1952. 
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Winner of Feature Lock Rings Window Display Contest 





Buschemeyer's Jewelry Store, in the Brown Hotel lobby, Louisville, Kentucky, was recently 

awarded a $250 cash prize by Feature Lock Rings for the best window display of its 

national "Here Comes The Groom" movie tie-in contest. The decision was given Busche- 
meyer's over nearly 500 display entries. 





Local Radio Personalities 
To Promote ‘Romance’ Pattern 


Holmes & Edwards dealers will soon 
have an opportunity to tie-in with national 
advertising. In 128 cities over 162 sta- 
tions popular local radio personalities will 
introduce the new “Romance” pattern. 
Dealer tie-ins will be increased by a special 
offer feature: a tablespoon in “Romance” 
pattern for $.98, a 40 per cent saving over 
the regular price. 

Beginning March 24, this intensive in- 
troductory radio advertising will promote 
“Romance” pattern for 4 weeks, six days 
a week. A magazine campaign will open 
with a two-page color spread and all addi- 
tional ads will be full pages in color. A 
complete kit of dealer tie-in advertising 
materials is offered without charge. 


Arvin's ‘Sleepytimer' 
Acclaimed at Market Show 


According to Raymond P. Spellman, 
Arvin radio and TV sales manager, the 
firm’s new clock-radio, the “Sleepytimer,” 
was well received at the winter furniture 
market in Chicago. The clock-radio, which 
retails at $39.95, is now being distributed 
nationally. 





Above, left to right, Spellman demon- 
strates the new set to L. Soderstrom and 
R. E. Henrich, Lee Distributing Co., Buf- 
falo as Lee Hadin, Arvin regional mana- 
ger, and H. B. Foulke (seated), vice presi- 
dent of Arvin Industries, Inc., look on. 





Gruen Launches Intensive 
Automatic Watch Promotion 
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During the months of March and April 
all Gruen “Television Playhouse” programs 
will concentrate their complete selling push 
on the advantages of self-winding watches, 
showing the wide variety of styles in sport 
models, dress models, water-resistant styles 
and new smaller models now available in 
Gruen Autowinds. In additon, full page 
and double spread ads in key magazines 
will also concentrate on the Autowind 
styles and prices. 

To help all Gruen jewelers capitalize on 
this national advertising, the firm is dis- 
tributing streamers, pennants, mailing cir- 
culars, postcards, displays and TV spots. 
The material comes in the colorful kit 
shown above. 


Radio Prize Winner 
Receives Mido Watch 


The grand prize winner of the “Home- 
town America” radio program, broadcast 
over Trenton, N. J., station WTTM, was 
presented with a Mido Multifort Super- 
automatic watch. The presentation was 
made by Irving Siegel, president of Hamil- 
ton Jewelers, Trenton. 


243 








Gift Cards Spur Holiday Sales of Jefferson Clocks 
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During the last holiday season the Jefferson Electric Co. furnished retailers, through their 
wholesalers, with the above gift cards. Consumer response to the "Golden Hour" electric 
clock was unprecedented. Approximately 4000 clocks were sold as a result of these gift cards. 





Oneida Ltd. Launches 
Intensive Spring Campaign 


A complete, comprehensive Spring cam- 
paign has been planned by Oneida Ltd. on 
its four nationally advertised lines: Com- 
munity, Tudor Plate, Heirloom Sterling 


and 1881 (R) Rogers (R). 





The new 4-way lighted display which Com- 

munity is offering at no extra charge with 

the purchase of any 3 sets of Community 
silverplate. 


Oneida is placing at the jewelers dis- 
posal, free of charge, broadsides, mats 
merchandising suggestions, and material 
for educational programs. The Spring cam- 
paign will be backed by full page ads in 
Jeading national publications. 


Engel Wins Hamilton Award 
For 2nd Consecutive Year 


For the second consecutive year J. Engel 
& Co., Inc. of Baltimore, Md., has won the 
“Pretzel” Award offered by the Hamilton 
Watch Co. This award is made to the 
Hamilton Watch distributor preparing out- 
standing promotion to the retail jewelers 
in his territory. 

The Engel entry consisted of a full page 
in a regional tradepaper showing a Hamil- 
ton watch on an open dictionary with the 
caption “Hamilton means business.” 
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Modern Technical Supply Co. 
To Distribute ‘Novopex’ 


Modern Technical Supply Co. has an- 
nounced its appointment as sole wholesale 
distributor in the U. S. for “Novopex,” 
unbreakable crystals, manufactured by the 
Dutch firm Stella. 

These crystals, made from plexiglass. 
are guaranteed unbreakable, unshrinkable. 
and non-inflammable, according to a firm 
executive. “Novopex” crystals are fitted 
and come in all shapes. 

For further information and _price-list, 
wholesalers, watch importers. and case 
manufacturers are invited to write to 
Modern Technical Supply Co., 55 W. 42 


St.. New York 18, N. Y. 


‘Golden Wisp’ Bands 
Featured in J-B Display 


A new display assortment is being pre- 
sented to retail jewelers by Jacoby-Bender, 
Inc., makers of nationally advertised J-B 
Watch Bands. This display features the 
new “Golden Wisp” series of telescopic 
expansion bands for ladies, which is fitted 
with the exclusive J-B End-o-Matic Ends. 
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The display includes three plain and 
three carved models in short, regular and 
long lengths. The display has the appear- 
ance of a picture frame; the bands dis- 
played against a rich mulberry colored 
fabric. No extra charge is made for the 
display itself. 














Extensive Watch Line 
Introduced by Bulova 


At the recent annual sales meeting of 
Bulova salesmen, John H. Ballard, presi- 
dent, announced the introduction of an 
extensive line of watches. Included are 
08 new Bulova models: many additions to 
the American Girl bracelet watch series 
and a variety of self-winding watches. 

These new creations by Bulova will be 
called to the American public’s attention 
in the immediate future by a comprehen. 
sive television and radio advertising pro- 
cram. 





JMS Shadow Box Package 
Doubles as Picture Frame 
The JMS Jewelry Mfg. Co. of Bloom. 


field, N. J., is currently offering to jewel- 
ers, through their jobbers, a unique fea- 
ture in individual packaging: the shadow 
box presentation. It serves as an attrac. 
tive window display fixture, designed to 
enhance sales of the 1952 JEMS line of 
popular-priced earrings for pierced and 
unpierced ears, and also doubles as a 
vanity picture frame. 


Seth Thomas Introduces 
‘Companion Watch’ Display 
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This point-of-sale display is being offered 
free to dealers by Seth Thomas to promote 
sales of “Companion Watch” sets. Each 
set of two watches retails at $59.50 F.T.I. 
This his-hers gift idea is appropriate for 
brother and sister, husband and wife, and 
engaged couples. 

In addition, Seth Thomas is offering free 
consumer foldérs with dealer’s imprint in 
reasonable quantities upon request. Na- 
tional advertising will support the cam- 
paign of these watches. 


Metallic Display Cloth 
Created by Taffel Bros. 


A new metallic cloth designed for jewel- 
ers as a display aid to blend with all types 
of jewelry has been created by George A. 
Taffel, ribbon and gift-wrapping expert and 
president of Taffel Bros., Inc. 

Designed to enhance jewelry displays, 
“Brilliance” is a tarnish and wrinkle-proof 
accessory that can be dry cleaned for long 
use. Available in silver or gold tones from 
Taffel Bros., Inc., 95 Madison Ave., N. Y. 
16, N. Y., “Brilliance” comes in a 42” 
width and is sold at $5 per yard. 
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Mobile Display Unit 
Used by Hamilton-Beach 


“One mixer plus one ‘Displa-Mobile’ 
equals effective, space-saving counter dis- 
play” is the formula Hamilton-Beach is 
using to give retailers a new type of dis- 
play they can use convenitently on the 
counter where space is at a premium. 

The “Displa-Mobile,” inspiration of 
Berger-Amour, Chicago, is being used in 
miniature form for the first time in the 
electrical appliance field as a counter dis- 
play for Hamilton-Beach food mixer. It is 
joined to the top of the mixer and sus- 
pended above it by a wire bracket. Only 
the mixer rests on the counter, and only 
ene mixer is needed to make an effective 


counter display. 


Swiss Window Display 


The quality retail jewelers of America 
will be honored by the national advertising 
of the Watchmakers of Switzerland during 
March, it has been announced by Paul 
Tschudin, director of the Watchmakers of 
Switzerland Information Center. 





Full-page inserts, scheduled for Life and 
other national consumer publications, will 
feature the now famous painting of “The 
Jeweler” executed for the Swiss association 
by illustrator Arthur Lidov. The above 
three-piece window display is being offered 
free to the retail jewelers of America. 


Craftsman Counter Display 
Ready for Distribution 





Made of wood in a blond finish, the new 
Craftsman counter display holds six  bill- 
folds. It is available with various Craftsman 
billfold assortments through Craftsman 
wholesalers. I. Smallman & Sons Co., 47 
West 34 St.. New York, is the manu- 
facturer, 
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Benrus Displays Exhibited at Annual Sales Meeting 





At the recent Benrus sales and advertis- 
ing meeting in New York, the above dis- 
plays were exhibited. At left, Many Bohn, 
assistant sales promotion manager, and 
Willard Frazer, right, sales promotion man- 
ager of Benrus, examine the displays. 

The firm announced that it will spend 
over three million dollars in advertising 


and sales promotion in 1952. This budget, 
representing a substantial increase over 
other years, will be devoted to continued 
sponsorship of Sid Caesar’s “Show of 
Shows” and to an expanded schedule of 
radio and television spot announcements, 
and an extensive dealer-aid and sales pro- 
motion program. 





Pho-Tak Releases 
Foldex ‘20° Camera 
The Pho-Tak Corp., Chicago, Ill. re- 


cently released their new Foldex “20” 
camera and flash kit for national distribu- 
tion. The company is offering dealers a 
colorful counter and window display, which 
measures 3144” x 28”. 
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The easy-to-assemble, one piece display, 
designed by Marvin Gordon & Assoc., at 
one glance shows every item in the en- 
semble: Foldex “20” camera, flash unit, 
two batteries, four flash bulbs, film, filter 
holder with yellow filter and portrait lens, 
sun shade and a carrying case. 


———— 


Three-Color Display Card 
Offered by Ingraham Co. 


Sentinel wrist watches, manufactured by 
The Ingraham Co., Bristol Conn., are fea- 
tured on a new three-color merchandising 
card. Included are three each of two na- 
tionally-advertised models: the chrome- 
plated model retailing at $4.50, and the 
10-kt. rolled gold with chrome back model 
retailing at $4.95. 

The display card, 14 in. x 18 in., is 
shipped ready for immediate use on coun- 
ter or wall with watches factory-mounted. 
Dealer cost is $18.78 for six watches. 





Handy & Harman Features 
Live Exhibit at Tool Show 


At the Tool Show in Chicago in March, 
Handy & Harman is featuring two silver 
alloy brazing demonstrations. One _ spot- 
lights a typical production set-up. The 
other includes a torch brazing station 
where the interest centers around the 
brazing of cemented carbide tips to tool 
holders. 

In addition, the firm is exhibiting a col- 
lection of interesting samples of brazed 
parts to show the advantage of the speed 
and low cost of joining metals with Easy- 
Flo and Sil-Fos silver brazing alloys for 
doing a variety of work on both domestic 
and defense production. 





Elgin Durapower Spring 
Gets High Test Rating 


European tests of the Elgiloy Durapower 
mainspring developed by Elgin National 
Watch Co., in which the spring was sub- 
jected to comparative analyses with fine 
carbon steel springs, have demonstrated the 
excellence of the alloy mainspring, accord- 
ing to a report in the Horological Journal, 
a British publication. 





Above, Durapower mainsprings, coiled in 
rings, are lowered into a furnace for aging. 
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News ot Personnel 












Edward E. Freedman of Chicago and 
Frank Miles, Des Moines, have joined 
the sales staff of the Wyler Watch Agency, 
it has been announced. 





EDWARD FREEDMAN 
Wyler Watch 


FRANK MILES 
Wyler Watch 


Mr. Freedman will cover the North Cen- 
tral states and Mr. Miles, formerly with 
Burton M. Reid Sons, Inc., will cover 
Michigan. 


John A. Sullivan, vice president of Gen- 
eral Mills’ Mechanical Division, has an- 
nounced the appointment of E. M. 
Schindeldecker as Pacific Southwestern 
district manager for the company’s home 
appliance sales department. He replaces 
George A. Gillespie who has resigned. 

Also, J. H. Burnham, former central 
district branch representative, was named 
Wolverine district manager with headquar- 
ters in Detroit. Henry S. Kingman, Jr., 
was named special field representative 
operating in the Pacific central district 
with headquarters in San Francisco. 


John F. Des Reis, vice president in 
charge of sales, Ronson Art Metal Works, 
Inc., has announced new changes in the 
firm’s sales staff. 

Mat J. Campbell has been appointed 
mid-west regional manager with head- 
quarters in Chicago. Richard Rosen- 
garten has also been appointed to the 
Chicago sales staff. 





M. J. CAMPBELL R. ROSENGARTEN 


onson Ronson 


Nathan Karzan, formerly with Conti- 
nental Briar Co., has been named to re- 
place Mr. Campbell. 
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Five men have been appointed to new 
key positions in the General Electric Co.’s 
small appliance division. 

Alton P. Boulton has been named 
manager of the division’s appliance ser- 
vice centers. William K. Skofield has 
been named manager of advance engineer- 
ing of the vacuum cleaner and. fan depart- 
ment, while James P. Hunter becomes 
manager of engineering for the depart- 
ment. 

Peter W. Cherry and Rudolph H. 
Koepf have been named manager and as- 
sistant manager, respectively, of appear- 
ance design. 

It was also announced that Charles W. 
O’Donnell has been appointed Great Lakes 
district manager for the firm’s small ap- 
pliance division. 


Harold <A. Linkow, formerly with 
Klebanoff & Grossman and Empire Ring 
Co., is now associated with Kritzer, Stern 
& Kritzer, 15 W. 28th St., New York. Mr. 
Linkow will cover the East Coast states. 





B. J. McCLOSKEY 


HAROLD LINKOW 
K.S.&K. Elgin Watch 





B. S. STATON 


ROBERT MORRISON 
Elgin Watch 


Elgin Watch 


Appointment of three new field repre- 
sentatives has been announced by Elgin 
National Watch Co. 

Bert J. McCloskey was named repre- 
sentative in the Baltimore territory. B. S. 
Staton, Havertown, Pa., was appointed 
representative in the southern New Jersey 
area. Robert Morrison was appointed to 
the Arkansas territory with headquarters 
at Little Rock. 





7 Richard M. Spiegel, formerly with 
TOs 


tby & Barton, has been appointed 


Pacific Coast representative for The House 
of Kraus, Inc., Pittsburgh, Pa. 





CLAUDE FABIUS 
Ipekdiian Inc. 


R. M. SPIEGEL 
House of Kraus 
Miss Claude Fabius, recently arrived 
from Paris, has joined the firm of Ipekd- 
jian Inc., 580 Fifth Ave., New York, im- 
porters of cultured pearls. Miss Fabius is 
now in charge of a newly established pear! 
stringing department. 


The John Oster Mfg. Co. has announced 
the appointment of two new salesmen. 
Hundley R. Gover will cover Virginia, 
North Carolina, and South Carolina, mak- 
ing his headquarters in Charlotte. Joseph 
T. Heyer, formerly with Nesco, Inc., will 
work out of Memphis covering Arkansas, 
Louisiana, Mississippi. western Tennessee 
and western Kentucky. 


Frank I. Tempel, formerly associated 
with A. I. Hall and Son, Los Angeles, 
has joined the West Coast sales staff of 
the Hamilton Watch Co., it was announced 
by Lowell F. Halligan, vice president in 
charge of sales. 
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HENRY PERLMAN 
Craft Watch Co. 


FRANK TEMPEL 
Hamilton 
After an absence of 11 years, Henry 
Perlman will again be traveling New 
York State and New England for Craft 
Watch and Jewelry Co., 580 Fifth Ave., 
New York. 


The Jewelers’ Buyers Guide will be rep- 
resented in California, Colorado, Oregon, 
Texas and Washington by the McDonald- 
Thompson Co., publishers representative. 
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Henry L. Sills has been appointed 
sales manager of J. Fiddelman & Son, 
Blancard & Co., and Syndicate Diamonds, 
Inc. Mr. Sills will cover the south, middle- 


west, and southwest for the three firms. 


HAROLD SHAMROTH 
Reibling-Lewis 





HENRY L. SILLS 
Fiddelman & Son 


Harold Shamroth, who now covers 
the metropolitan New York area for Golden 
Wheel line of Reibling-Lewis, Inc., has 
been given additional territory in the 
southwestern states. Morton Prensky, who 
is associated with Mr. Shamroth, will 
cover the southeastern states. 


The personal leather goods firm of Hugo 
Bosca Co., Inc., Springfield, Ohio, has made 
the following appointments of sales repre- 
sentatives: Edward D. Ejichelberger of 
San Francisco will cover Denver and west 
to the coast. Joseph G. Smith of Spring- 
field. Lll., travels Michigan and _ Illinois, 
outside of Chicago, E. C. Brown, Jackson, 
Miss., will cover Arkansas, Missouri, Lou- 
isiana and Mississippi. 


S. M. Kessler, formerly district repre- 
sentative in the East, has been appointed 
Western sales supervisor for Wadsworth 
Watch Case Co., Inc., it was announced 
recently by Frank P. Stegeman, vice-presi- 
dent. Kessler will be in charge of an ex- 
panded sales staff west of the Mississippi 
River for the firm’s line of compacts and 
cigarette cases and the new Wadsworth 


Watch. 
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S. M. KESSLER 


JOE LIPSCHUTZ 
Wadsworth Watch 


Herbert Rosentha/ 


Joe Lipschutz has joined Herbert 
Rosenthal, diamond jewelry manufacturer, 
as midwest sales representative. 


Fred T. Cole, formerly with Alpheus L. 
Brown, Inc., has been named sales repre- 
sentative by A. Jaffe & Son, Inc., 608 Fifth 
Ave., New York. He will cover New Jersey, 
New England, eastern Pennsylvania and 
eastern New York State. 
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The Toastmaster Products Division of 
McGraw Electric Co., now responsible for 
the sales of all Manning-Bowman, Everhot 
and Tropic-Aire appliances is being re- 
organized along divisional lines, according 
to W. E. O’Brien, general sales manager, 
Toastmaster Products Division. 

Tropic-Aire, Inc., a newly acquired sub- 
sidiary of the McGraw Electric Co., pur- 
chased the Everhot line in the summer of 
1951, will manufacture both Everhot and 
Tropic-Aire appliances. 

The expansion activities now under way. 
according to O’Brien, are part of a long 
range program. The first step is the ap- 
pointment of five new divisional managers. 
They are B. F. Parker, Eastern Division 
Manager, with headquarters in New York 
City; E. B. Thompson, Mid-Atlantic Di- 
vision Manager in Philadelphia; M. J. 
Ely, East Central Division Manager, in 
Cleveland; F. W. Rexford, Central Di- 
vision Manager, Chicago, and K. E, 
Campbell, Pacific Division Manager, Los 
Angeles. 

The new Divisional Managers will have 
direct supervision on all three lines. Fur- 
ther manpower expansion is planned. 


Henry E. Schmidt recently joined the 
sales staff of A. G. Schwab & Sons Co., 
Inc., Cincinnati, wholesalers of Faith 
watches, Faith and Loyalty diamonds, 
Faith and other nationally known brands 
of jewelry. Mr. Schmidt will represent 
Schwab in Indiana and Illinois. 
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R. H. CHAPMAN 
Nash, Inc. 


H. E. SCHMIDT 
Schwab & Sons Co. 


Robert H. Chapman has been appoint- 
ed Eastern District sales manager, it was 
announced by Jack A. Sheridan, general 
manager of Nash, Inc., Jersey City, N. J., 
manufacturer of men’s and women’s bill- 
folds. Mr. Chapman was formerly asso- 
ciated with Buxton, Inc. 


Three new salesmen have been appointed 
to the staff of the Silver City Glass Co., 
Inc., Meriden, Conn. Floyd D. Anderson 
of Yankton, South Dakota, is representing 
the firm in North and South Dakota. 
Murray Bettinger, Cleveland, is covering 
Michigan and Indiana, and Loren W. 
Herzog is representative for the firm in 
the Atlantic seaboard states from Virginia 
to Florida and in Alabama, Mississippi, 
Tennessee and Kentucky. 


Joseph Einstein, formerly with Bernard 
Rice & Sons, is now representing the Globe 
Silver Co., Inc., and the Hunt Silver Co. 
Mr. Einstein will travel the West Coast 
area. 





J. Stephen Katonah has been ap- 
pointed district manager of Arvin radio 
and television in the metropolitan New 
York area, according to Raymond P. Spell- 
man, Arvin sales manager. Mr. Katonah 
will make his headquarters at Arvin’s re- 
cently opened branch distributing office at 
8 W. 30 St., New York. 


W. Henry Burke and Ray Parker 
have been appointed to the sales depart- 
ment of the Ollendorff Watch Co., Inc., man- 
ufacturer of Gotham Watches. Mr. Burke 
will cover Maine, New Hampshire, Ver- 
mont, Massachusetts, Rhode Island, and 
Connecticut. Mr. Parker will cover Mis- 
souri, Kansas, Iowa, and most of Indiana 
and Illinois. 





WMDA Promotes Uniform 
Supply Cabinet System 


USE STANDARD STACK 
MATERIAL CABINETS 
All Steel with 

Interlocking Posts 
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The Watch Material Distributors’ Asso- 
Clation is providing each of its members 
with 1,000 attractive circulars free of 
charge, advertising modern stack-up ma- 
terial cabinets. These circulars will be used 
by the members to advertise these new 
cabinets to watchmakers and jewelers as 
part of an overall plan of the Association 
to provide equipment coordinating the 
various systems for the stocking of watch 
materials by watchmakers and jewelers. 

These modern cabinets advocated by the 
Association are beautifully finished and 
have an interlocking post in each corner, 
making possible a non-tipping, stack-up 
system. These match the cabinets now fur- 
nished by both American and Swiss watch 
factories who have both cooperated to 
bring about uniformity in material cabinet 
systems. 

Further information on these cabinets 
and on other new, progressive plans to help 
the watchmaker and jeweler may be se- 
cured by writing to Don Richards, Secre- 
tary of the Watch Material Distributors’ 
Association of America, 1900 Arch St., 
Philadelphia, Pa. 
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Special Notices 


“Situation Wanted”—Regular type enly $1.25 
Grst 235 words; additional words, 5 cents per 
werd. Heavy type $5.00; additienal werds 20 
ecnuts per wo 

“Help Wanted”—*“Lines Wanted” and “Side 

a ar type $2.50 first 25 words. Ad- 
ditienal words 10 cents per word. Heavy type 
$5.00 Grst 25 werds; additional words 20 cents 
per word. 

Under all ether headings—regular type $5.00 
rst 25 words; additional words, 20 cents per 
werd. Heavy type $7.50 first 25 words; addi- 
tienal words 25 cents per word. 

Name, address, initials and abbreviations 
count as w and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclesed. Remittance with order. 


Not subject to ageney commission. 


Special notice forms clese 10th of the pre- 
eeding month. 


Te aveid unnecessary correspondence men- 
tion your loeation in the advertisement. 


All answers will be directed care Jewelers’ 
Circular-Keystene, unless otherwise instructed. 


In answering ads, do not enclose eriginal 
letters of r datiens. 
Jewelers’ Circular-Keystone 
10@ BE. 42nd St., New York 17 
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Situations Wanted 








CLOCK repairer; five years’ experience ; 
seeks position. P. John, 26 Wall St., 
Newark, N. J. 





BOOKKEEPER, full charge, accounting 
background: heavy experience; highly 
efficient, above average. Address “R., 
2926,” care J C-K. 





BUYER; silver, china, gifts; young; sin- 
gle; ambitious; will consider any loca- 
tion; over 10 years’ experience. Address 
“E., 2904,” care J C-K. 





LADY: many years’ experience in buying, 
assorting, picking melee, also filling 
orders; highest references. Address 
“A., 2630,’ care J C-K. 





YOUNG woman, pleasant personality: 15 
years’ experience in gold room and 
office, wholesale and jobbers: good at 
figures: willing worker. Address “E., 
2910,”" care J C-K. 





HEAD watchmaker, wants position in 
large fine store in warm climate; high- 
est references; Florida preferred: no 
seven jewel watchmaker. Address “J., 
2991,” care J C-K. 





RETAIL credit jewelry salesman; 10 
years’ experience; presently employed, 
seeks position in Los Angeles, Cali- 
fornia, in retail credit jewelry store. 
Address “F., 7,”’ care J C-K. 





DIAMOND man, 27, six years’ experience 
with top importer, sorting, assist buy- 
ing, orders; college merchandising; 
seeking opportunity; New York City. 
Address “K., 2880,” care J C-K. 





BUYER-manager: china, glass, gifts and 
lamps; 30 years’ experience ; can furnish 
excellent references: preferably jewel- 
ry or specialty shop in South or South- 
west. Address “G., 8,” care J C-K. 





SALESMAN-manager: 20 years’ experi- 
ence in retail credit store operation, 
window trim, collections, etc.; presently 
employed, desirous of making a change. 
Address ‘“H., 2907,” care J C-K. 


JEWELER: 10 years’ experience on 
platinum, gold; can do light special 
orders and repairing: no setting: wishes 
position ; moderate salary. Address “N., 
2956,” care J C-K. 


SALESMAN: 10 years’ experience, 35 
vears old: cash and credit; experienced 
in all phases; conscientious and relia- 
ble: desires permanent job, with future. 
Address “M., 2955,” care J C-K. 











JEWELER, woman, 20 years’ jewelry re- 
pairing; enameling and limited manu- 
facturing; now employed, but desires 
change; prefers Southwest. Address “B., 
2945,” care J C-K. 





YOUNG woman, experience with ring 
manufacturers; full charge of orders, 
sample lines and general detail work; 
references. Address “E., 2947,” care 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
lished concern. Address “C., 1035,” care 
J : 





BOOKKEEPER-accountant, office man- 


ager, correspondence, credits, collec- 
tions; extensive experience office, fac- 
tory; exceptionally capable, proven 


background. Address “B., 2937,” care 
J 





WATCHMAKER, salesman; B.T.S. gradu- 
ate; chronograph, clock and jewelry re- 
pairman; 19 years’ experience; capable 
of taking charge; permanent position 
rw FP Address “G., 2912,” care 
J C-K. 





MANAGER and buyer, 30 years’ experi- 
ence in all phases of the jewelry busi- 
ness including shop, wants to make 
change; prefer store selling better mer- 
chandise; best of reference. Address 
“C., 2874,” care J C-K. 





MANAGER-salesman, with credit chain 
store past five years; experienced in all 
phases of operation; graduate gemolo- 
gist; desires to locate in or near New 
—. Address “J., 2916,” care 





MANUFACTURING executive, ambitious, 
aggressive, age 30; nine years’ success- 
ful experience jewelry manufacture; di- 
rection of industrial engineering, pro- 
duction, operations; Yale graduate. Ad- 
dress “G., 2978,’ care J C-K. 





MANAGER-S-salesman; fully qualified in 
creative and promotional credit jewelry 
operations ; interested in profit sharing 
proposition; can make limited invest- 
ment if necessary. Address “D., 2975,” 
care J C-K. 





BOOKKEEPER, F.C. general ledger, trial 
balance, nine years’ manufacturing ex- 
perience, handling of orders, customers; 
extremely capable, efficient, trustworthy ; 
personable; start, $70; Manhattan. Ad- 
dress “K., 2952,” care J C-K. 


QUALIFICATIONS of this outstanding re- 
tail executive well worth investigation 
by major department store or expan- 
sion-minded lease operator; presently 
employed Mid-West; will relocate. Ad- 
dress “J., 2950,’ care J C-K. 


BOOKKEEPER; full charge, general 
ledger, trial balance; experienced dia- 
monds, precious stones, manufacturing; 
extremely capable, efficient, trust- 
worthy, personable; Manhattan. Ad- 
dress “T., 2775,” care J C-K. 


DIAMOND buyer; expert knowledge 
of jewelry trade, also semi-precious 
stones, wishes to change position; 
residence Chicago; age 53, married. 
Address Circular 241, Room 1415, 
Heyworth Bldg., Chicago 2. 


WATCHMAKER, salesman; take charge 
of repair department, sales promotion, 
window dresser; 25 years’ experience: 
personal interview arranged: New York 
State or Florida. Address, ‘‘Watch- 
= 7 Oak St., Albany, N. Y. Phone 

~” ° 


COMPETENT watchmaker; 30 years’ ex- 
perience; honest, dependable, clean 
habits, wishes employment with reliable 
jeweler: salary or piece work; five-day 
week; New York or vicinity. Address, 
Carl Lieberman, Y.M.C.A., 179 Marcy 
Ave., Brooklyn, N. Y. 




















MANAGER, seven years’ experience inten- 
sive credit jewelry operation: “know 
how” in sales, promotions, store and 
window display, management, collections 
and credits: age 35: unmarried; 
veteran: presently employed. Address 
“T.. 2936,” care J C-K. 





YOUNG man, experienced salesman pr 
cious, semi-precious _ stones, pearls. 
large following; expert gem testing 
gem identification; advanced gemolop*' 
cal training, seeks position with fing 
New York wholesale or retail firm Aa 
dress “Y., 2751,” care J C-K. — 


tlt Lr 

YOUNG, energetic salesman, with fin 
background in both cash and credit 
sales; can handle repairs and Special] 
order work; capable of trimming wip. 
dows; desires position in Metropolitan 
¢ Address “A.,, ” Care 


ttre, 

ENGRAVER, trade work experience, de. 
sires permanent position with opporty. 
nity for future; knowledge of watch 
repairing, but no experience in that line: 

I am interested in learning the retajj 
jewelry business. Address “M., 2854” 
care J C-K. 


Ell ee, 

WATCHMAKER, first class; five yearg’ 
experience; young; assist in selling. 
good references; capable taking charge 
repair department; presently employed: 
desires position in Florida; East Coast 

















preferred. Address “T., 2867,” care 
J C-K. 
GENERAL manager; large, reputable 


non-credit store; 25 years’ managerig] 
experience ; I will develop greater sales 
volume without harming your prestige: 
I am expensive but will make money 
for you; college graduate; associate 
gemologist. Address “V., 2869,” care 
J 





CERTIFIED Master watchmaker by 
Horological Institute of America: 
technical training at Bowman’s; head 
watchmaker in store employing 23 
people; pleasant personality, excellent 
sales ability; married, two children, 
age 40; good reason for change. Address 
“A., 2885,” care J C-K. 





YOUNG man seeking position as store or 
shop manager with complete knowledge 
of jewelry industry; can cast gold and 
platinum, die setter, jeweler, estimates 
on watch repairs, gemologist, appraiser; 
can supply references and proof of 
qualifications. Address “D., 2909,” care 
J 





COLLEGE graduate with B.S. degree in 
business administration and _ diploma 
from the Bradley Horological Institute, 
desires position with a jeweler who may 
be interested in selling his business; 
salary secondary to the opportunity 
— Address ‘‘A., 2900,” care 





MANAGER-salesman, retail store; desires 
to change position; thorough knowledge 
of diamonds, buying, grading, apprais- 
ing; gem testing and _ identification; 
special order work; window dressing; 
28 years’ experience; high grade estab- 
—— only. Address “P., 2934,” care 
J C-K. 


YOUNG man, 27, two years’ travel ex- 
perience with leading men’s jewelry 
line, three years’ retail jewelry experi- 
ence, college graduate, desires opportu- 
nity to start at bottom with top flight 
manufacturer; future placed above all: 
willing to travel; top references. Ad- 
dress “D., 2841,” care J C-K. 











FIRST class manufacturing jeweler 
and special order man, 25 years’ ex- 
perience on all types of work; 45 
years of age and married; always 
employed but would like to make 
change; best of references as to 
honesty and ability. Address “D., 
2888,” care J C-K. 


ADVERTISING and promotion manager, 
brilliant executive with result-proven 
ideas: exceptional knowledge of retail- 
ing; 25 years’ experience in newspapers, 
chain store and agency ; now employed: 
will consider top level offer only from 
large chain, manufacturer or agency. 
Address “F., 2948,” care J C-K 


SEASONED manager, credit jewelry 
store; well known, reliable; confi- 
dent of improving volume; cxperl 
enced in advertising, train personne}, 
take complete charge; now employ- 
ed in major Texas city; availab 
for top paying position only. 


dress “C., 2887.” care J C-K. 
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SITUATIONS WANTED—Continued 





*R-salesman, under 35; over 13 
MANA intensive experience in New York 
City; cash and credit jewelry, pawn- 
broking ; full knowledge all phases re- 
tail credit including sales, promotions, 
collections, Window trimming , will re- 
locate; finest references. Address “R., 
9935,” care J C-K. 


EE 

MAN with wide experience in sales man- 

“agement, national advertising, the crea- 
tion and execution of promotional pro- 
rams, seeks new executive position 
with manufacturer of quality consumer 
item having national distribution; has 
wide following among wholesale jewel- 
ers. Address “D., 2982,” care J C-K. 








 aialenmnastiaatia 

CHAIN store executive; experienced ad- 
ministrator, buyer, store supervisor, Cca- 
pable promotional and advertising man, 
now employed, desires proposition with 
better financial possibilities; starting 
salary $10,000 plus arrangement; only 
replies from well rated firms considered. 
Address “B., 2727,” care J C-K. 

na 

WATCHMAKER, registered in licensed 
state and graduate of accredited school, 
desires Midwest location, but will con- 
sider others ; presently enrolled in Gemo- 
logical Institute of America correspond- 
ence courses in gemology ; my six years 
experience also includes jewelry repair- 
ing and sales work, for further details, 
please write “F., 2905,” care J ¢ -K. 








DIAMOND buyer-assorter, seeks loose 
goods or bunch ring house requiring 
a top notch expert to fill an impor- 
tant position; appropriate salary 
essential; with present connection 
many years; only answers from 
principals considered, treated con- 





fidentially. Address “A., 2922,” 
care J C-K. 
TOP notch manager-salesman_ desires 


permanent position with live wire con- 
cern; 20 years’ retail jewelry experi- 
ence; thorough knowledge of _ retail 
jewelry business; merchandising, ad- 
vertising, display, window trimming 
and credits; capable of taking full 
charge; midwest preferred, but will go 
anywhere. Address ‘“W., 2941,” care 
J : 





YOUNG executive wishes to make change 
to aggressive, reputable jewelry com- 
pany in the Middle West, or Eastern 
Seaboard; presently employed as man- 
ager for large jewelry chain; excellent 
salesman, experienced buyer, display, 
credit and collection background; well 
known in the trade; minimum starting 
salary $10,000 plus bonus and commis- 
sion. Address “B., 2838,’ care J C-K. 





MANAGER, excellent salesman; 39 years 
old; married: personable: 19 years’ di- 
versified experience; thorough knowl- 
edge promotions, advertising, buying, 
window and _ store trims, credits and 
collections, etc., with outstanding New 
York and New Jersey retail credit 
chains; now residing New York City; 
will relocate for a good proposition with 
a future: finest references; excellent 
background. Address “J., 2932,” care 

-K. 

ADVERTISING man, tackles job with 
sincerity and enthusiasm; knows tricks 
of cost cutting; writes good selling copy, 
layout ads that demand action; direct 
mail, sales promotion and newspaper 
experience: ad manager of retail credit 
jewelry chain, desires responsible and 
challenging position with manufacturer 
or retailer offering good future; ver- 
Satile, young married man with ability, 
experience and gumption will locate 
where you want him. Address ‘“‘F., 2846,”’ 
care J C-K. 








MANAGER-salesman ; presently employed 
with six years’ experience managing 
Jewelry store; thoroughly experienced 
in buying and selling diamonds, and 
special order estimates; G.I.A. graduate 
femologist, this spring: have instru- 
ments; desires permanent position with 
reputable firm; married, family: de- 
pendable and responsible; good appear- 
ance; excellent references; New York 
City or vicinity only. Address ‘“‘A., 
2943,” care J -C-K. 





WATCHMAKER, or watchmaker and 
manager of repair department; thor- 
oughly trained in the management of 
repair department of a large store; 20 
years’ general experience in the retail 
jewelry business, but specialize in fine 
watch repairing; am now head watch- 
maker, and manager of repair depart- 
ment of one of the best stores in the 
country; can be available soon; sober 
and dependable; best of references. Ad- 
dress “R., 2719,” care J C-K. 





MANAGER - supervisor - merchandise 
man; presently managing $400,000 
credit unit of successful chain opera- 
tion while merchandising and super- 
vising several stores; 35 years of 
age, with 15 years’ proven record in 
the field; experience includes the 
operation of high powered stores on 
State Street, Chicago, Broadway in- 
Los Angeles and the past four years 
in the Southern part of the coun- 
try; am willing to locate anywhere, 
but only for top proposition, Ad- 
dress “D., 2903,” care J C-K. 








Lines Wanted 





WATCH line wanted in 14K white, with 
diamonds. Address “Circular 238,” 
Room 1415, Heyworth Bldg., Chicago 2. 





SALESMAN; 20 years Midwest cover- 
age, desires top line to retail jewel- 


ers. Address “L., 2918,” care J C-K. 





PACIFIC COAST salesman, well known 
and established, desires line 14K jewel- 
ry, genuine stones, or platinum line for 
ie: oe. Address “F., 2608,” care 





EXPERIENCED traveling salesman de- 
sires quality line to retail jewelers 
in Minnesota, Wisconsin, Iowa, Ne- 
braska, Montana and Dakotas. Ad- 
dress “M., 2919,” care J C-K. 





SALESMAN: Pacific Coast: has called 
on the trade for over 20 years, has very 
fine following, desires platinum or gold 
line, or a prestige line of watches. Ad- 
dress “G., 2609,” care J C-K. 





SALESMAN; familiar all types of mer- 
chandise, seeking reputable line to 
wholesalers ; extensive following in New 
York City and throughout East. Ad- 
dress “P., 2814,” care J C-K. 





SALESMAN; 33; presently employed, 
would like good manufacturer's line 
only; adaptable any field: good follow- 
ing New Jersey, also interested Con- 
necticut; must have liberal drawing. 
Address “K., 2951,” care J C-K. 





SALESMAN, excellent following calling 
on jobbers, retail jewelers, department 
stores, covering New York City, New 
Jersey, Washington, Maryland, Penn- 
sylvania, looking for plated or sterling 
hollowware line. Address ‘“W., 2898,” 
care J C-K. 





SALESMAN; experienced, located in 
Los Angeles, to cover West Coast 
as your agent or representative; 
familiar with all jewelry store mer- 
chandise; available for discussion in 
Los Angeles or in East. Address “E., 
2987.” care J C-K. 





MANUFACTURERS’ representative wants 
gold and gold filled earring line, gold 
filled costume jewelry line, or any fast 
moving items sold to wholesalers, for 
Middle West and Southern territory; 
can produce volume business. Address 
“Circular 242,” Room 1415, Heyworth 
Bldg., Chicago 2. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





SALESMAN, covering South and South- 
west, including Texas, desires top line 
(no mountings) selling to wholesalers; 
proven sales, 1951, approximately $300,- 
000; will consider nationally advertised 
line selling direct; commission only, 
with weekly drawing; highest grade 
references. Address “A., 2953,” care 





MANUFACTURERS’ opportunity; ace 
representative covering the entire 
East, 30 years traveling, desires gold 
lines, promotion merchandise; gent’s 
stone rings; have solid contacts with 
jobbers. department stores, credit 
stores, large retail users; what have 
you to offer covering New York to 
Michigan; commission basis only. 


Address “R., 2858,” care J C-K. 








Side Lines 





SALESMAN wanted to carry side line of 
platinum and gold mountings in and 
around Chicago; commission basis only. 
Address “N., 2883,” care J C-K. 





SALESMAN, to carry side line of emblem 
rings and emblem buttons, plain and 
set with diamonds; priced right; state 
full particulars. Address “D., 2946,” 
care J C-K. 





SALESMAN, with following, wanted to 
carry a side line of diamond mounted 
rings, mountings and wedding rings, to 
sell to retail stores in Metropolitan 
area. Address “C., 2944,” care J C-K. 





DISTRIBUTOR wanted; East or Middle 
West, direct import cultured pearls; 
to offer lowest consistent prices and 
quality. L. Sparrow, 657 Mission, 
San Francisco, Calif. 





SALESMAN, for Middle West and part of 
South, to represent old established 
manufacturer of a top line of ladies’ 14K 
mountings; must have following; draw 
against commission. Address “‘L., 2853,” 
care J C-K 





SALESMAN wanted to carry side line of 
a New York manufacturer and importer 
of service and dress watches, to jobbers 
and wholesalers, in all territories ex- 
cept West Coast; commission basis 
only. Address “N., 2855,”’ care J C-K. 





SALESMAN, boxes and displays, to retail 
jewelers; experienced man preferred; 
principal territory Chicago, Wisconsin, 
Minnesota, ete.; a good line, a fair com- 
mission. Harry B. Mahan Co., 320 W. 
South St., Indianapolis, Ind. 





AN outstanding line of jewelry, featuring 
costume jewelry that will please you 
and your accounts, also leading name 
brands; Mid-west and Southern States 





open; commission. Address “B., 2675,’ 
care J C-K. 
MANUFACTURERS’ representative 


wanted by well known manufacturer 
of ladies’ costume, gold-filled jewel- 
ry, for established Southern and 
Southwest wholesale trade. Address 


“E., 2843,” care J C-K. 


SHORT costume jewelry line, including 
several nationally advertised specialty 
numbers; can be handled very easily 
with excellent results; volume pro- 
ducer; commission. Oleet Manufactur- 
ers, 305 E. 47th St., New York City 17. 








Continued on page 250) 
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SIDE LINES—Continued 








EXCLUSIVE line stainless steel jewelry ; 
original designs, unique features; in 
finest stores; volume reorders; 15% 
commission; several territories. 
~<a, Co., 21 N. George St., York, 

a. 





SALESMAN wanted, with following 
among jobbers and chain stores, to rep- 
resent manufacturer of ladies’ 14Kt, 
gents’ 10 Kt stone rings, diamond 
mountings and crosses; also 14 Kt cuff 
links; on commission basis; for Chi- 
cago; also man for Pacific Coast. Ad- 
dress “F., 2683," care J C-K. 





RESIDENT salesman; sterling silver cos- 
tume jewelry line; popular priced; di- 
rect from manufacturer, now available; 
only salesman with jewelry and depart- 
ment store following for this terrific 
side line will be considered; several 
territories open; excellent commissions ; 
aon references to “Y., 2942,’’ care 





SALESMAN wanted to carry line of 
watch bracelets, straps, boxes, findings; 
watch material; excellent lead line, for 
salesman carrying another line now; 
Eastern States open, on a commission 
basis; wonderful opportunity for a live 
wire to more than earn his expenses; 
state experience, references, territory 
covered. Address ‘“S., 2865,’ care J C-K. 





SALESMAN wanted to carry popular 
priced fast moving line of men’s and 
ladies’ luggage; commission basis; 
top earnings available as we have 
active accounts established national- 
ly; please give full details and ref- 
erences in first letter. Supreme Suit 
Case Co., 1271 W. 9th St., Cleve- 
land, Ohio. 





SIDE line salesmen wanted, with retail 
following; compact line of gold-filled 
and white stone, highly styled jewelry; 
commission 15%; we have a large fol- 
lowing in Chicago and the Middle West 
for a resident salesman; we are covered 
for Pittsburgh and Texas; all other 
territories open. Write, Le Dor Jewelry 
Co., 1265 Broadway, New York 1, N. Y. 





SALESMAN, to represent manufacturer 
of popular priced gold jewelry consist- 
ing of crosses, cuff links, neck chains, 
anklets, charms and religious medals: 
with following among retail and depart- 
ment stores in New England States, 
New. Jersey and Pennsylvania: com- 
mission basis; give full details in first 
letter. Address “C., 2677,” care J C-K. 











THREE protected territories open; 
rare opportunity, by distributor of 
one of the industries’ most exten- 
sive filled and silver ring lines to 
jewelery, pawn, specialty and depart- 
ment stores; two additional affili- 
ated lines also available if desired; 
give full details in first letter, Ad- 
dress “H., 2686.” care J C-K. 








Help Wanted 





COMBINATION stone setter and jeweler, 
on special order work and new work. 
Address “‘M., 2891,” care J C-K. 





WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K. 


WANTED, two A-l watchmakers; per- 
centage basis only. Address “‘T., 1460,” 
care J C-K. 








AGGRESSIVE, intelligent, retail jewelry 
salesman. Grunewald & Adams, Box 
270, 60 E. Congress, Tucson, Ariz. 





EXPERIENCED jeweler, who is capable 
of operating a shop of production and 
ex work. Address “R., 2892,” care 





WANTED; good, younger jeweler to work 
under top man and do repairing and 
some diamond setting. Address “C., 2,” 
care J C-K. 





JEWELER, on new work and some stone 
setting; one with experience; excellent 
place to work; answer in detail. Ad- 
dress “J., 2890,’ care J C-K. 





WANTED; ffirst class watchmaker to 
work on percentage basis only; top re- 
tail prices for work; write references. 
Address “‘A., 1,” care J C-K. 





MAN or woman, to buy for and manage 
our china, crystal and giftware depart- 
ment. Arthur A. Everts Co., 1813-15 
Main St., Dallas, Texas. 





WANTED; experienced watch material 
man (inside) ; good proposition. Write, 
Acme Jewelers Supply Co., 33 John R 
St., Detroit 26, Mich. 





BURROUGHS #7200, billing machine op- 
erator; five-day week; good opportu- 
nity for advancement; New York manu- 
facturer. Address “V., 2940,” care 
J C-K. 





ENGRAVER, stone setter, jeweler; spe- 
cial order and manufacturing shop; 
steady work, top wages; will consider 
percentage bonus. Address “E., 2973,” 
care J C-K. 





SALESMAN, for retail credit jewelry 
chain; excellent opportunity for aggres- 
sive salesman, in long established credit 
jewelry store; salary plus commissions. 
Address “J., 2877,” care J C-K. 





MANUFACTURERS’ representative; ster- 
ling silver hollowware, popular price 
line; excellent territories available; 
drawing against commission. Address 
“T., 2965,” care J C-K. 





SETTER; stone, diamond, jeweler or en- 
graver combination man _ preferred; 
trade shop and manufacturing; advise 
age, experience and wages desired. Ad- 
dress “C., 2972,” care J C-K. 





SALESMAN; to carry a diversified side 
line of quality 14K gold and platinum 
rings for old established manufacturer. 
Address “Circular 240,’ Room 1415, 
Heyworth Bldg., Chicago. 





WATCH repairman to do all watch re- 
pair for store; must be good on railroad 
watches ; permanent job; percentage ar- 
rangement desired. Write, T. L. Davies, 
Jeweler, Falls City, Nebr. 





AVAILABLE as side line, small line of 
zircon rings beautifully styled and 
priced for volume; all territories 
open. Address “K., 2851,” care 
J C-K. 


SALESMAN; to travel Ohio or Pennsyl- 
vania for largest Ohio costume jewelry 
house; unusual opportunity for estab- 
lished man; weekly draw and commis- 
sion. Write, Mack Henfield & Sons, 311 
Schofield Bldg., Cleveland, Ohio. 








WANTED; experienced jewelry salesman 
with following to cover Arkansas, Louis- 
iana, Mississippi, Texas and Oklahoma: 
plenty of active accounts; must have 
car. Address “H., 2913,” care J C-K. 


WANTED; man to sell popular priced line 
of polished and gray cut stemware, on 
commission basis; suitable for jewelry, 
department store and gift shop trade. 
Address “‘A., 2872,” care J C-K. 


WATCHMAKER:;; if you are an excellent 
Wisconsin licensed watchmaker, who 
can be congenial with other watch- 
makers, in a quality store, we are pre- 
pared to pay handsomely for your ser- 
vices. Address “G., 2989,’’ care J C-K. 








WATCHMAKER; experienced; fj 
week ; ideal working conditions; ae 
nent job on the far North side of Qj. 
cago; state age, experience, salary ex. 
pected in first letter. Address “V., 2397» 
care J C-K. 





ria. 

SILVER salesman; preferably with buy- 
ing experience, wanted by prominent 
Fifth Ave., New York, retail store. 
state age, and full particulars; all re. 
plies confidential. Address “P., 2g¢9» 
care J C-K. 





le rr. 


JEWELER; with a very fine mechanica) 


background, to take charge of a Shop 
of about 10 people; fine opportunity fo, 
a capable man coupled with business 
ability; write in detail. Address “Q, 
2881,” care J C-K. , 








SALESMAN, with non-conflicting line, to 


represent a manufacturer of 14K white 
gold cases and attachments for dia. 
monds, gents’ attachments, link watches, 
unmounted only; several territories 
open. Address “H., 2990,” care J C-K. 








WANTED; store manager to take ful] 


charge of store in Laurel, Miss.; must 
understand credit promotion and mer. 
chandising; good incentive plan for the 
right man. Rider Jewelry Co., Baton 
Rouge, La. 





ee 


WATCHMAKER, experienced; five day 


week; ideal working conditions, in 
Northern Ohio city; permanent job; 
state age, experience, salary expected in 
eo Address “R., 2165,” care 





—————— eee 


MANAGER; entirely familiar with all 


phases of credit jewelry store operation, 
fully qualified to operate large store in 
high type jewelry installment chain; 
excellent opportunity for man _ with 
qualifications. Address “H., 2876,” care 
J 








SALESMAN ; to cover Philadelphia, Balti- 


more, Washington and the New England 
States for a well Known manufacturer, 
selling exclusively made diamond set 
14K dinner rings; also as mountings 
only: high commissions. Address “K., 
2613,” care J C-K. 





STORE manager to take complete charge 
of credit store; good salary to qualified 
man; must be top salesman, trim win- 
dows, and be aggressive; send details 
including small snap; replies confiden- 
tial. A Paul, 260 S. Scott St., Tucson, 
Ariz. 





SALES manager, to take full charge of 
credit jewelry store immediately; must 
know selling, promotion, etc.; send full 
details, experience, references and small 
photo: guaranteed salary plus percent- 
age of the volume for right man. Holz- 
man’s, 19 12th St., Columbus, Ga. 





SALESMEN ; territories open in South, 
Mid-west and West Coast; manufac- 
turer’s popular priced sterling silver 
novelties, also items for sales pro- 
motion and advertising purposes; 
commission; references. Address 


“M., 2882,” care J C-K. 





NCR operator #3000, experienced; must 
have good knowledge of bookkeeping 
details: five-day week; hospital and 
medical benefits; good position for right 
party: large New York manufacturer, 
salary according to ability. Address “R., 
2939,” care J C-K. 


——— 





WATCHMAKER;; must be experienced 


and do high quality work; should 
be of neat appearance and good 
personality; front position along 
with other watchmaker; high grade 
store 45 years in same family man- 
agement. M. Meyer, Marion, Ind. 











WELL established manufacturers of eX- 


clusive line of quality silverware, silver 
novelties, etc., require experienced sales- 
men with active following; two _terri- 
tories now open, Southern area West of 
the Mississippi and the State of Ohio. 
Address “Y., 2871,” care J C-K. 
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HELP WANTED—Continued 


=__” ~~ 





SALESMAN to carry loose and Love Lite 
diamond rings, a general line of jewelry 
for western part of Oklahoma, Kansas, 
Texas, New Mexico and Colorado, on 
commission basis; strong line, backed 
up by advertisements. Samuel Gordon 
& Co., Oklahoma City, Okla. 








EXPERIENCED man in creating models 
in silver cast ladies’ rings; must have 
full knowledge of casting; old estab- 
lished manufacturer in Providence, 

_J.: an ambitious man will be con- 
sidered for partnership; little capital 
needed. Address “F., 2844,” care J C-K. 








WATCH salesmen ; excellent opportunity ; 
experienced traveling salesmen to rep- 
resent old established watch firm; three 
major territories open; draw vs. com- 
mission ; your letter giving past experi- 
ence in detail will be held in confidence. 
Address “F., 2911,” care J C-K. 








WATCH salesmen, with good retail fol- 
lowing, wanted in New York State, 
Pennsylvania and Michigan (existing 
accounts will be turned over) by estab- 
lished importer with complete low priced 
fine Swiss watch line ; commission basis ; 
no objection to non-conflicting line. Ad- 
dress “D., 4,” care J C-K. 





——— 


OPPORTUNITY for ambitious man- 
ager who will make 10% profit 
sharing plan pay off for him; nice 
installment store with $4,500 annual 
starting salary; perfect for aggres- 
sive man who wants to build a future 
in Florida. Address “E., 2222,” care 
J C-K. 





RETAIL salesman, with thorough experi- 
ence in diamond sales, creative sales 
ability and background in installment 
selling, in Middle West: position offers 
excellent salary and commission, with 
permanent future in large progressive 
store. Goodman Jewelers, 30 W. Wash- 
ington St., Indianapolis, Ind. 





WANTED: general and timer salesmen; 
earn $10,000 and more a year; if you 
are ambitious, energetic, some exnperi- 
ence in selling watch material, perhaps 
a knowledge of our line, here is an op- 
portunity of a lifetime. Henry Paulson 
: eee 131 S. Wabash Ave., Chicago 3, 





STORE manager: to take complete 
charge of established credit store; 
large town, 100 miles from Chi- 
cago; guarantee plus percentage of 
business with opportunity for ad- 
vancement; must be good in sules, 
windows, collecting and promotions. 


Address “B., 2974,” care J C-K. 








WATCHMAKER, established West Texas 
store; present watchmaker to manage 
new store; finest climate in United 
States for relief to asthmatic sufferers: 
experience not absolutely necessary if 
properly trained ; salary or commission : 
send photograph, full particulars, refer- 
ences. Address “L., 2954,” care J C-K. 








SALESMAN, with established following 
among department stores, jewelers and 
gift shops, to represent well known 
manufacturer of silver plate and chrome 
hollowware and electric coffee makers 
for West Coast, on commission basis: 
five full detail in strict confidence. Ad- 
dress “S., 2961,” care J C-K. 





o 
SALESMAN, with established following 
among department stores, jewelers and 
sift shops, to represent well known 
manufacturer of silver plate and chrome 
hollowware and electric coffee makers, 
In Ohio and Michigan, on commission 
basis; give full detail in strict con- 
fidence. Address “P., 2959,” care J C-K. 


SALESMEN, with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
covering Southern and Western terri- 
tories; residing in vicinity; travel by 
car; drawing against commissions; ref- 
erences. Address “R., 2622,” care J C-K. 





A NATIONALLY known diamond ring 
house has several territories open 
for active salesmen with established 
following; very liberal drawing 
against commission: all information 
kept in strict confidence; our sales- 
men know of this ad. Address “G., 


2309,” care J C-K. 





SALESMAN: with following among the 
retail stores, to sell our line of ladies’ 
and gents’ 14K birth stone rings, 10K 
military rings, diamond mountings, 
dinner rings, 14K cuff links and 
crosses: drawing against commission : 
all territories open. Address “E., 2682,” 
care J C- 





WANTED: salesman with following to 
represent distributor of nationally ad- 
vertised flatware, clocks, electrical ap- 
pliances, jewelry and other lines for 
Maryland, District of Columbia, Virginia, 
West Virginia, North Carolina and 
South Carolina : drawing account 
against commission: answer, giving ex- 
perience. Address “G.,2694,” care J C-K. 





SALESMAN wanted, for Northwest terri- 
tory on commission basis, to call on 
silverware departments, jewelers and 
jobbers; nationally known manufac- 
turer of sterling silver S. & P. in- 
dividuals, hollowware and baby goods 
since 1895: must be experienced and 
carry affiliated line; references, details. 
Address “B., 2901,” care J C-K. 





SALESMAN, with following among the 
finest stores in the Mid-West, to take 
over active accounts of a leading New 
York manufacturer of 14K _ novelties, 
including men’s jewelry, compacts, 
cigarette cases, lipsticks, pill boxes. keys, 
ete.: this is an extremely desirable line 
for a top-flight man. Address “G., 2977,” 
care J C-K. 





FACTORY superintendent: well known 
progressive gold ring and jewelry fac- 
tory in Providence, R. I.: must have 
very practical experience and ability to 
take full control: starting salary $8,000 
to $10,000, and later profit sharing: ex- 
cellent life-time position; give full par- 
ticulars in confidence. Address “V., 
2966,” care J C-K. 








AGGRESSIVE, energetic and competent 
young man, 25 to’30, married and cap- 
able of handling front repair window 
for a four-man shov: watchmaking ex- 
perience helpful, but not necessary; 
must be able to type and keen accurate 
records: full particulars first letter. 
Avnly. Moon Jewelry Co., Box 1169, 
Tallahassee, Fla. 





SALESMAN, with established following 
among department stores, jewelers and 
gift shops, to represent well known 
manufacturer of silver plate and chrome 
hollowware and electric coffee makers 
in New York State and part of Metro- 
politan area, on commission basis: give 
full detail in strict confidence. Address 
“R., 2960," care J C-K. 





CAROLINAS to Florida territory open; 
small line of men’s and ladies’ stone 
rings, highly styled, competitively 
priced: many active accounts in the 
territory : personal interview can be ar- 
ranged during March, as one of firm 
will be driving through the territory; 
please give all details in first letter, 
or phone, or wire. Meier Bros., 17 Wil- 
liam St., Newark, N. J. 





SALESMAN, for one of the leading pop- 
ular priced sterling hollowware lines in 
Texas, Oklahoma, Louisiana and Ar- 
kansas; we have many established cus- 
tomers in the territory and desire a 
man who is well acquainted with jew- 
elers and department store buyers: no 
objection to non-conflicting line: com- 
yt basis. Address “Y., 2899,” care 





YOUNG, aggressive salesman, Chicago 
resident, wanted by well-established 
manufacturer of popular priced gold- 
filled watch bands, to call on whole- 
salers and watch importers Chicago 
and entire Middle West; straight 
commission basis; we have many ac- 
tive accounts in this territory; give 
full particulars in first letter. Ad- 
dress “F., 2988,°’ care J C-K. 





SALESMEN (two) for West Coast and 
Middle West areas, with following 
among better watch importers and 
wholesalers for nationally Known manu- 
facturer of rhinestone watch cases; no 
objection to non-conflicting lines; all 
replies treated confidentially ; commis- 
sion only. Thomas J. Frank, Sales Man- 
ager, Leading Jewelry Mfg. Co., 366 
Fifth Ave., New York City. 





MANAGER-salesman, assistant to owner, 
to take over management as soon as 
ability is proven, for well established 
credit jewelry store, selling all the top 
lines of watches, sterling, silver, etc. ; 
located in Connecticut, 50 minutes from 
New York; excellent opportunity for 
aggressive man; send past earnings and 
experience. Address “‘W., 2870,” care 
J C-K. 





SALESMEN to represent well-known 
diamond ring and loose goods con- 
cern; must have following among 
retailers; must travel by car; one, 
New York State, Pennsylvania and 
New England; two, Ohio, Indiana, 
Illinois, Michigan and Wisconsin; 
drawing against commission; give 
full details and references in letter; 
replies held in strict confidence. Ad- 
dress “P., 2857,”" care J C-K. 


JEWELRY manager-salesman, for re- 
tail credit chain store Jocated in 
North Alabama town of 25,000 popu- 
lation; requires good salesman, ex- 
perienced in collections, window 
trims, etc.; salary and commission; 
write stating qualifications, ref- 
erences, salary required, and enclose 
recent photo. Reply to, Goldstein 
Bros., 215% No. 20th St., Birming- 


ham, Ala. 








TWO salesmen wanted: large manufac- 
turer of a popular priced line of silver 
plate and sterling hollowware, includ- 
ing electrical table appliances, is open 
for good representation for complete 
southern territory from Virginia to 
Texas including Florida: only those who 
have a following and who can produce 
results need apply; drawing account or 
straight commission basis; no objection 
to one side line. Address “A., 2837,” 
care J C-K. 


A NATIONALLY known importer of 
highest quality English plated and 
sterling hollowware has _ vacancies 
for two experienced traveling sales- 
men, one for Southern and one for 
New England with Midwest terri- 
tories; full particulars of experience, 
territory covered, age, ete.; appli- 
cations will be treated in strict con- 
fidence: our salesmen know of this 
advertisement. Address “G., 2757,” 
eare J C-K. 


WATCHMAKING and engraving may 
now be learned advantageously by 
home study; to meet the demand to 
learn these trades at home in spare 
time, the Kansas City School of 
Watchmaking has adapted its out- 
standing course in watchmaking 
and engraving to home study train- 
ing. Write for information: Kan- 
sas City School of Watchmaking, 
Dept. C. Admiral & Tracy, Kansas 
City 6, Mo. 


(Continued on page 252) 
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SALESMEN, experienced, to call on 
jewelers, retail and wholesale, also 
department stores, hardware and 
drug jobbers, to represent one of the 
largest silver plated hollowware 
manufacturers; splendid opportun- 
ity ; territories Southeast, Southwest, 
Central, West Coast, also Metropoli- 
tan area; drawing account against 
commissions; only applicants for 
permanent association considered. 


Address “S., 2938,” care J C-K. 





SALESMEN wanted, to sell well estab- 
lished line of dresser sets, novelties and 
sterling silver giftware to the retail 
jewelry trade; territories open: West 
Coast, Southwest, North-Central, New 
England and Eastern Seaboard terri- 
tories; we desire men living in the ter- 
ritories; these territories have been 
covered by us for the past 25 years suc- 
cessfully ; no objection to one non-con- 
flicting line; only experienced men need 
apply; traveling expenses advanced 
against commission ; write in full detail 
your experience and background. Pere- 
line Mfg. Co., Inc., 1261 Broadway, 
New York 1, N. Y. 





TWO opportunities for two good men; 
highly regarded four-store New York 
State chain is looking for two good 
men to groom as managers for 
future expansion; must be _ top 
notch salesmen with managerial and 
credit experience; excellent starting 
salary; write at once in_ strictest 
confidence, stating full experience, 
as well as past and present earnings. 
Edwin Freed Advertising Corp., 1233 
Sixth Ave., New York 19, N. Y. 





WATCH sales representative; popular 
priced watch importing firm has 
opening for real active watch repre- 
sentative, to sell promotional and 
quality line of merchandise; in order 
to earn real money, it is essential for 
individual to have absolutely a fol- 
lowing of long years experience sell- 
ing wholesale, department stores, 
premium houses and retail chains; 
write fully experience and inciude 
references; replies will be treated 
strictly confidential. Address ‘“‘J., 
2849,” care J C-K. 


OUR client seeks additional salesmen; 
old, established diamond house is 
interested in well introduced travel- 
ing salesmen with good following 
who wish to add line of diversified 
diamond rings to sell to jewelers in 
small towns; car desirable; gener- 
ous and prompt commission to suit- 
able men, covering one or part of 
the following territories: Northwest, 
West Coast, Middle West, New En- 
gland States, Middle East; please 
write experience, age, references, 
lines now carried and all other de- 
tails to Labow Advertising Agency, 
Inc., 67 W. 44th St., New York 18. 





For Sale 


Stores, Stocks and Businesses 








UTAH: store in Ogden (second largest 
city) ; good location; plenty of watch 
repairs; clean inventory; under $4,500. 
Write, C. E. Henrikson, 746 37th St. 





DUE to illness, must sell established 
jewelry business; downtown New 
York; cash $12,000; no brokers. 
Address “G., 2949,” care J C-K. 





DUE to illness, must sell small modern 
jewelry store in Southeast Kansas; pop- 
ulation 11,000; ideal location with best 
lines; can rent or purchase location. 
Address “H., 2848,’ care J C-K. 





PROFITABLE jewelry store for sale, in 
one of Florida’s most progressive cities; 
owner wants to devote full time to other 
interest; worth investigating. P. O. Box 
132, Pensacola, Fla. 





SMALL modern store in Montana; Mil- 
waukee railroad watch inspection; good 
volume growing; health, reason for 
selling: $30,000; can reduce. Address 
‘“H., 2915,” care J C-K. 





JEWELRY store, Chicago suburb; 
heavy repair trade; sell at inventory, 
about $21,000; terms arranged; ill- 
ness forces immediate sale. Ad- 


dress “S., 2893.” care J C-K. 





LONG lease, low overhead, fine location 
and good business is what this modern 
jewelry and optical store in Phoenix, 
Arizona has to offer; priced to sell or 
sub-lease. Address “F., 2930,” care 
J C-K. 





RETIRING; jewelry store for sale in 
Long Island; established 38 years; won- 
derful opportunity for watchmaker; 
plenty of repairs; about $5,000 wil 
cover stock and all. Address “E., 6,” 
care J C-K. 





CASH jewelry store; small industrial 
South Carolina city; large payrolls; 
choice location main street; stock and 
fixtures minimum; needs’ expansion; 
two watchmakers; 1951 gross receipts, 
$15,000. Address “Y., 2969,” care J C-K. 





FOR SALE: small jewelry store, estab- 
lished over 25 years, same _ location; 
low overhead; wonderful opportunity 
for watchmaker; nationally advertised 
lines; good location, downtown Pitts- 
burgh, Penna. Address ‘“H.,2981,’’ care 
J C-K. 





RETAIL jewelry store in central Pennsyl- 
vania established over 100 years; fine 
fixtures, clean stock, or good manager, 
will share profits to right man, by a 
customer of ours. The Claude R. Rob- 
bins Co., Wholesale Jewelers, Harris- 
burg, Pa. 





SUCCESSFUL modern jewelry _ store; 
100% location; installment and cash; 
(opportunity for chain or credit oper- 
ators); city over 100,000: within 60 
miles of Boston, Mass.: lease: clean 
stock; selling due to death. Address 
“G., 2985,” care J C-K. 





LEADING cash store, on main highway 
in fast growing Long Island town, es- 
tablished 20 years; credit would double 
business; more repairs than can han- 
dle; bée&St franchises; long lease; $40,- 
000 cash required. Address “K., 2917,” 
care J C-K. 


BEAUTIFUL Ozarks; leading jewelry 
store; established 50 years; small 
county seat town; Southwest Missouri; 
national brands; good going business; 
selling due to ill health; $11,000 buys 
everything, tools, stock, fixtures, equip- 
ment. For information write, ‘“‘B., 2873,” 
care J C-K. 








RETIRING, due to ill health; will sell my 
ultra-modern cash store, located central 
Indiana city; retail, very finest and 
most exclusive lines available; wealthy 
clientele; this is an excellent proposi- 
tion; cash price $65,000; don’t answer 
unless genuinely interested. Address 
“F’., 2976," care J C-K. 


JEWELRY shop; fully equipped for pro- 
duction manufacturing; doing large 
special order and repair business; also 
class rings, medals and manufacturing ; 
well staffed and stocked; inventory can 
be reduced; owner retiring; would con- 
sider capable managing partner. Ad- 
dress “‘A., 2971,” care J C-K. 





DIAMOND, antique jewelry store ; long 


established; excellent reputation; on 
of best locations in Brooklyn; low rent. 
lease; diamonds, jewelry, old gold ete. 
and estates bought; repairing and ap- 
praisals; good will and fixtures; stock 
optional; sacrifice, due to illness. Ad 
dress “N., 2920,” care J C-K. — 





————______ 


MUST sell; Navy town near San Fran- 


cisco; terrific location; modern, eom- 
pletely equipped store situated between 
chains; with or without small stock 
and receivables; can be negotiated: 
uniquely low, no-percentage, long lease. 
Wire, write or phone, Nelson’s Jewelers. 
419, Georgia St., Vallejo, Calif. Phone 





rere. 


OLD established jewelry store for sale 


with lease; best corner location in 
Yorkville; capital required $30,000 
to $35,000 for stock only, and no 
charge for fixtures and good will, 
good for two partners; giving up 
jewelry business; no dealers, J. 
Schnur, 1275 Lexington Ave., New 
York, N. Y. 








MODERN, air conditioned store, located 


in Alabama town of 32,000; established 
o0 years; annual sales $85,000; leading 
lines silver, china, crystal, etc.; one of 
the finest stores in state with very 
best reputation; owner retiring: no 
promoters ; manufacturing center; $50,- 
000 cash required; balance can be ar. 
ranged. Address “W., 2967,” care J C-K. 








FOR SALE; established jewelry store, 


stocked with nationally advertised 
franchised lines; modern display win- 
dows and fixtures ; fully equipped repair 
department doing volume business; best 
location in busy town, located north- 
western corner, state of Connecticut; 
price $24,000 cash, including accounts 
receivable. Address “B., 2886,” care 





WATCHMAKER’S tools, few watches, 


clocks, attachments, Hermes engraver, 
Paulson electronic, materials; for sale 
about $2,000, all cash; young watch- 
maker desiring to start in small New 
Jersey town, able mix with refined mid- 
dle class; place available; valuable 
cooperation offered by reputable watch- 
maker giving up business. Address “A., 
2711,” care J C-K. 





For Sale 


Tools, Equipments 





USED tools, benches, lathes, neon 


machines, staking tools, ete. : 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





DOUBLE jeweler’s bench (Leiman) and 


“Little Giant” polishing machine, with 
dust collector; both never used. A. T. 
Jewelers, 444 Third Ave., New York City. 


a 





SAMPLE trays for jewelry and rings; 


also display boxes for assorted jewelry: 
also assorted shipping boxes; excellent 
opportunity for wholesaler or manu- 
facturer. Address “E., 2984,” care J C-K. 








TWO, National bookkeeping machines; 


first class condition, $700 each; reason 
for selling, standardizing bookkeeping 
machines in our stores. Perelman’s, 129 
E. Washington St., New Castle, Pa. 


——s 





BULLION balance, 





Voland, excellent 
condition, 21144” beam, 9” plates, bows 
12” x 19%”, 300 ounce capacity, Har- 
wood base, top 18%” x 38%”, bottom 
frame and drawer 18%” x 30”, $450 
F.O.B. Los Angeles. Wildberg _Bros. 
Smelting & Refining Co., 653 S. Hill St. 
Los Angeles 14, Calif. 


. 4 
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Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 








AUCTIONS: successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5209 Blackstone Avenue, Chicago 


15. 








SHOP manager and setter; 15 years’ 
experience in setting, assembling 
and polishing; seeks associate to 
furnish volume work. Address “T., 


2396.” care J C-K 








M. C. MAXWELL, exclusive jewelers 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phones 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 


page 33. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





AUCTIONEER: 10) successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





THERE are two sides to every ques- 
tion: success in the retail jewelry 
business and experience in the jewel- 
ry auction field, make me _ best 
qualified to advise you, whether or 
not an ethically conducted auction 
sale in your store, will accomplish 
your objectives; whether it be profit, 
liquidation, stock reduction, re- 
moval, or remodel, I am in a posi- 
tion to give impartial advice which 
is offered free and without obliga- 
tion; your inquiry will be held in 
strictest confidence. Write, wire or 
phone, Ralph S. Magid, 322 Chick- 
any Ave., Chickasha, Okla. Phone 


a 





CASH buyers and liquidators of jewel- 
ry stores, wholesalers, manufactur- 
ers; we will buy outright or run a 
dignified auction or sale; for more 
money for yourself contact us im- 





mediately ; interview arranged at our 
expense. Kanigel & Schechter, 32 
W. 47th St., N. Y. C. Plaza 7-6614. 





I AM ready to pay you cash, dollar 


for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 





WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





CASH for you immediately; R. A. Zan- 
one & Co. will solve vour problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 vears’ 
experience ; your reply held in strict 
confidence; references: Dun & 
Bradstreet: Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-0669. 





DO YOU need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock. after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the last two years alone: their 
thankful letters are in our files for 
vour inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 





WANTED, partner: aggressive, experi- 
enced installment man; I have finest 
store in town of 20,000 population, lo- 
cated one hour from Philadelphia and 
two hours from New York: average 
sales over past three years about $175,- 
000 in jewelry, clothing, appliances, etc. ; 
there is a tremendous opportunity for 
expansion but need more capital; this 
is an excellent opportunity for right 
party: what have vou to offer. Replv 
bars full details to, “R.,2864,” care 





ROBERT E. JONES Sales Co., aue- 
tioneers, appraisers, liquidators for 
estates, trustees, stores; special sales 
conductors for reducing stock, rais- 
ing cash, etc.; sales in over 500 
stores in U. S. and Canada. 702 E. 


185th St. Telephone KE _ 1-8683 
Cleveland, Ohio. We buy surplus 
stock. 








AMERICA’S foremost jewelry auc- 
tioneer; when liquidating always re- 
member the auction sale when 
properly dramatized, put on right, 
is the safest, surest and most profit- 
able way of all for well established 
jewelers; it has withstood the cruci- 
ble test of changing economic con- 
ditions in America for a hundred 
years; establishment of auction mar- 
kets in every community of this 
country has made the American 
people more auction minded than 
ever before; we often get $50,000 
and more for stocks than was offered 
for them by brokers; recent sales; 
California, Ohio, Illinois, Nebraska, 
Iowa, Oklahoma, Indiana and South 
Dakota; let us put you in touch 
with our last half dozen clients then 
write them; it will be interesting to 
compare our recommendations with 
the letters you get back on others; 
with Chicago filled with auctioneers, 
we were called in to liquidate one 
of the old, fine firms; we hold both 
the buyer and seller in high regard; 
a copy of a double page write-up by 
one of the nation’s trade journals on 
our group sale for six jewelers, St. 
Louis, 1932, will be sent you, along 
with our new booklet embracing the 
history of 24 auctions that made 
auction history with three million 
in actual cash results; it’s what 
others say about you that counts; 
ours is an auction service for jewel- 
ers who care; 30 years of leadership 
ealls for certain responsibilities 
which we shall never shirk; inter- 
ested only in legitimate reduction or 
closing out sales. Write or wire, 


Thomas J. Faussett, Howell, Mich. 








Wanted to Purchase 





PRESS: arch screw press made by 
Ruesch, in any condition. Address “G., 
2906,” care J C-K. 





WANTED: Patek-Philippe or Vacheron & 
Constantin 12 size, original case, eight 
adjustments. Box 2444, Central Sta., 
Kansas City, Mo. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





CHAIN store operator will purchase for 
cash, a reputable cash, credit store 
doing yearly volume of $30,000 or bet- 
ter: North Carolina only. Address “C., 
2839,” care J C-K. 





«CASH in; send us your watch move- 


ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices ; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 


(Continued on page 254) 
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WANTED TO PURCHASE—Cont. 





IF you have a store or stores that you 
want to sell, at a fair price, located 
in the Southeast, we are interested 
in buying; all information confiden- 


tial. Address “H., 2929,” care J C-K. 





ESTABLISHED jewelry store; good lo- 
cation in town 10,000-50,000 population ; 
Middle West, Southwest or West pre- 
ferred; give full details in first letter; 
all replies strictly confidential. Address 
“G., 2847,” care J C-K. 





WANTED at once; Lane Jewelers of 
Alexandria and Arlington, Va., wish 
to add three units to their chain of 
six stores in Southeastern territory 
and States, in cities of 5000 popula- 
tion or more; all correspondence 
strictly confidential; we are not 
stock buyers. Address, J. D. Strong, 
Lane Jewelers, 721 King St., Alex- 


andria, Va. 





NATIONALLY known manufacturer of 
14K gold watch cases, bracelets and 
jewelry successfully operating for many 
years with ten thousand active retail 
accounts, desires to purchase a one- 
half interest in well established jewelry 
or related mail order business, seeking 
expansion or will purchase outright if 
desired ; all answers will be held strictly 
[ox Address “C., 2993,” care 





SPOT cash instantly for your surplus 
stock, watches, diamonds and jewel- 
ry, check by return mail; all ship- 
ments held pending approval of 
payment; if check is unsatisfactory, 
shipment returned charges prepaid; 
references: Houston National Bank, 
Houston, Texas; Dun & Bradstreet, 
Inc.; Diamond Jewelry Co., 668 M. 
& M. Bidg., Houston, Texas. 





IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value: your whole store 
with or without fixtures: we have un- 
limited cash for this purpose: write, 
wire or call at our expense: references: 
Jewelers Board of Trade: shipment held 
for your approval of payment: since 
1919. Harry Elkins & Co., 59 E. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 








Watch Work, etc., for 
the Trade 





THIRTY-FIVE years’ experience in watch 
repairing, and prices right, satisfactory 
work; guaranteed good service. M. J. 
Kruse, 7219 Lake St., River Forest, Il. 





EXPERT watchmaker, specializing in 
chronographs, automatics, calendars 
and all types of clocks. Louis Blum, 609 
Ninth Ave., N. Y. 18, N. Y. Circle 5-9285. 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work: 
trade price list on request. Howard 
a. Huron St., Lake Ronkonkoma, 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 








BOSTON, Mass.: guaranteed trade watch 
repairing; chronographs a_ specialty; 
excellent service; electronic timing; 
prices on request. Charles L. Birdsall, 
603 Jewelers’ Bldg., 373 Washington St. 





BOSTON, Mass.; expert and guaran- 
teed watch repairing; prompt ser- 
vice; prices on request; mail orders 
invited. David Migdal & Co., 109-B 
Summer St., Telep. Hu 2-9547. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





KNOW your vibrator; mail direct; 
same day service; economical, de- 
pendable, vibrating service. Hair- 


spring Vibrating Co., 496 32nd St.,: 


Union City, N. J. 





MANNA Bros., watchmakers, established 
1915; 1310-A 6th Ave., New York 19, 
N. Y., Plaza 9-6765; watch repairing 
of better kind; fully guaranteed one 
year; charged to meet your approval; 
no beginners employed here. 





HIGH grade watch repairing; all makes, 
all models; five days’ service; all re- 
pairs Watchmaster rated; guaranteed 
dependable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, Ill. 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 





RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St., 
New York 19, N. Y. 


TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 


JEWELERS: build up your trade; give 
your customers quality watch repair; 
we employ only master craftsmen; all 
kinds of watches speedily repaired ; 
Watchmaster checked and rushed back 
to you; chronographs, calendars, auto- 
matics and timers our specialty: no 
order too small or too large; if we don’t 
have the part, we are equipped to man- 
ufacture it: send us your watch repair 
today: estimates cheerfully given. Our 
Shop, The Jewelers’ Watchmaker, 40 W. 
66th St., New York 23, N. Y. 
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Special Order Work and 
Repairs for the Trade 











PHOTOGRAPHY, on gold, silver, or plati- 
num: book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





JEWELRY hub cutter: highly experi- 
enced: will do homework for a few 
manufacturers. W. Kraus, 71 Van Ness 
Terrace, Maplewood, N. J. 


ALL style beads restrung, plain or 
knotted: prompt service; reasonable 
prices. Mrs. Helen E. Stump, 202 State 
St., Shillington, Pa. 


ENGRAVING: monogram, lettering; fine 
inscription work a specialty; 30 years’ 
experience; quick service. C. W. Do- 
enges, 921 S. W. 17th St., Ft. Lauder- 
dale, Fila. 











COLORED STONES; direct importers. 
at your service; replacing, recutting 
encrusting, repolishing, drilling: 
specializing in diamond melee, Ry. 
tile (Titania), all sizes, cameos, aj] 
colors and_ sizes; also cultured 
pearls, genuine pearls, synthetic al] 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame. 
thyst, topaz, ete.; servicing the 
jeweler for over 35 years. Max 
Stern & Co., Inc., 17-23 John St. 
New York 38. ' 


| 

SPECIAL orders; diamond setting, jew. 

elry repairs, sizing, watch repairing 

quality workmanship, quick service: 94 

years’ experience. John G. Cronin, Cog} 
Exchange Bldg., Scranton, Penna. 











JEWELRY assembling and casting ; rings 
bracelets, watch cases, gold and plat. 
inum; production work, also_ specia] 
order work of every description. Nash 
Jewelry, 93 Nassau St., New York. 





CULTURED pearls; matched and re. 
strung, gold and silver thread finish, by 
expert French stringer; 24 hours ser- 
vice; special department for mail 
orders. R & G Jewelry Corp., 1 W. 47th 
St., New York, N. Y. LUxemburg 2-0813, 





ee, 


PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished; 
right prices, prompt service monthly 
billing; we specialize on mail orders: 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. I 


SILVERWARE replated, repaired like 
new; also gold, copper, brass _plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 


lumbus, Ohio. 


JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on siding and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 


DIAMOND repairing specialist using good 
commercial judgment; I am also in the 
market to buy for cash, old mine, broken, 
burned or chipped diamonds, but only 
from established jewelers. Joseph Hunt, 
74 W. 46th St., New York City 19, 
ae Recutting and repairing, diamond 
cutter. 


STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; _ stone 
cameos up to 50 mm size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 




















To Let 








OFFICE space for rent: private: watch- 
maker or engraver: reasonable. 9 
Maiden Lane, New York City. Tele- 
phone, Beekman 3-3598. 





Miscellaneous 











WATCHMAKERS JOURNAL: contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 
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The trouble with blowing your own horn is that you blow in sweet | | 
but frequently it comes out sour. In spite of that possibility and the 
fact that it might be unseemly to pay tribute to the members of the 
JC-K editorial staff on this particular page, we’re going to do just that. 
This month, they have turned out a series of articles and presented 
them in a manner that suggests recognition here for two reasons: One W 
is that they (the writers and the articles) deserve that recognition. The 
other reason is that this editorial presentation points up a natural oppor- 
tunity for the jeweler, and provides him with material to capitalize on 
that opportunity; and we don’t want you to miss it. This series, of almost 
40 pages, is a book of articles on the merchandising of colored stones 
and rings. It is a complete book. Complete in the sense that it covers 
all the fundamental information necessary for you to start today to 
increase your profits from this too-often neglected department. Naturally, 
the greater your technical knowledge of rings and stones—the more 
extended your efforts in merchandising—and the better developed your 
personal selling techniques, the more dramatic your increased sales of 
rings will be. But those who postpone action until they have attained 
perfection seldom achieve it. Here is all the information you really 
need to start profiting now. The 








: crys 
We recommend the study of this “book” by store owners, merchan- ; 


dising men, advertising managers, and particularly by every sales person ns 
who has even occasional opportunity to work behind the ring counter. that 
It will add to the interest you have in every customer who walks into = 


your store. It will add zest to your work. It will give you more cash in Be 


your pocket at the end of the month. 


And so, if we may refer to our opening sentence, you see we are not 
just blowing our own horn. We are really sounding a flourish of trumpets 
in an effort to awaken the jeweler to the tremendous untapped possibilities 
for additional profits which lie in the currently unsatisfied public desire 
for colored stones and rings. We are trying to direct attention to the 
organized plan of action we present in this issue. In short, we are trying 


to say “Cash in on it!” 


Editor 






















THE JEWELERS’ CIRCULAR-KEYSTONE © 


| yp 10 50% OFF AND YOU STILL MAKE YOUR FULL PROFIT! 


WE'VE TAKEN THE BEST 
AND MADE IT BETTER! 
WITH NEW IMPROVEMENTS 
AND NEW LOW PRICES ON 
FAST-MOVING HIGH QUALITY 


IMSTON 


STERLING COASTER ASHTRAYS 
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retail — 


There’s real reason to buy Amston’s improved (incl. tax 


crystal and sterling Coaster-Ashtrays at the excit- 
ing new low prices! It’s the kind of value story 
that will mean 47g all-year round re-order busi- 


iness! Call your dealer for yours today — this will 


ibe one of the fastest-moving items in 1952! 
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AMSTON — 
IT’S NATIONALLY 
ADVERTISED! 
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NEW HOSPITALITY SERVICE FILLS OUT YOUR 
COMMUNITY LINE . . . FILLS CUSTOMER NEED! 





This set fits right into the price range between a 34-piece set 
at $55.75 and a 52-piece set at $77.50. Here is a set to sell 
for less than $70 . . . a practical set of 8’s including salad 
forks! Mahogany-finish “Popularity” Chest, with relief floral 
design, included at no extra charge. And to help you tell your 
customers about this popular-priced service, newspaper mats, 


radio commercials are available, plus a slip-over display for CHARGE 


each chest cover. 
4-WAY LIGHTED 
To sell new markets . . . CHEST DISPLAY 


Lighted Display can be 
COME ALONG WITH used with chest(as shown) 
or with pattern plaque. 
Use plaque alone or with 


AA VV 4 ae | | 4 ‘f 
1 V4 / /, Yi PS / | chest display. 
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THE FINEST SILVERPLATE 


*TRADE MARK REG. 
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